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TRADE-INS 


T is about time that the appliance industry began to do 

some thinking about trade-ins. Right now dealers are not 

letting this question bother them. They do not have to 
take trade-ins to sell the limited quantity of major appliances 
they are now getting, and are putting off facing the prob- 
lem until it is forced on them. But face it they must when 
production gets rolling. Then, with no plans laid and no 
preparations for handling trade-ins, the necessary emergency 
measures cannot be as effective as if some kind of a work- 
able trade-in set-up had been created. There is also the 
question of whether or not by refusing trade-ins today, the 
trade is not turning its back on a source of business that with 
good management could be made to show some profit, how- 
ever small. 

These suggestions are prompted by a survey just com- 
pleted by ELecrricaL MERCHANDISING. More than 400 good 
dealers all over the country co-operated with us to disclose 
the percentage of major appliances being sold to wholly new 
customers as against those sold for replacement, and also the 
percentage of trade-ins taken in relation to the new mer- 
chandise sold. 


OR the sake of simplicity we will quote here only the 

results of this survey on electric refrigerators. Dealers 
report that of the number sold since manufacture was resumed 
last year, 76.8% were sold to customers who did not own a 
refrigerator. 23.2% were sold to customers who already 
owned a refrigerator, but only .9% (nine-tenths of one per- 
cent) of the total sales made by these dealers involved the 
acceptance of a used refrigerator as a trade-in. 

There were approximately 1,000,000 electric refrigerators 
shipped by the manufacturers in the first eight months of 1946. 
For the sake of dealing in round numbers, we will assume 
that this million was sold to actual Applying the 
percentage from our survey then, we get 232,000 used refri 
gerators either to be utilized by the family owning it or 
disposed of by sale, in which, let us point out, the dealer had 
no hand except in the 9,000 refrigerators which were traded 
in. Of the 9,000 traded-in refrigerators, 4% were reported 
as junked. 76% were rebuilt and resold, and 18% were 
resold as-is. The balance were not accounted for. 

The percentage of replacement shown by this survey—23% 
—is lower than the replacement percentage established in the 
pre-war years, which was 33%. But the percentage of trade- 
ins—.9% (nine-tenths of one percent)—is far out of line with 
the 21% of trade-ins involved in pre-war refrigerator sales. 


users. 


A we read these figures, the replacement percentage is 
not too far out of line, although definitely indicating that 
many present refrigerator owners are content to make their 
old equipment do, but the trade-in percentage is such a small 
fraction of what had become a regular part of the dealer’s 
business that something may be decidedly wrong. 

Personal contacts with a number of dealers to determine 
the reason for this situation produced several answers. The 
principal one, and a good business reason it is, was the 
expense of repairing or rebuilding. The price of parts being 
what they are, and especially the high price and scarcity of 
the kind of workmen needed to do this job, is the principal 
reason offered. This condition, however, will not be improved 
at the time the dealer is forced to accept trade-ins, which 
he must repair and resell. He is therefore letting the ques- 
tion slide. Here is where he may be making his mistake. 
If this condition is bound to come, he had better face it now 
when the percentage is still low than later when the per- 
centage of his trade-in business returns to anything like pre- 
war normal. 

Another reason alleged, and this we feel is not a good 
reason, is that by selling a reconditioned washer or refriger- 
ator, dealers would be losing the sale of a new appliance at 
more profit in the near future. This overlooks entirely the 
important, and on the whole, profitable business in second- 
hand merchandise, which reaches out into a low income 
market and broadens the general public use and familiarity 
with the appliance, and prepares for the future sale of new 
products. 

A third reason given is that distributors are discouraging 
trade-ins set-ups and trade-in operations. 


JERHAPS it is unnecessary to point out that this is not 

the way the automobile dealer is handling the limited 
number of new cars he is getting. Conditions are said to be 
different in that business, but I cannot help but feel that with 
232,000 out of 1,000,000 new refrigerators going into homes 
where there are used refrigerators, a high 
them in some kind of operating condition, this industry is 
neglecting an opportunity. 

A small increase in the shipments of new 
refrigerators will be of great help to dealers everywhere. 
Then why not try to get the additional percentage of sales 
transactions that could be possible with a well planned trade- 
in policy? 
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FLORENCE STOVE COMPANY... General Sales 
Offices and Plant: Gardner, Mass. Western Sales 
Offices and Plant: Kankakee, Ill. Southern Plant: 
Lewisburg, Tenn. Other Sales Offices: One Park Ave., 
N. Y.; 1459 Merchandise Mart, Chicago; 53 Alabama 
St., S. W., Atlanta; 301 No. Market St., Dallas. 


WE WANT FLORENGE DEALERS 


E MONEY! 


@ In short, our policy is simply this: To put into 
the hands of Florence dealers ranges and heaters 
with features that make them easier to sell... at 
prices that are business-like for everyone concerned, 
including the customer...and to work with our 
dealers in the friendly, “close neighbor” way which 
direct selling permits. For over 70 years this policy 
has made money for Florence dealers—and you can 
be sure it will continue to make money for Florence 
dealers in the years ahead. 








ELECTRIC RANGES LP-GAS RANGES OIL-BURNING HEATERS 


FLORENCE 
Electric Ranges 


Gas Ranges > Ol Heaters 
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CARRIER HUMIDIFIER. Attractive styling 
in compact wood cabinet. All moving 
parts are resiliently mounted for quiet 
operation. Unit comes ready to fill with 
water and plug in. 


Planned to meet 
a growing demand 

















































































































Thousands of families want comfort- 


able, healthier indoor winter living. 
Here’s the compact, dependable 
appliance that meets the demand. It’s 
the Carrier Humidifier. It automati- 
cally adds moisture to the dried-out 
air in homes that use conventional 
heating systems. And it means lively 
sales all winter long. 


The Carrier Humidifier is packed 
with sales features. It supplies 
exactly the right amount of moisture 
. .. eliminates rug static . . . provides 
more comfort at lower room temper- 
ature ...no mugginess to worry 
about. And it humidifies by pre- 


evaporation . . . no water impurities 


AIR CONDITIONING 
REFRIGERATION 
INDUSTRIAL HEATING 
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can enter the air. The Humidifier is 
quiet and self-regulating . . . takes no 
more room than an end table. 


And it is not only a fast-selling 


.. it’s a fine lead into 
summer sales of Carrier Room Air 


winter item . 


Conditioners. Families that know the 
benefits of winter humidification 
demand the comfort of cooled, de- 
humidified indoor weather in summer. 


The Carrier Humidifier is a unit 
you can sell fast...and sell with 
confidence. Carrier’s long leadership 
in air conditioning and cefrigeration 
assures years of reliable service and 
satisfied customers. Carrier Corpora- 
tion, Syracuse, New York. 
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DEPRESSION IN °47? 


...controls can bring one 





ness man, who values freedom, to protest against 

government regulation. On this account, many 
people who do not know the facts in detail are in- 
clined to discount current business protests against 
the post-war application of wartime economic con- 
trols. This is particularly true since in his report for 
the third quarter of this year, the Director of War 
Mobilization and Reconversion implied that busi- 
ness is in fine health by remarking that “business 
profits, after taxes, are at the highest point in 
history.” 

In complaining about government controls, how- 
ever, the American business man is not crying wolf. 
These controls were an essential war weapon. Now, 
however, they are contributing decidedly to a twist- 
ing and distorting of the American economy in a 
degree which, if not soon corrected, may well start 
production and employment down the toboggan. 

One general indication of how badly twisted our 
economic system has become is found in the wide 
disparities in the amounts by which different groups 
of prices have increased. Since 1941, for example, 
farm prices have advanced an average of about 
125%. Industrial prices, more tightly controlled than 
any other group except rents, have increased only 
about 32°7. Meanwhile, straight time hourly earnings 
of industrial workers have gone up about 60% and 
the cost of living about 43%. 

The advances of individual prices within these 
groups have also varied enormously. Among indus- 
trial prices, that of finished steel has gone up only 
about 14% since 1941, while lumber has gone up over 
50%. Hourly wage rates in the women’s garment 
industry have gone up 116%, while those in the 
brewing industry have gone up only 33%. That share 
of the cost of living due to rent has gone up only 
4%, while that due to the cost of clothing has gone 
up over 60%. 


[ IS CONVENTIONAL fer the American busi- 


Well, What Of It? 
At least four things of major importance: 


1. Production, under the influence of price 
control, has been heavily concentrated in some 


lines to the neglect of others. Result—unbalanced 
production, unbalanced inventories, and a seri- 
ous cut in the flow of goods to consumers. 


2. More or less uniform post V-J Day wage 
increases, promoted by the federal government, 
have imposed a far more serious cost problem on 
some industries than on others. This is particu- 
larly true of some of the most basic industries. 


3. While, as a whole, “business profits, after 
taxes, are at the highest point in history” (due 
in part to a temporary excess profit tax rebate 
arrangement) there are enormous disparities in 
the profits of different industries. Some key in- 
dustries are making little or no profits. 


4. If not corrected, the distortion of prices, 
wages and production, which has resulted in 
such a wide disparity of profits, can contribute 
decisively to a major business upset. 


The most striking example of the distortion of pro- 
duction by controls was, of course, that provided by 
a metropolitan meat famine at a time when beef 
cattle crowded the ranges. This has now been recog- 
nized. But there are many other distortions. Abun- 
dance of sports clothes, acute shortage of more essen- 
tial clothing made from the same kind of cloth. 
Successive shortages of critically important products 
like baling wire and nails as the price lid on steel 
is jiggled first this direction and then that. 

Some of these distortions of production are due to 
material shortages. But a major contributor is un- 
even application of controls, and the total removal of 
some while others are held firm. Among the results 
are bulging inventories of partially completed assem- 
blies and shut-downs while waiting for parts. 


Wage Complications 


While price controls, unevenly applied, have 
shunted production first this way and then that, the 
federal government has further complicated the situ- 
ation by promoting uniform wage rate increases 
without regard to varying capacities to pay them. 
The greatest single contribution to this distortion 
was made by the President himself. In the course of 
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unsuccessfully trying to mediate the dispute over 
steel wages last January he recommended a wage 
rate increase of 1812 cents an hour. Immediately that 
increase was accepted by organized labor as par for 
the first round of wage adjustments, having the sanc- 
tion of the White House itself. The game then be- 
came to beat par. 

But the capacity of different industries to pay 
wage increases varied greatly. During the war some 
had hiked their pay much more than others. More- 
over, in some industries wages are a much larger 
element of total cost than in others. In 1939 (last 
year for which figures are available) wages ranged 
all the way from 242% of total sales in cigarette 
manufacturing to 34.3% in hosiery manufacturing 
and 65.2% (for wages and salaries combined) in soft 
coal mining. 

Under these circumstances, some industries were 
far less able to meet a uniform wage increase than 
others. Nonetheless, many of them had uniform wage 
increases imposed upon them. Then the price lid was 
held firm. This, coupled with material shortages and 
production difficulties which also choked output, 
squeezed the profit right out of those industries. 


A Study In Contrasts 


Some of the most important industries are making 
little or no profits while they bump along on a pro- 
duction volume which fails to meet consumer needs 
and prevents attainment of maximum efficiency. The 
automobile industry affords one conspicuous exam- 
ple. Another is electrical manufacturing, and rail 
equipment is yet a third. All of them are crucially 
importani. Many other lines of business, of course, 
are extremely profitable. For example, the profits of 
a group of large retail stores were 150% higher dur- 
ing the first half of this year than they were a year 
ago; the profits of a group of motion picture com- 
panies were up 140%. 

In the meantime, the workers in some of those 
low-profit industries are in no bed of roses. The in- 
crease in the cost of living since 1941 is now outstrip- 
ping the increase in the hourly wage rate of workers 
in a number of industries, where wage rates have not 
risen as much as the average. On a weekly basis, a 
shorter work week, with less overtime, has combined 
with the recent upsurge in consumer prices, to place 
the living standards of some of these workers below 
the wartime level. 

Such circumstances obviously create pressure in 
the ranks of these workers for another round of 
wage increases. But as long as the profit remains 
squeezed out of their industries wage increases, if 


THIS IS THE 52np OF A SERIES 


any, must be translated either into higher prices, or, 
if the government sits tight on the price lid, into 
losses which will discourage production and ulti- 
mately cost workers their jobs. 


What To Do? 


Salvation both for the workers and for employers 
in the relatively profitless section, a peculiarly im- 
portant group of industries, must be looked for 
primarily by increasing productivity, thereby de- 
creasing the cost per unit. Part of this higher pro- 
ductivity can come only from individual efforts 
of the workers themselves. Another part can come 
from an elimination of bottlenecks in materials and 
parts which prevent the labor force from working 
most efficiently. Only by greater output per man- 
hour can workers and management solve their 
common problem. 

Until productivity has been thus increased, it is 
hard to think how the federal government could do 
a greater disservice both to labor and to industry 
than to repeat its performance of promoting a uni- 
form national wage increase. With the present dis- 
tortion of the national economy, some industries 
might again take such an advance in their stride. 
With many others it would raise even greater havoc. 

While avoiding like the plague promotion of an- 
other uniform wage adjustment, the federal govern- 
ment must make it a primary objective to relieve 
distortions caused by the uneven application of other 
controls, primarily price control. Nature has given a 
lift to the elimination of distortions by providing 
bumper grain crops which should in time reduce that 
staggering disparity between a 125% increase in 
farm prices and a 32% increase in industrial prices. 
But that process must be speeded as a matter of 
conscious policy. No element of such a policy is more 
important than expediting the decontrol of industrial 
prices. Such a course is clearly essential to achieve 
that balance in the production of materials and parts 
required for maximum output. 

Business and labor both want a sustained prosper- 
ity in which all will share. Sustained prosperity can 
be achieved only if we eliminate the distortions in 
wages, prices and profits which now restrain so much 
vital production. 


President McGraw-Hill Publishing Company, Inc. 
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1,000 ORDERS 
KITCHEN PLANS 


756 asked forpersonalizedkitchenplans— 75.6% 








244 made their own kitchen plans — 24.4% 
1,000 100% 
RANGES 
546 ordered De Luxe — 546% 
349 - Medium — 34.9% 
105 " Popular — 10.5% 
1,000 100% 
REFRIGERATORS 
613 ordered De Luxe 7 ft. — 68.9% 
200 = Popular 7 ft. — 22.5% 
77 : Popular 6 ft. — 86% 
890 100% 


(89% of 1,000 ordered refrigerators) 


METAL CABINET SINKS 








656 ordered without dishwasher — 65.6% 
303.“ withdishwasher&disposal— 30.3% 
41 i “ without disposal— 4.1% 
1,000 100% 
HOME FREEZERS 
191 ordered home freezer, 4 cu. ft. — 19.1% 
WATER HEATERS 
254 ordered 50-gallon — 25.4% 
96 2 86-gallon — 9.6% 
68 mI 40-gallon — 68% 
582 Smaller Size — 58.2% 
1,000 100% 
WASHING MACHINES 
465 ordered conventional, large — 87.1% 
43 ‘i ” , small — 8.1% 
26 i “automatic — 48% 
534 100% 
(53.4% of 1,000 ordered washers) 
IRONERS 
243 ordered Flatplate — 89.4% 
29 = Rotary — 10.6% 
272 100% 
(27.2% of 1,000 ordered ironers) 
DRYERS 
159 ordered dryers — 15.9% 


METAL CABINETS, WALL AND BASE 
1,000 ordered an average of 9 cabinets per kitchen 


($275.75) 
($200.75) 
($135.25) 


($232.00) 
($168.00) 
($148.50) 


($ 90.00) 
($399.00) 
($299.50) 


($199.50) 


($121.25) 
($163.50) 
($112.75) 


($ 99.00) 
($ 77.00) 


($143.00) 
($ 35.00) 


($189.00) 
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URING the last five years many 

surveys have shown the extent 
of the public intention to buy electrical 
appliances. These surveys have been 
made by many business organizations, 
magazines, newspapers, and govern- 
ment agencies. Based on interviews 
with a few hundred to a few thousands 
of people geographically distributed 
they turned up a lot of excellent in- 
formation and have been the basis of 
much sales planning. They all, how- 
ever, necessarily suffer by reflecting 
mainly a hope to some day own these 
products. 

Now, however, we have a far more 
important indication of a buying pat- 
tern for appliances. One thousand 
heads of families, veterans in this 
case, have signed actual orders, pledged 
themselves to pay real money for a 
thousand all electric kitchens, to go 
into a thousand new homes. 

Some three months ago, the Edison 
General Electric Appliance Company 
made an offer which, in their words, 
was to “break the stalemate surround- 
ing appliance procurement for war 
veteran housing”. This manufacturer 
earmarked one thousand “kitchen 
packages” for war veterans. Equip- 
ment was allocated according to the 
company’s regular market quota meth- 
ods on a national basis. The original 
“package” was a basic kitchen includ- 
ing an electric range, refrigerator, 
sink and four base cabinets. There 
was also included an optional offer 
which made possible the purchase of 
additional equipment. The company 
also offered the services of their 
kitchen planning department to assist 
the veterans in the design of the most 
modern type of kitchen. 

There is certainly no cause for sur- 
prise in that veterans quickly snapped 
up the thousand kitchens offered, but 
the details of the kitchens actually 
ordered are quite remarkable, and 
carry a most important indication of 
what this industry may, with proper 
promotion, advertising and selling, 
hope to accomplish as production 
grows and home construction gets on 
a larger scale. 


Aimed to Assist Yoterans 


First of all, the aim of the program, 
according to company officials, was to 
assist veterans who would otherwise 
be unable to move into houses, by 
providing a low cost basic kitchen at 
a retail price which was set at ap- 
proximately $500. 


NOVEMBER 1, 


‘The lest of a 


Hotpoint kitchen priorities for veterans disclose a pat- 
tern that other homebuilders can be educated to follow. 
Average sale over $1000. Eighty percent sold by dealers. 


With the returns in, Ward R. 
Schafer, vice-president in charge of 
sales, states that the equipment or- 
dered by the average G.I. retails for 
approximately $1,000. 

This doubling of the original offer 
is due to veterans selecting deluxe 
models in refrigerators and ranges in 
preference to the popular types con- 
tained in the original “package”, and 
in addition, ordering dishwashers, dis- 
posalls, home freezers, washers, iron- 
ers, dryers and additional cabinets. 
This response was not expected. The 
percent of deluxe appliances was 
something of a surprise to the officials 
of the company, according to Mr. 
Schafer, a surprise due to the experi- 
ence with the “idealized” complete 
kitchens which the company has de- 
signed since the early 1930’s. These 
occasional installations before the war 
had been confined to higher priced 
houses. An approximate tabulation of 
the cost of the veteran’s homes for 
which this $1,000 average have pur- 
chased, show an average building cost 
of $9,100. Due to the conditions in 
the building industry today, this is not 
a high average for homes. The high 
average cost of the kitchens ordered 
is then all the more striking. It is-less 
remarkable that the veterans specified 
the best obtainable in such standard 
equipment as ranges and refrigerators 
than that about one third of them are 
buying automatic dishwashers and 
disposalls, high priced appliances that 
have always been classed as luxuries. 

More than three fourths of the 
veterans availed themselves of the 
company’s kitchen planning service, 
and in asking for kitchen plans the 
veterans revealed some _ interesting 
facts about what people are likely to 
want. 


Larger Kitchens 


The sizes specified for these kitchens 
are somewhat larger than those gen- 
erally built in immediate pre-war 
homes. These families evidently want 
to get away from the strictly efficiency 
minimum sized kitchen. More than 
one half of them asked for eating 
nooks designed into the kitchen. About 
10 percent asked for combination 
kitchens and home laundry rooms. 

One of the elements of this program 
of great interest is that more than 80 
percent of the kitchens were sold to the 
war veterans through wholesale dis- 
tributors and retail stores.’ Retailers 
that specialized in kitchen planning 


1946—ELECTRICAL MERCHANDISING 





nade up abo 


er. Depar 
vardware al 
he others. 

pvailable on 
ales but so { 
ccording to 
ty were pai 
ayments or 


etailers and 
lude the tim 
jouse mortg 


< 


The respe 
this offer, 
husiastic. 7 
ypical. Mrs. 
Power Com 
ummary of 
‘On the ni 
Omaha one 
f the Nel 
hree for ex: 
uilders for 


US 


Typ 
ave 


cou 
ELE 





ARL 
Main . 
San } 
Tod 
itchen to v 
nd his wi 
louse which 
hem in that 
ula section 
rancisco. 
But Scan 
ne complet 
ng his norn 
ns, and in s 
his early 
ackage kite 


Here 


tppliance de 


elling comy 
uilding con 
t speculati 
tom 10 to 
ine time. 

When Biz 


lise: manage 


ell about ti 


LECTRIC 



























nade up about 25 percent of this num- 
er. Department stores, furniture, 
rdware and appliance stores sold 
Actual figures are not 
svailable on the financing of these 
ules but so far as has been established, 

-ording to the company, the major- 
ty were paid for on convenient time 
ayments or paid for in cash. Some 
retailers and builders arranged to in- 
elude the time payments in the regular 
jouse mortgage. 


Other five going to speculative builders 
for sales to G.I.’s. All kitchens were 
sold in one day. Builders are not inter- 
ested in price. Builders realized adver- 
tising and promotion possibilities could 
have sold 100 more. Were able to pick 
most aggressive builders and locations 
so have complete coverage of city. 
Builders contacted own lending agen- 
cies and received OK before placing 
order. Nothing but cooperation all 
over the place.” 

This story would not be complete 
without something about the people 
who bought these kitchens and the 
dealers who sold them. To get this 
final element that brings the whole 





he thers. 


Good Response 


The response as we have seen, to 
his offer, was immediate and en- 
husiastic. The results in one city are 














ypical. Mrs. B. E. Marsh of Nebraska operation into focus, ELECTRICAL 

| Power Company, gives us a quick MERCHANDISING field editors, Tom 
ummary of what happened in Omaha. Blackburn, Howard Emerson, Lans- 
On the nine kitchens allocated to dell Anderson and Amasa Windham, 
Jmaha one is for a veteran employee with the cooperation of Hotpoint re- 

' hf the Nebraska Power Company; gional managers and local distribu- 

 Bhree for ex-G.I.’s who are contractor tors, located four such typical dealers 

> Builders for their own occupancy. and buyers. Their accounts follow. 

. 
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yf 

; Typical of a thousand sales are these good 

average people in four sections of the 

n country interviewed and pictured by 

yt 
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In CALIFORNIA 
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ne ARL SCANNELL, owner of for war veterans, Scannell knew where 

he Main Appliance Company, South he should go to sell them. 

e, San Mateo, Calif., sold a $750 He knew that today, the majority of 

he MHere Today” Hotpoint all-electric ex-GI’s in his selling area, when seek- 





ig Jitchen to war-veteran George Castle 
to nd his wife for installation in the 
use which is nearing completion for 
em in that community on the Penin- 


ing a new home, don’t pick out a con- 
tractor, develop their individual plans, 
watch the ground broken and the house 
take shape. They buy, or contract for 


ila section 25 miles south of San a house in a new development—a house 
ns MTrancisco. which is one of a limited variety being 
n- § But Scannell did more than sell that built on speculation by a large builder 


ir ne complete electric kitchen. In seek- 
nt Jog his normal market for these kitch- 
Fns, and in selling it, he proved during 
in Bhis early stage in the history of 
ng Package kitchen selling that the local 
yut FPpliance dealer can do the best job of 


who has received FHA approval and 
priorities because the houses will be 
made available for a specified period 
for sale or rent to war veterans. 


Double Selling Job 


on Belling complete kitchens to the large Scannell knew that to sell complete 

uilding contractor, the tract developer electric kitchens to these ex-service- 
um — speculative builder who puts up men, he would have to contact and sell 
80 Bom 10 to 50 or a hundred homes at_ the builder on the idea, then sell the 
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lise § When Blaire Lind, district merchan- 
ers Se manager for Graybar, told Scan- 
ing pel 


individual buyers of homes. It was the 
sales pattern with only one “Here To- 
day” kitchen available—it was, Scan- 


ell about the “Here Today” kitchens nell knew, the same pattern that he 
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SAN MATEO, CALIFORNIA ... Appliance dealer Earl Scannell, right, precedes 
his selling of complete kitchens by studying floor plans, kitchen dimensions, of 
house in large contract-builder's development with Lesley Kelley, left, the tract 


manager. 


would be using in the years to come 
when complete kitchens as well as 
homes were available to all that needed 
them. 

Such a builder is Lesley Kelley, tract 
manager for “Beresford Village” 
where 27 homes are being built by 
George Arthur and Sons, which is a 
sub-contractor for the Hayes A. Mc- 
Lellan organization, which eventually 
will make Beresford Village section a 
community of 107 new homes. 

Such an ex-serviceman is George 
Castle, who with Mrs. Castle and 2- 
year old Bobby now lives in a small, 
brown-shingled cottage on Burlin- 
game’s Howard Ave. awaiting com- 
pletion of their new home. 

The sales pattern was put into effect 
when Scannell, carrying the “Here 
Today” kitchen prospectus, visited 
Kelley, received an enthusiastic “How 
many of those kitchens can we get?” 
Even when told that only one was to be 
had, builder-salesman Kelley remained 





The "Here Today" kitchen went to George Castle, house left above. 


enthused, worked with Scannell over 
typical Beresford Village floor plans 
to see what problems, if any, would 
result from putting the packaged kitch- 
ens into rooms designed for wooden 
cabinets, conventional plumbing and 
wiring. Finding no “bugs” in the idea, 
they checked room layouts to get an 
idea of the maximum number of appli- 
ances and cabinets that would go in 
without altering the original, con- 
venient layout of the kitchens. They 
found that most kitchens in the develop- 
ment were 9 by 9 feet, so no problem 
was expected in arranging an all elec- 
tric kitchen with facilities warranted 
in homes of their $8850 price range. 


George Castle First 


From the list of ex-servicemen who 
had contracted for homes in Beresford 
Village, George Castle, now a sales- 
man in the Redwood City district office 
of the Shell Oil Company, was selected 

(Continued on next page) 
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(continued) 











SAN MATEO, CALIFORNIA 





. Ex-serviceman George Castle, 
standing, and Mrs. Castle, get the full details on the complete elec- 
tric kitchen at the Hotpoint display in the Main Appliance Com- 
pany’'s store, with owner Earl Scannell, left, demonstrating the equip- 
ment, analyzing the couple's needs, helping with layout. . 





SAN MATEO, CALIFORNIA . Close attention to the 
construction of a house where a complete kitchen is to be 
installed, is a must, says Scannell. He measures to check 
space for cabinet sink, to know what plumbing and wiring 
changes must be made now. 


would the dishes break, what counter were sold on it—not in a general way 














is the last. surfaces could be had for steel cabinets, as a nice thing that “everyone ought 
\t the Main Appliance Company’s could they have the rest of the walls in to have,” or as something in an adver- 
tore on 25th Avenue, Mr. and Mrs. the blue they had planned, etc., etc. tisement described for the average 
Castle were shown the Hotpoint dis- From the appliances they were next home, but as something personal, a de- 
play kitchen where Scannell demon interested in room layouts, studying sirable feature for their own home, de- 
trated and described the features of the Hotpoint book of suggested kitchen signed for their own daily use. It had 
the 1946 model electric range, the re- plans, discussing the plans in relation taken the personal attention of a local 
gerator, the dishwasher, the all-steel to their own floor plan and their per- appliance dealer, who had a chance to 
loor and wall cabinets. The Castles sonal needs and taste in kitchen design. interpret the complete electric kitchen 
ked the usual questions—about the Under Scannell’s expert counsel, the in the light of the prospects’ personal 
peed of electri woking, how much Castles were given a thorough under- needs and tastes, to instil in them a 
ib was saved by the dishwasher, tanding of an electric kitchen. They great desire for the products. 
In NEW JERSEY 
ETER W. Kuarloyg, owner of leserving G. I. In fact, those boys 
Prec’ Housekeeping Appliances find me every day, either here at the 
at Keyport, N. J., is an ex-G. | store or at the veterans’ association. 
whose outlet was closed during part I know the pressure many of them are 
he wa d ggressive operator under so [ just selected one who was 
ind has re-opened an attractive spe lly up against it, with his wife now 
alty st ooking on two open grill elements in 
Anv ' ins home which is not quite finished. 
strictly G. | He never thinks of They have a baby in that home, too. 
“vet” in tet f brass or braid. When I was happy to tell Ed I had a kitchen 
he drew a “H Today” kitchen ‘“‘for m the way for him. 
a veteran” he therefore naturally sold 
; , No Influence Exerted 
the package t i i ror inlK 
to Edward A. W vho Sea “I did not attempt to influence his 
bee with the marines, landed at Cape specifications of appliances. He knew 
Gloucester, among other hot spot his financial position better than I did, 
Now, let Pete tell his side of this he had planned the kitchen to take 


particular sale and 


this general subject: 


express his views on 


certain appliances, and his wife knew 


3 ; KEYPORT, NEW JERSEY .. 
what she wanted. I left the selection 








Reactions to the sale of the kitchen 
were personal : 

To Mrs. Castle, the complete all. 
electric kitchen will be the gleaming 
white beauty that will make her proud 
to show her kitchen, that will make her 
kitchen duties lighter, make her cook. 
ing easier and more pleasant, give her 
more before- and after-dinner leisure 
with George and Bobby. 

To ex-GI George Castle, the new 
kitchen will spell the efficiency that all 
men want to see in the home, one of 
the many elements of a modern, com- 
fortable home that so many servicemen 
looked forward to while they were in 
the services, another step in man’s con- 
stant effort to ease the wife’s task of 
home-keeping. 

To appliance-dealer Earl 
the sale is the first step in his plan t 
sell hundreds of other new homes, G 
and non-GI, and in remodeling out 
dated kitchens. He believes that 
kitchen in any development will sell 
several more automatically, will be his 
opening wedge to other homes in tl 
group. Says Scannell: “This ‘Here To- 
day” kitchen, going into an $8850 hom 
for a GI, will do much to prove that 
all-electric kitchens are not a luxury 
for the wealthy, that they ire possible 
jor anyone who can afford to buy 
home, large or small.” 

To house-builder and salesman Les- 
ley Kelley, the complete, all-electric 
kitchen is a competitive selling feature 
that would give the builder a strong 
sales advantage in normal times. He 
figures a saving of $75 per house be- 
cause steel cabinets save cost of tile 
for drainboards, painting of wood cab 
inets. Says Kelley: “We will always 
need a local dealer to help us sell these 
complete electric kitchens. We'll ne 
him to close the sale of the kitchen bi 
demonstrating the appliances, selling- 
up the prospects, helping them in kitch- 
en layout, and by making use of th 


Scanne 


display kitchens in his store. 





. Whitney's first venture in the building field is this four- 





“There was no trouble locating a entirely in their hands and they speci 
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room bungalow which he is constructing for his own home with the assistance of one 
carpenter plus wiring and plumbing contractors. 
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KEYPORT, NEW JERSEY 





An ex-G.|. himself, Peter Kuarloyg (right), who has 


reopened Pete's Household Appliances, sells the veterans’ Hotpoint kitchen package 


fied the following: Masterpiece range, 
De Luxe Doric 7 cu. ft. refrigerator, 
40-gal. hot water heater, 54-inch sink, 
automatic dishwasher, washer, base 
overhead cabinets. I checked 
m the home for adequate wiring and 
found he had taken good care of that 
situation. As for construction de- 
tails, financial arrangements, or any 
ther questions, he will be glad to 
give you the details. 

How do I rate myself with the 
builders and architects in this area? 
Before the war I had the friendliest 
relations with them, I never lost sales 
to any agencies other than competing 
lealers. If builder wants certain 
equipment and I can’t satisfy him, but 
some other nearby dealer can fill the 
bill, that dealer naturally should get 
the order. 


and 


I know I can hold in line 
with whom I would like 
to work in this area. I don’t play with 
harpshooting shoppers who cut all 

corners and sell the public cheap, 
hy buildings which are 
forever afterwards. 


ny builder 


a headache 
I’m not worrying 
a bit about my continued relations with 
builders in the future. I'll be out 
there after the reliable builders with 
a fine product and I'll get a healthy cut 
of the total businesslike 
terms. These men, after all, are my 


business on 


friends. 

“My only complaint today is on the 
quantity of kitchens I can deliver. I 
have a builder who wants to put up 60 
homes for ex-G. I.s, finishing them 
off at the rate of one a month. This 
is a small town but there are plenty 
of G. Is in this area craving new 
homes to take up those 60 houses as 
fast as they can be built—but I can’t 
start to make deliveries. I fervently 
wish our G. I.s would get a square 


break.” 
Ed Whitney's Story 
Ed Whitney, who bought the pack- 
age, tells his side of the kitchen 
this way: 
Before the war I was: 


sale 


pipe fitter 
but after I was with the Seabees for 
awhile I decided to build new homes 
when the shooting was over. In fact, 
[ was in the Gilbert Islands when I 
Wrote my wife to buy this property. 






allocated to his store to a deserving ex-G.|., Ed Whitney. 
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Figured my money never would go 
any farther than right then. I still 
was in the South Pacific when I de- 
signed this house which is the model 
for others I intend to build on this 
property for GI’s. 

“T built this four-room bungalow, 
with 750 sq. ft. on one-floor area, to 
sell for about $6,000, without heating 
plant and, of course, without movable 
appliances, both of which thé buyer 
has to specify on the side. There is 
sufficient cellar for a heating plant. 

“T financed the the GI 
home plan, the national plan backed by 
the government. But, as I understand 
the plan, it does not cover movable 
kitchen equipment. The appliances 
coming from Pete’s store therefore are 
being financed under the New Jersey 
State plan which allows up to $1,000 
for these items on a 4 percent, two- 
year amortization loan, lending up to 
90 percent of the total purchase price. 


house on 


Kitchen cabinets, the built-in type, 
I suppose could come under the 
national plan.” 

Before Ed continues, let’s have a 


It is a shingled 
Interior has been partially 
painted but floors, except for kitchen 
which Ed laid himself, still are raw 
wood, waiting for asphalt tiling. The 
kitchen and bath, perhaps also other 
rooms, will be covered in this manner. 

remporarily, the family is dependent 
on a space heater while waiting for a 
coal burner which Ed now finds hard 
to get. The sink has been installed 
but is temporarily held in place with 
strut. They have no other 
major appliances. The town as yet 
has not reached this property with a 
water main so Ed strung a hose 250 
feet to an obliging neighbor’s home. 
With freezing weather just around the 
corner, he is plainly worried. 


look at the house. 
bungalow. 


a wot »d 


Three Months of Work 


Fd built the house with the aid of 
a single with con- 
tracts for the wiring and plumbing 
jobs. It was completed to its present 
stage within 90 days of starting the 
foundation. 

Ed continues: 

“There was no need for Pete in this 


carpenter, along 
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KEYPORT, NEW JERSEY .. . Awaiting installation of the all-electric kitchen, Mrs. Whit- 


ney cooks for family—on two open grill elements. 


this temporary sink. 


An electric dishwasher will replace 





instance to measure up the kitchen for 
appliances because I originally de- 
signed it with these appliances in 
mind. It is planned and scaled as a 
model. I knew exactly what 
equipment my wife wanted. She has 
cooked and operated in all kinds of 
kitchens, using all services, especially 
while traveling around with me during 
the first part of the war before I left 
for the South Pacific. As a result, 
she is sold to the limit on the all-elec- 
tric kitchen. It would be foolish to 
split services. 

“This kitchen is 9 by 16 feet and I 
believe it is perfect for the average 
G. I. family. I hope, when conditions 
improve, particularly in the building 
supply lines, to put up more homes 


also 


styled along these same lines. You 
will consider it just a small operation— 
but home building is going to be my 
life’s work. Meanwhile, until condi- 
tions clear, I’m marking time on a 
contract re-building a plant for a small 
paint manufacturer who was burned 
out by a bad fire. The finishing-up 
work here now slow because I 
only can do it évenings and week-ends. 
“One fine thing you could do would 
be to publicize the fact that GI’s have 
not been slapped in the face with the 
possibilities offered to them through 
‘the bill’ to their homes. 
They build cheaper than rent. 
There used to be a lot of bulky forms 
to fill out but these been 
reduced to a single sheet of paper.” 


oes 
Roc 


own own 


can 


now have 





In ILLI 





NOIS 





N an army camp near Jackson, 
Miss., married life began for War- 
ren L. Knauer and his wife, 

Bunny. He was just graduated from 
Massachusetts Institute of Technology 
when the military snapped him up, 
and that kind of education rated a lieu- 
tenancy in ordnance. 

Anyone who has visited a 
southern army camp knows what life 
is. Kids sitting on curbstones looking 
lonesomely at passing cars. 7¢ ham- 
burgers. Peepshows and punk movies. 
Wives getting quarters in any dump— 
garages—in near 
their husbands. Anyone who has ever 
been through it has sworn the Great 
Curse at the brass hats and congress- 
men who made such stupid living 
necessary. 

Warren L. Knauer, by virtue of his 
rank, able to get out of 
nights. He and Bunny had an elegant 
sunporch and bedroom, plus a hotplate 
to cook on. 

Transferred to Detroit, he arrived 
with his wife and a 21 day old baby, 
only to discover the people who had 
rented him an apartment had changed 


ever 


even order to be 


was camp 


their minds, Winter in Detroit, a 
brand new baby, and no place to go 


Dream Home 


“Bunny, when we get out of this 
army, I’m going to make it up to you 
for all you have gone through. I’m 
getting you a house with all the gad- 
gets and dreamed 
about.” 

On terminal leave Warren Knauer 
returned to Chicago and went to work 
for the Victor Adding Machine Com- 


step-savers we've 


pany. He heard of a building project 
in Des Plaines, IIl., looked over the 


plans, and signed a contract to have 
one built for $13,500, with the usual 
FHA financing. 

3ecause he reads the 
Warren heard of the plan of Edison 
General Electric Appliance Co. to 
give ex-soldiers and_ sailors first 
preference on 1,000 complete kitchens. 
Right away he wanted range, refrig- 
erator, sink and cabinets, and 
likely a dishwasher. Stepsavers, he 
explained to his mother. Just like 
the white fence about the place that 

(Continued on page 76) 
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very 
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on't wet Lhem Blame \t On 











service call might be. 


—— 





Miss Marguerite Fenner and Miss Molly Sylvester of the home service depart- 
ment of the Pacific Gas and Electric Company demonstrate what a typical home 
Miss Fenner is explaining to Miss Sylvester, who plays the 
role of the young housewife, that her baking troubles are due to the fact that she 
has been using a darkened old cake pan (which had proved successful enough in 
her oldfashioned stove) instead of the bright new one which would have pre- 
vented burning in her new oven where heat is evenly distributed. 











The darkened cookie sheet is responsible for cookies coming out darker on the 
Miss Fenner is demonstrating how the pan should be 
placed in the oven to allow full circulation of the heat, not touching at any point. 
Too large cookie sheets, darkened surfaced, and warped cake pans which tilt in 
the oven and cause the batter to be thinner in some spots than others, are to blame 
The housewife could use the range with perfect 
confidence if she received a few pointers like these. 


bottom than on the top. 


for most of the complaints. 














ve ld the Y Reports fr 
e Pacifi N iwest licate that 
85 to 1007 ent of all firms sell 
ng electr inces are going to | 
handling g iF sections 0 
the West, the yortion runs in the 
neighbor dl t 60 to 75 percent. 
How successful these newcomers to 
the electric range selling business are 
going to be will depend in large 
measure upon how satisfied their cus- 
tomers will be with the ranges after 
they are bought. Perhaps more than 
most household items the fate of the 
market for ranges depends upon the 
general attitude vf the mmunity 


toward electric That is why 
t is easier to sell an electric range 
a place Seattle, 
where practically every new 


1 1 : re 1 


uit 5 eie rical 


cookery. 
in 
like or Portland, 
home 
as a matter of 
> the 


gkiven ner cnoice 


course an average house- 
, would in nine 
es out of ten choose to cook on 
Fan dAtetvics 


wile, 
chan 


c 
' ectric range her 
an eiectri range in strictS where 


re not yet so accepted there is 


ranges are 
} 
ab 


ynsiderable more sales resistance 
encountered 

But, says the electric dealer to him- 
é é 1g" sa niece 
of equipment t ie best <Ing 
instrument or irket. Any house 

e wh s lucky enough to get one 
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Job for Home Service 


Well, you'd be surp 


girls 


a} 


lowing up the 


lilar enougn 


doesn’t 


like 


ri 
pri 


Ss 


i) ) Ou; 
- , 
Saie ot ete 
with tl 
, 
her new 


nto tl 


1e h 


The home 


tr 


an 


ie field 
ic ranges 
usewife 
1 shiny 


electric range, much as she had wanted 
it before it was bought. Particularly 
the older woman who is a prideful 
housewife, a good cook and one who 
likes to use her range for baking and 
roasting is apt to be disgruntled. 
“There is something wrong with my 
range”, the complaint comes in too 
frequently. “I am a good cook, but I 
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can’t bake a decent cake in it. 
It starts first with a call to the servic 
department to come out and chee! 
the oven because cakes and biscuits are 
always burning, while pies come out 
half cooked. The service department 
checks the thermostat and discovers it 
to be correct. They check the racks 
with a level and find that there is 1 
tilting. Then it comes to the home 
service department. 

The home service girls of the Pacifi 
Gas and Electric Co. serving norther: 
California know just what to d 
Under Miss Marguerite Fenner, direc- 
tor of home economics for the co: 
pany, they had been carrying out ¢ 
program even before the war whic! 
they called “Don’t Blame it on Your 
Range”. This they had presented 2 
every opportunity in demonstration: 
before club groups and when possibl: 
to service men and to dealers and theit 
salesmen. It is the story of how to makt 
a success of cooking in a well-insulat 
oven with even heat distribut 
after being used to a stove which {ur 
nishes the heat only from the side fire- 
box as with the wood and coal oven: 
or with an uninsulated oven as in the 
old-style gas ranges. Cooking utensil 
have a lot to do with it and so 
placement of the pans in the oven 

The story as told by Miss Fenne: 
and her staff starts with a discus 
of why the modern electric range with 
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Pacific Gas & Electric Co. home 
economists forestall customer com- 
plaints by teaching correct use 
of electric ranges and utensils 


By CLOTILDE GRUNSKY 





its evenly distributed heat and well- 
insulated different from the 
old range. If she is talking to an in- 
dividual housewife she then listens to 
the tale of trouble and asks to see her 
pans, the group of club 
women, or the dealers and their sales- 
men, the story may be put over in the 
form of little dramatization in which 
one of the staff plays the part of the 
housewife, while Miss Fenner instructs 
her what to do. 

The properties needed for such a 
demonstration include a set of dark- 
ened or warped baking pans and cookie 
Sheets such as the average household 
boasts—and to make sure these are 
available the girls are always on the 
lookout to pick them up in homes 
where they make their calls. In the 
individual home, the common pro- 
cedure is to bake a cake in the proper 
type of utensil, proving to the house- 


oven is 


3efore 
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wife that her range is not to blame 
for any unsatisfactory results she may 
have been obtaining. In the group 
demonstration a cake has been baked 
in advance in one of the old darkened 
tins and another in the new shiny 
variety. Or if time permits, the cake 
is actually baked in the correct pan to 
compare, 


Miss Fenner's Demonstration 


In a recent such demonstration Miss 
Fenner and her assistant, Miss Molly 
Sylvester, presented the story in the 
following way. Said Miss Fenner: 

“Regardless of what kind of results 
Mrs. Homemaker had with her old 
range—good, bad or indifferent—she 
just naturally expects perfection from 
her new electric range. After a check- 
up by the serviceman, the range is 
assumed to be in good mechanical 
order, and a complaint which persists 






1946 





~ 
= 








lf the instruction book 
that comes with the 
range were consulted in 
the beginning, the range 
would not be the mys- 
tery some women claim 
it to be. 


after such a checkup is a job for the 
utility home economist. 

“Oven complaints are the most pre- 
valent, most of them having to do with 
baking—while a lesser number con- 
cern roasting. The average run of 
these might be something like this: 
“My cakes burn on the bottom”; “The 
serviceman said the range and racks 
were level but still my cakes are lop- 
sided”; “My biscuits bake on the bot- 
tom but are pale on top”; “My pies 
bake all right on top but the bottom 
crust is soggy”; ““When I roast meat 
the steam pours out of the vent and 
around the oven door”; or “The ser- 
viceman checked my oven but it still 
bakes too slowly”. 

“To the experienced home 
nomist, the answer to most of these 
is quite obvious before she ever rings 
the front doorbell. Her job usually 
begins where the tested recipe left off. 


eco- 


Any range user will run the risk of uneven cooking if the 
oven is crowded, leaving insufficient air space around 
utensils. Careful placement is necessary. 





The average intelligent homemaker has 
learned to select a tested recipe, to use 
good ingredients, and to follow the 
instructions for measuring and mixing. 
However, the things many of them 
have not learned are to read the in- 
struction book which came with the 
new range and thereby know how to 
operate the oven; place plans properly 
in the oven; not to overcrowd the 
oven; use the correct size or shape 
utensil for the recipe; and last but not 
least—the type of pans which will give 
desired results in the new oven. 


Utensils for baking 

“While we cannot advocate any cer- 
tain types of utensils for satisfactory 
results, we do recognize the fact that 
different pans have different properties 
and do affect baking results. We know 
from having worked with all types of 
pans that the variance of utensil size, 
shape, condition, color and material 
are all important factors in determin- 
ing what the finished product will be. 

‘Between the two extremes of bak- 
ing in blackened pans or very bright, 
lightweight pans, there are a number 
of variations which have an important 
bearing on results. The bottom of a 
cake, for example, depends upon the 
nature of the pan in which it is baked, 
for its absorption of browning heat. 

“From testing electric ranges, we 
have learned that products baked in 
the same oven, on the same oven rack, 
at the same temperature, for the same 
length of time will be a deeper shade 
of brown when baked in glass utensils 
than in any of the other more com- 
monly used materials. Enamel uten- 
sils produce a color only slightly 
different from that produced when 
glass is used, and very dark or black- 
ened tin often causes burning on the 
bottom and sides of the product. Uten- 
sils of stainless steel seem to pr 
a darker color than either glass or 
enamel. 

(Continued on page 64) 
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One Department Store's Method of 


‘Training Appliance|S 
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iulesman more than tripled his yearly 
income. In another case a grocery 
lerk who was getting less than $100 
month developed into good appli 


nce salesman averaging $188 a month 
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iness, a show salesman fot large 
Lin store, and several college met 
etimes experienced appliance 
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to approacl 


litte ntly in the itter of sell 


FIVE POINT PLAN of hiring 


and training new men is paying 
dividends at the W. G. Stripling 
department store in Fort Worth... 
Four-minute demonstrations and 


rebuiiding policy on trade-in re- 


frigerators are other unusual fea- 


tures of this operation 





Best approach is the 4 minute presentation described in this article. 


The procedure is 
very simple inasmuch as all the sales- 

do is to ask the prospect if his 
particular appliance has the individual 
mentions. For ex 


ing replacements. 


eatures that he 
unple, when selling a new refrigerator 
prospect, he asks him if his refrigerator 

s an interior light, quick cube tray, 
Hydrator, sliding shelves, This 
puts a 
ywner’s mind as 


etc. 
valanche of improvements 
question mark in the 
the value of his old appliance. 
calls, the Stripling sales- 
to pick out and discuss 
before building up the 
their business—any- 
thing that they see quickly that appears 
to be of interest to the housewife. 
cue the presence of 


In home 
en are 


ners] 
SCHOTT al 


taught 
objects 


eal purpose 


hey use as their 
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children, sporting equipment, nice 
looking lawns and yards, or anything 
else that they can quickly see of in- 
terest to the housewife. This is fol- 
lowed by the same demonstrations they 
use in the store—projected pictures, 
even equipment carried with them. 


Six Basic Elements 


Mr. Morgan believes that there are six 
elements that should be considered by every 
sales manager in training a salesman. They 
are: 


1. Individual training of new men. 

2. Sales manager should at all times in- 
spire new men as well as oldtimers in sales 
work, 

3. At all times, the department should be 
kept on a level keel. 

4. The spirit of confidence instilled in the 
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Salesmen 


salesman will do more good than ‘anything 
else. 

5. The sales manager should stick up for 
his men in every way and at every oppor- 
tunity. 

6. The home life of every salesman is 
watched very carefully as well as the busi- 
ness relation within or without the organiza- 
tion. It has proved time and again that 
when a salesman flunked in sales such situa- 
tions can be traced directly to a condition 
causing worry within his home or arguments 
between salesmen, etc. Mr. Morgan per- 
sonally accepts as his responsibility to try 
to keep his men happy at all times and makes 
every effort to straighten out difficult situa- 
tions that might be brought about by such 
conditions. 


Training and Follow-Up 


strict in following 
through and seeing that all men call on 
each new customer the day after the 
appliance is installed, at which time 
they give another full demonstration 
to the buver. They 
this right from thy 


trouble is experienced with any cus 


The store is 


ire trained to do 
beginning and no 
tomer mis-using or misunderstanding 
the operation of their equipment after 


it is purchased. 


All salesmen rotate on the sales floor 
—each man is given two days a week 
floor time. The high man in weekly 
sales gets his choice of the davs he 
wishes during the following week, but 
no consecutive days are given. 

Daily records are carefully followed 
as a kev to close supervision of the 
salesmen. By watching the daily re- 
ports carefully, the degree of each 
man’s activities determines the reason 
for the sales success of one man to 





another. If a man’s performance 
falls poor, a review of his daily report 
is made to the man. They are great 
aids in straightening him out to more 
productive efforts. 

\ll prospects are carefully entered 
in a book kept on Mr. Morgan’s desk. 
Each man must enter his own pros- 
pects, and they are protected for 15 
days from the last date they are turned 
in the book. . The prospects obtained 
by the salesmen must be placed in the 
hook by noon of the next day. If they 
ire not carded in this manner and the 
prospect so developed should come in 
the store and be sold by another man, 
the salesman is not given credit for the 
sale, 

The sales organization obtains the 
greatest number of prospects by means 
of store traffic, calls on users and oc- 
casional cold canvassing. 


The 4-Minute Demonstration 


he major appliance department i 
located on the third flood at Stripling’s, 
next to the vard goods. 
¢ 
t 


if floor 


This depart- 


ment has a lo traffic, a lot ot 


women wandering around. 

When a customer stops to look at 
appliances, the salesman steps up and 
looks at his wrist watch. He says 
something like this to her: “Madam, 


your coming into this department 
means that some time in the near 
future you may want to spend $100 o 
more for the appliance in which you 
are interested. If this is true, would 


4-minutes to lister 


’ 


you give me just 
to our sales story?’ 


(Continued on page 58) 
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METHOD OF TRAINING 


The system used by Gene Morgan in training of new 
salesmen has many interesting points. Possibly Stripling’s 
methods best fit their own organization, but a review of 
their training methods will contribute several ideas that 
may be used in other organizations. Following is the gen- 
eral procedure this department store follows in drilling a 
new salesman: 


STEP La soon as a new man reports for work, the first thing that 
he is required to do is to spend 1 to 3 days in the sales room by himself. 
While he is there he does not talk to any prospects—but whenever 
possible—listens to the regular floor salesman in his conversation with 
customers. He talks to the floor men and, as it works out, asks innumerable 
questions during the early part of the training. The type of organization 
under Mr. Morgan's management is comprised of men who are glad to 
help the new man in any way whatsoever. This initial step in the 
training of the salesman has proved successful because it gives him the 
opportunity of acclimating himself to the appliance business if he has 
never been in it before. As soon as he becomes familiar with the product 
and the methods employed by salesmen handling floor prospects, he gets 
a general understanding of sales procedure, and in many ways it 
loosens up the new man before his real sales training begins. 


STEP 2 snstond of doing the initial training during store hours, Mr. 
Morgan takes the new man to his home after work and continues train- 
ing. At this time Mr. Morgan reviews all manufacturer's films together 
with other training materials that are available. So as not to mix him up, 
the new man is first trained on the store's principal appliance, which is 
Frigidaire. Other appliances are given to the new man only after he has 
fully absorbed practice and knowledge he has received on Frigidaire. 
He is grounded on all fundamentals of selling together with full product 
and demonstration information. 

It is appreciated by Mr. Morgan that no two salesmen have the same 
personality or perhaps the same ability. This does not, however, affect 
the sameness of the story they tell. 

No canned sales talk is used. Mr. Morgan regularly attends all factory 

meetings of appliances he handles and adapts the manufacturers’ 
stories to his own local store situation. This, he believes, is one of the 
most important jobs. By so doing, he of course familiarizes himself first 
with the story and then Gives it to the salesmen. 
STEP . the new man has received both his experience in pre- 
liminary training on the floor and in Mr. Morgan's home, he is put out in 
the field, accompanied by Mr. Morgan or one of the better salesmen. 
This close contact with the new man is mainfained for a period of a 
week, 


STEP 4 ames the man has proved himself to be reasonably sure of 
his story and what he is to do, he is put on his own. He is trained to be 
a good closer of sales. Of course if there are any tough ones on which 
help is required, Mr. Morgan will try to swing the deal for the man. 


STEP J_For his initial calls the new salesman is given the name of 
old users to call on. This seems to be the most effective way to break him 
in and train him right from the beginnifig on the importance of users 
as a source of leads for new business. 


Remodeling the third major 
appliance department has just 
begun. It lies next to yard 
goods. 
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The electric blanket—see control on table—is a godsend to small apartments 
where one open window often chills the whole place. 


HEY’RE tossing around a fig lye ll. Thus they will be pitch 
ure, these professors, that be forked right into the middle of one of 
tween 6 and 8& million wome the jokers in present da 


y marketing. 


n t int i eV g ig to \\ et t ie “wired home.” A 
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Of 18 n females who were ly uni There has been no ap- 
working during the war, a great num pre ition that the dweller in a small 
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up to the time clock tinier consumer of appliances than a 
No space exists here t ite oO ily that lives in a mansion. Yet each 
yw these damsels happened to drive tands equal in the “wired home” 
their pigs to such a bad market formula as a “family.” 
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Here's a home made touch. That shade Miss X is touching keeps the rays of a 


fluorescent fixture out of her eyes when she is washing dishes or using her mixer. 
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Bachelor 


A post-war market quite different from the usual 
family dwelling is shaping up for future salesmen 


TOM | 

















TIME SPENT IN HOMEMAKING 

Cooking: Because 
Breakfast preparation — 15 min. per day — 7 days..... 1 ¥% hr. t charm 
Dinner preparation 30 min. per day — 4 days (average) 2 “ nt dwelle 
Sunday dinner preparation.....................00.. 1% “  cateapatee 
Extra food preparation for week (Saturday and Sunday) 2 " gn a . 
— tthem to § 
NS ERA POS ere roe 71%, “ point for ap 
r small fan 

Cleaning: oung lady 
Dishwashing — 20 min. per day — 7 days.. - os oe ffered ever 
Weekly cleaning of apartment (vacuuming, etc.)... 3 sin single requeé 
Daily dusting, making beds, straightening papers, etc. — 15 min. ious. Beca 
Co Rear ery fet) Pree er 1%, “ opliance fi 
ry n to have 

RS oo inns Sevan ne emaculea win n 7 he. 5 min. ide tecast 

sidered te 
Laundry: (Personal laundry only) Since M s 
SE 2a. 5 picts Rta Yate a a yee oh eat amin aN lees —~ 2 oe . » ™ a 
. 1 al ’ zs 

IE <2 sos ache aarp eae alah Meare ne ORs & oe Re 2% i cletahen 
SS SEES NPS EE ee ee ee 4% hr one work 
nd Sunday 
Sewing and Mending — Total per week................ Pr, a She is try 
Re ood eee Sele Wawedie wikis . 19 hr. 50 min. min., al 
oman has 
Ap 

project becomes worthy of an editor’s | room 41,000 ee 
research. Ever growing is the num- 2 room 73,000 , 4 sR. 
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ing units, the ¢ hicago Real Fstate 6 coon 190,800 Recently 
Board reported the following sized 7 room . 37,000 ING publish 
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Like so many other people in the appliance industry, Miss X is crazy about pin-up 
lamps. Here she has one parked over her Hotpoint range. 
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Girls 4 


By 
TOM F., BLACKBURN 


bachelor girl is the 
charming of these small apart- 
dwellers, ELEcTRICAL MERCHAN 
sING recently undertook to study one 
em to see just what the saturation 
int for appliances these career girls 
r small families promise to offer. The 
ing lady who volunteered to help 


Because the 


ffered every detail of her life with the 
ngle request that she remain anony- 
Because she is in the electrical 
ppliance field, and has been in a posi 
to have almost every appliance het 
heart cries for, she may be con 
lered to represent saturation. 
Since Miss X holds a 54 dav a week 
yb, it 19 hours, 
3) minutes a week she spends on her 
me work must take up some evening 
1 Sunday time. 
She is trying to cram into that 19 hr. 
in., all the duties that a normal 
whole week for. 


is obvious that the 


an has a 


Appliances Save Time 





Obviously, this writer believes that 
the most eager market for automatic 
nd labor-saving appliances are the 
achelor girls and working women. 

Recently ELectricat MercHANDIS- 
Nc published a profile biography of a 
prominent woman who taught in uni- 
ersity. The one item she bluepencilled 
rom the story was the fact that she 
brought down her laundry and stuffed 

into an automatic washer in the 
me economics department and let it 
vash while she taught class. She was 
ible to do two things at once, this 
ay, but thought it undignified to re- 
al the fact. 


Saturation with Miss X 


\s pointed out, Miss X is in a posi- 
tion to accumulate all the appliances 
she wants. Two things only she is 
going to add to her setup—an apart- 
ment sized washer and a radio record 
player. She has wisely acquired only 
those she has space for, which acts as 
1 limitation on her desires. When the 
verage family or bachelor girl setup 
cquires this many, the appliance in- 
lustry will find itself facing the law of 
liminishing returns in this field. 

Miss X owns an Eureka cleaner, a 
lat iron, a 6 in. fan, a heater, a portable 
radio and an electric blanket, an elec- 
range, a roaster, a mixer. She 
has fluorescent lighting in her kitchen 
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Sell the career girl on the idea that she can market once a week 
That saving in time is a great 


with an electric refrigerator. 
convenience for her. 


Miss X finds. 














Radio is of tremendous importance to the career girl who lives 


alone. 


It entertains her on many a lonely evening. 








And lhe Small 


partment Business 








A roaster aids and abets the performance of an electric range, 
It gives a flexibility to housekeeping that justifies 


its addition. 























The sales 


argument that gets her is entertainment at low cost. 


and pin-up lamps in appropriate places. 
She keeps the refrigerator stocked with 
a week’s supply of food, purchased on 
marketing days. 

Interesting to note is the fact that 
she employs both a roaster and an elec 
tric range. This arrangement increases 
the flexibility of her food preparation 
work, she says. With both roaster and 
range, you can do several things at 
once. 


1946 


Because she has the habit of reading 
in bed, she likes a GE blanket which 
keeps her cozy. Probably because of 
low blood pressure, she firds herself 
likely to get chilly in the night. With 
the electric blanket she can have her 
windows open in the wildest weather 
and be perfectly comfortable all night 
through. 

In the photographs which ELec- 
TRICAL MERCHANDISING took to illus- 


Here is Miss X surrounded with the appliances she stores in the 
closet of her small apartment—portable radio, fan, heater, flat 
iron and vacuum cleaner. 


trate the life of a bachelor girl, Miss 
X costumed herself exactly in what 
the typical girl wears when she per- 
forms her various duties. These are 
real pictures in a real home, showing 
life as it goes on during the housework 
of a career girl this year of our 
Lord 1946. They illustrate how ap- 
pliances help a working woman do all 
she wants to do, and still have an 
abundance of time for leisure momerts. 
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The Pay-Off 
“Our city population is around 
10,000, with perhaps another 15,000 
ms living in the metropolitan 
ea Arundel County, all told, at 
yst includes 25,000 families. Until 
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Arundel Appliance first opened 
in small outlet at edge of shopping 
district, specializing in radio and 
appliance service. 


The new home of Arundel Ap- 
pliance Sales Co., which J. M. 
Axelrod, head of the firm, calls 
“The house that SERVICE built.” 


Strict attention to appliance and radio 


service built Axelrod's business 


Annapolis, Maryland from a hole-in- 
the-wall to its present volume 











Soon after opening, completed repair jobs totaled 100 per week, climbed 
to 200 per week. Shop now is being renovated. 


une here in an architectural e1 
ig capacity at the Naval Aca- 
during the war, I never had 
\nnapolis. 

\bout 15 mths, ago Arundel 
\ppliance opened in a small wooden 
building, located at the edge of the 

pping district. That outlet is only 
600 square feet in area. We spe- 
ialized solely in service. The public 
liked our work, appreciated our 
ethods 

“Today, while still retaining that 
location as a repair base, we are 


’ 


cely set here in our own new build- 
ing, a modern store with nearly 4,000 
floor 


It. 


( 


y 


i available for sales. 


We 
in this county for Westinghouse major 
appliances, home and farm. We have an 
exclusive franchise on Hoover clean- 
In this store, in addition to West- 
inghouse radios, we have RCA, Zenith, 
Stromberg-Carlson, Ansley, Motorola, 
Temple, Sentinel and Howard. 


are the exclusive representatives 


ers. 


Built On Service 


“We call this sales outlet ‘The 
House that Service built.’ I do not 
mean that the little service shop up 
the street paid off the cost of this 
building. But take a look at the heavy 
flow of store traffic here. If we had 
advertised that 


new merchandise, 
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would explain it, but up 
only have advertised service. 


all set in 


to now wi 
We're 
a fine establishment to do a 
big sales job. Well, pin the credit 
for these accomplishments—the rea- 
sons why we call this ‘The house that 


service built’—on the service opera 
tion we started in that small outlet up 
the street. 

“Does service pay? An efficient 


friendly service, with due attentio1 


the many angles involved, assured] 


oes 


pay.” 
Thumb-Nail Sketch 


Here’s a snapshot of Arundel App! 
ance’s general set-up: 

The original outlet, 15 x 40 ft. is be- 
ing renovated now, as additional work 
benches are urgently needed. 
after opening, the number of repair 
jobs completed per week exceeded 100, 
swiftly climbed to the 200 level. 

Shop foreman Carl Caldwell: 
years experience in the Navy, chief 
machinist and chief radioman, licensed 
to install police radio equipment, and 
a capable hand on ship-to-shore sets. 
Under Caldwell is a former Navy chief, 
a radio serviceman with 12 years ex- 
perience in the engineering department 
at the Naval Academy; nights, he now 
also sells in the main store. A former 
G. I., in pre-war an auto mechanic, 
handles most appliance repairs except 
shop work on refrigerators. This is 
well taken care of by a civilian em- 
ployed at the Academy as a refrigera- 
tion specialist, working for Arundel 
Appliance after regular hours. The 
repair department has first call on the 
two trucks owned by the company, and 
makes good use of them. 

The new store is 110-ft. deep, front- 


Soon 


ar 
Jd 
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Fronting on a 35-foot window, this store 
is 110 feet deep, with radio displays tak- 
ing up two-thirds of left sidewall. 








ing in a 35-ft. window which never is 
blocked so that the whole sales floor 
makes up the bulk window display. 
Floor covering is black marbleized 
asphalt tile overlaid on concrete 
poured over a radiant heating system. 
Forepart of ceiling is plaster, with 
drop ceiling in rear of Acousti-Celotex 
for better acoustical control over area 
wherein record department is located. 
The lighting is fluorescent, in con- 
fixtures, providing 20 foot- 
andle illumination, with incandescent 
swivel spots for feature highlighting of 


tinous 





By LANSDELL ANDERSON 

















displays. The low window base is 
flooded by incandescent lamps in a 
bank of closely-spaced recessed fix- 
tures. 


Sales Staff 


Axelrod, formerly a _ successful 
architect, specializes in new kitchen 
planning and kitchen modernization. 
Service manager Graham _ Russell 
spends nearly all his time on the main 
store sales floor. The young lady in 
charge of the record department is 

(Continued on page 78) 
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Another view of radio section, as Axelrod dernonstrates a set. Store has radiant heat- 
Fe ing system, is installing air conditioning. 
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The record bar in rear where a drop ceiling of Acousti-Celotex gives better acoustical 


control. Note lighting arrangement. 
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like a rootin’, tootin' buckaroo 


He looks 
does W. Pat Crow of Fort Worth 


“HAT lle of specialty selling 


gel Nat 1 Cash Reg 
Dayt produced 
I H \y eve ly took 
iT De Scudding 
t t pection 
trip. Mr. G ‘ irked to his 
‘ " vy named Phil 
Bratten, t too smart to be a 
etary ght to get into the 
les end ‘ bu ee 
What y uuld I ve?” 
} Phil Bratte 
Amy : A ly replied 
Mr. Gr 
They wv bservation end of 





a train crossing Texas. “This country 
ne just fine,” replied young 
Bratten. “H ibout it?” 
“It’s yours,” replied Mr. Grant. 
And that is how Phil Gratten got 
rted in Texa nd eventually rose 
to become sa wer for Frigid- 
ire. At least that is the story of 
W. Pat C ho eventually became 
1 + \f B ‘ kite 
If y e ¢ n Fort Worth,” 
Mr. Bratt Id ELEcTRICAI 
MERCHAND ght to look 
up Pat ( lous character.” 


W., Pat I \ Vas s ling sh es in 
Fort Worth when the appliance era 
ened. He got 1 at s boss for 

t vd 1 12 size gan on a 
b 13 i t e dav and went off to 

n PI Bratter Pat had 16 coun 
ties for Frigidaire, and operated by 


utting a stock in any hole in the wall 
uld find The 1933 depression 
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Salesmen working for W. 
Pat Crow in Fort Worth, 
find that it is 
easier to keep up com- 


Texas, 


missions when they sell 
the big three—refriger- 
ator, range and washer 


in combination 


retail outlet in 
W orth, and he has been there 
ever since In his peak year—1941- 


ld - r 


ilise hit to open a 


es iore than 2,000 refrigerators 
He started out in 1933 with a store 
that rented for $100 a month, and he 
nly had a handful of capital 


“We were lucky enough to han 


le 
ur own collections,” he said, “and 
had a stream of people coming to th 
store all the time This led to one 
person telling another There is 


thing better than to have something 
Our paper 
went through a local finance company. 

One thing he tucked awav back in 
those exclusive refrigerator days was 


to get people in your shop 


the name of each customer he sold 
Today he has files containing the 
names of 5,000 families who have 


yr have used 

He estimates 

he has sold approximately 25,000 Frig- 
1933. 


way in 


either bought from him 
his service department 


since 
Another Pat Crow 
figures he was lucky or smart, was in 


idaires 
which 
seeing that his salesmen made a living 
He had an example before him of 


ier dealer who put himself out of 


business by chiseling his own men. 
This other dealer was a great hand to 

re school kids and when they rounded 
up a bunch of prospects, to freeze 
them out. That dealer is out of busi- 
ness, and Pat Crow feels that he is still 


there because he had a proposition that 
was attractive to men. 


Paying Salesmen 


lhe Crow method of compensation is 
of paying a commission or bonus 


(Combination 

















Selling three items in a combination helps to keep a salesman's volume up, and the 
present passion for home modernizing helps this trend. 


He gives 
Until he 
learned to keep close record of sales- 
1 number of 
had to pay commissions to two men, 
sold the 


1 quota for each man. 


drawing account. 


each a 
times he 


man activities, 


both claiming to have 
machine 


same 
For salesmen he likes clean appear 
ing, older men, preferably with fam 
ilies. He judges them by personality 
that he can 
is merely a totem pole 
\ dribble of refrigerators is coming 
totally insufficient to 
1,500 orders he has on 


and figures recognize a 


an who 
through now, 
take care of the 
his books 
ment). 

At the present moment when there 
ire any trades coming in, he has the 
them on OPA 
prices, and then renting them out until 
he is on the profit side. 

The drop in refrigerator prices 
cut down the volume, and made it 


(without any down pay- 


pt icy of accepting 


“THE FABULOUS PAT CROW 
OF FORT WORTH’”’ BELIEVES 


1. The best way to pay sales- 
men is commission plus 
bonus 


on a quota, with a 


draw for each man. 


When people buy one item, 


their pores are open for 


others if properly financed. 


While OPA is still running, 
the way to handle trade-ins 


in on OPA 
and rent them out un- 


is to take them 
level, 


til you are on the profit side. 





tough for salesmen to make a living, 
Mr. Crow. “We hay 
worked to offset it in this way: Whe: 
a family is in a spending mood it 

frequenfly willing to buy more tha 
one item if properly financed. It 

actually possible to sell a three-in-one 
combination, a refrigerator, a washer 
and a range. That is what our sales 
men are now doing and we expect t 
meet a lot of success in it as peof 


comments 





are more in a mood to modernize t 
day than ever before.” 

During the war Mr. Crow kept h 
service department going all the time 
He did it by upping salaries for t! 
men to keep them from running off t 
war plants. 

“As a result,” \. G. Forster 
Jr., of the service department, “we 
have had people calling in and getting 
in touch with us that we never hear 
of before. Naturally they are on our 
records for new merchandise.” 

Most of the work done by the thre 
service men takes place in the home 
However, the boys have two or three 
ingenious devices in the shop of whic! 
they are proud. For example, a checker 


Say Ss 


switch protects them from getting 
any shocks on the leads when no 
testing. Another idea is a dead plug 


controlled by a switch, for use whet 
you have to wire a motor. 
A wooden motor block is handiet 
than a vise, the boys have found. 
Lines carried by W. Pat Crow are 


Frigidaire, Easy washers, Eureka 
vacuum cleaners, Grand gas ranges 
Zenith, RCA and Motorola radios 


Kisco fans and GF heating pads. 
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for Profit 


Rebuilding ‘Lrade-Ins 





With the push of competition, the dealer who 
makes money will sell trade-ins to do it, says Ray 
Jones of Denver, head of Parts Jobbers Association 


N Denver where you run across 
such things as “Terrible Terry’s” 
Glad Tidings mis- 
sions and Silver Dollar Tabor theaters, 
you also run 


filling stations, 
across a phenomenon 
named Ray Jones. 

Ray is the perfect answer to the 
boys who say, “Golly, don’t you wish 
you were rich?” as they slide by his 
slick looking business on the South 
The Ray Jones Washing Ma- 
chine Parts & Repair Co. stands at 
376 South Broadway, and should be 
a beacon light of faith to any guy who 
feels he is down on his luck. 

\long about 1930 Ray’s luck was so 


Side. 


had that he felt he could craw! under 
1 snake with a high hat on. He had 
en running an independent crew of 


salesmen selling washers and you just 


uldn’t dispose of them in Denver. 
hings were so tough that he got down 
$10 bill. 


Honey,” he said to his wife, “If we 


a single 


in't selling washing machines in Den- 
revenona $2 down, it’s a cinch that 
ve can repair them. The ones that get 
busted have to be fixed.” 
Bucked up by Mrs. Jones, Ray sold 
their house and opened up his little 


$10,000 worth of wringer rolls 
trade-ins are going to be rebuilt 





j 


. 


~ 
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shop on a side street. He didn’t even 
rent the entire shop, he just rented 
part of it. He put some of his. money 
into parts, and went out for business. 
His guess was right. People who 
couldn’t afford to buy a new machine 
did want the old one repaired. Today 
Ray, like the hero of one of Horatio 
Alger’s stories, not only heads the 
prosperous business with several thou- 
sand dollars worth of inventory and 
selling throughout the Rocky Moun- 
tain territory but is president of the 
Parts Jobbers Association. His is a 
dream come true, and the young fel- 
lows getting into the 
business can look on him as a beacon. 


who are just 


Photographic Memory 


His chief knack, aside from his 
business partner wife, is a canny ability 
to figure out what parts will fit. He 
can take a gander at some odd piece, 
and reach away back in his memory 
ior something else he has seen like it 
which will do the trick. 

Listen to what he says about the 
washer business. 

“Right now sales of parts are drop- 

(Continued on page 92) 


back up Ray Jones’ belief that 
In photo is Audrey Hanna, ex-Gl. 


1, 1946 





Each part is tag- 
ged. Slip bears 
catalog number, 
brand, cost price 
to dealer and 
suggested retail 
price. Mrs. Elean- 
or Jones be- 
lieves it pays. 


A row of lights 
is at the top of 
each row of bins. 
Trick is to switch 
on the light op- 
posite the bin 
you want to look 
into. In this way 
you can see per- 
fectly clear to 
the back. 


Way to display 
oil saturated 
wood bearings. 
Customer merely 
whirls cylinder 
and finds sample 
bearing that com- 
pares with one he 
has in his hand. 








SUM-UP 


There were ten good repair shops in Denver 
before the war, 102 now. 


Under OPA on a $74 washer the dealer gets 
abcut $17. On a $95 sale he gets around $30. 


Conclusion: Under present short margins there is 
no place for a salesman in conventional washing 
machine selling. Dealer must find ways and means 
to attract trade to store, rebuild trade-ins he accepts 
in order to get a profit out of that. 


Therefore, Ray Jones concludes, rebuilding will 
continue in the future. 


Some dealers will gyp customers. However, the 
customer does not blame the repair business itself 
when he gets gypped, he merely blames the dealer. 
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night trials? 


100k wind blew one 
1905 when Roy G 
the 
Denver, 


WARM Chu 
day early in 
Munroe 


‘ame down out of 


Public Se ‘ompany of 


rvice ( 


Colo., and slipped a trouser clip on 
is leg. Into the basket of his bicycle 
ie placed an electric flatiron made by 
re Pac Electi Co. It was one 
the very first seen in Denver. 
Roy had been commissioned by Clar¢ 


N. Stannard to see what the possibili 


ties we inducing Denver house 
ives to use such appliances for iron 

I a we r ten days I tried my 
rest te pe ine jwousewives on my 
t tory to give 1 trial,” he says 
This I found very difficult to do inas 
ich as they had never seen such a 
levice and were much afraid of receiv 
ng a shock or of rching their linen 
They could not imagine any worth 


while labor saving from an apparatus 


encumbered with a heavy electric 
ord.” 

Roy soon learned that he could ex- 
pect blown fuses in almost one out of 


This accident 
housewife to 


usually 


rage 
decide that 


three cases 


iused the 


she did not even care to try such a 
langerous device. In those days the 
installations were so imperfect that 


ysumers had to be cautioned not to 
place an electric iron, while connected, 
on a gas range, kitchen sink or coal 
Quite frequently the installa- 
tion would puncture, and ground the 
The would and 
frighten the Roy carried 
with him a supply of Sawyer-Mann 

1 Thompson-Houston adapters with 
which to make possible the attachment 
f the flatiron 


tove 


circuits fuses blow 


P ef 
nousewltle. 


cords in the various 
types of sockets then in common use. 
Great day in the life of Roy Munroe 


came when after a week without any 
lt punched the doorbell of the 
home at 2314 Federal Boulevard. A 
Mrs. Bynon not only permitted him to 
demonstrate his flatiron but she bought 
In those days of 16 candlepower, 
64 watt carbon lamps, 600 or 700 watts 
was considered a large power load 
“We surely overworked poor Mrs. 
testimonials on the one 
purchased,’ he remembers. 


 § 
icK ne 


$ynon tor 
which she 
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Question: If flat iron saturation was obtained quickly, why can't 
it be done with portables which also can be trundled in for over- 


lroner 


Sellin 








Portability of small ironers 
gives Denver utility an idea 
for quick market saturation 








The fact that the salesman can deliver them single- 
handed from the company truck makes the plan feasible. 


began making 


yf electric flatirons at frequent 
intervals Denver 


Che tact that at last we 


sales 


and became one of 
the first cities in the world to purchase 


flatirons in 


electric quantity is cer 
tainly due to some extent to the pro 
gressiveness of Mrs. Bynon 

In fact, she already had in her 
home the first electrically operated 


mmestic 
sAVS Mr 

tor most ingeniously attached to an 
Tall ary 


sewing machine I ever saw,” 
Munroe. “This consisted of a 


sewing machine with a home 


Here's Roy G. Munroe who remembers how 
they used to “leave” flat irons overnight 
back in 1905. 











made arrangement of belts 


1 


and pul- 
evs 

Che boys at Public Service Company 
1 Colorado remember how saturation 
was obtained on flat irons. After the 
ice was broken they went out with 
truckloads of irons. One man would 
work each side of the street. He would 
carry an iron up to each approved 
home, knock and say, “I wonder if I 
can leave this electric iron with you 
wvernight. I can’t carry it all the way 
back to the office.” 

A certain percentage of housewives 
accommodated the salesmen, who were 
sure they would attempt to play with it 
while it was in their possession. The 
next day he would return and give 
them a good demonstration on how to 
use it. Denver was ripe for electric 
irons and an enormous number was 
sold. 

All of this would be merely an in- 
teresting flashback into history if it 
were not for the fact that there is a 
chance of this whole story being re- 


peated. 
To the brass hats of the Public 
Service Co. of Colorado, the ironer 


is an ideal promotion item for a com- 
bin.tion company. 


Opportunity Knocks Again 


The portable ironer which one man 
can either carry or trundle into a home 
offers that same opportunity to leave 
in a home overnight. The same sales- 
man can follow up the next day and 
put on a little demonstration for the 
housewife. A truck can haul a supply 
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of loaner ironers down the street for 
salesmen to pick up just as a wagon 
carried the old flatirons. In 
there seems to be a good chance for 
making history repeat itself. 

This story cannot be presented as a 
jelled and orthodox plan being 
launched by the Denver utility. It can 
only be related as the tale about some 
thinking going on out there. Never- 
theless as an incentive to the men in 
the Denver customer service depart- 
ment to become expert in demonstrat- 
ing and operating portable ironers, a 
contest was held not long ago which 
offered prizes to those who did the 
best job on shirts, shorts, ladies’ aprons 
and sheets. The first prize of $25 went 
to William R. Egan and other winners 
were Stanley Hoffman, H. D. Brady 
and Leo Wadsack. 

E. M. Roland, superintendent of the 
department, reports that during the 
ironing school many customers stopped 
in to watch the men operate these 
ironers. 

A supply of portable ironers is be- 
ing accumulated and a campaign will 
be a logical thing to break as soon as 
supplies make volume operating pos- 
sible. 

As we said, this is not an announced 
campaign by the Denver utility. We 
can’t even quote the opinion of G. B. 
Buck, vice-president and general com- 
mercial manager of the Denver utility 
as your reporter didn’t get to see him. 
It’s just some thinking going on down 
there, and it shows that history can 
repeat itself. It’s interesting. 


short, 
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CORES of farmers in the Hop- 
kinsville, Ky., area have their 
Sam Koerner. They’re 
waiting for deliveries of all kinds of 
electrical appliances for their farms 


eyes on 


ind none of them are more eager for 
the equipment to start rolling in than 
Sam himself. 





\n enterprising business man who 
started operations in 1939, Mr. Koerner 
has let no grass 
during the lean 


under his feet 
months when appli- 


grow 











Smiling service is provided housewives in 
the Hopkinsville area by clerks in the Mod- 


ern Radio Service shop. Radio and record 
sales and service have helped the shop make 
expenses during many a lean month. 
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The Modern Radio Service shop has concentrated on repairs and service to farmers’ 
radios in the Hopkinsville area. This trade has proved a good entering wedge for future 
salesmanship. 


Lalking the 
Harmer’s Language 








Anticipating future business, Sam Koerner (left), enterprising appliance dealer of Hop- 
kinsville, Ky., carries on a conversation with prospective customers of his area, learning 
their needs and advising them on future purchases. 


By AMASA B. 
WINDHAM 


Sam Koerner, who operates the Modern Radio Serv- 


ice at Hopkinsville, 


Ky., 


got REA officials to 


help him bone up on how fo sell the farmer... 
Now he has laid the groundwork for future sales 


ances were unobtainable. He knows 
that equipment will be available 
eventually and he has laid a ground- 


work for selling that should be an 
example to many another appliance 
dealer. 

Mr. Koerner operates the Modern 


Radio Service at Hopkinsville, and in 
order to make expenses, has concen- 
trated on radio sales and service for 
the past year or so. 
Looks to Future 

During 
last 
what the 
time the 


a particularly lean period 
he sat down to figure out 
future might bring. Mean- 
Rural Electrification Ad- 
ministration had moved the 
Hopkinsville territory and _ potential 
customers were plentiful. Why not 
gather up data to show these new rural 
customers how best to use electricity 
and at the same time, lay the ground- 
work for hiking the sale of appliances ? 

“T spent hours—even days—talking 
with REA officials and visiting nearby 


year, 


into 


farms to observe how these farms 
were run,” Mr. Koerner recalls. 
“Pretty soon I had the answer to 


everything I needed to know, including 
just what the operation of an electri- 
fied farm would cost and just how much 
saving a farmer could effect by going 
all out in using electricity on his 
farm.” 





Then Sam Koerner began an adver- 
tising campaign aimed especially at 
the farmers’ radio business. Soon the 
Farmers 
for miles around brought their radios 
in for repair and service. 

“That was the second step in my 
plan,” Mr. Koerner “As we 
repaired their radios, instead of dis- 
missing them with a ‘thank you,’ I’d 
get them into conversation about farm- 
ing. I’d know the exact status 
of their farms, their finances and their 
future needs in the way of equipment. 
Then I'd open up.” 


campaign was paying off. 


Says. 


Soon 


The conversation then, according to 
Mr. Koerner, might run something 
like this: “Mr. Jones, you say you’ve 
got a ton of corn to be ground up. Do 
you know can do that for 45 
cents ?” 

Naturally, Mr. Jones, being a hard- 
headed business man who knows a good 
thing when he sees it, is interested. 
But this super salesman is 
through, Mr. Jones has learned some 
other startling facts. 


you 


bef re 


It costs only six cents to saw a cord of 
wood. 

It costs only five cents to pump 1,000 gal- 
lons of water. 

It costs only six cents to milk a cow for 
one month. 

It costs only three cents to churn 70 
pounds of butter. 











An attic blower fan draws the attention of 

a customer while Sam Koerner, operator of 

the Modern Radio Service shop in Hopkins- 

ville, opens up with facts and information 
about electrical living. 


It costs only three cents to cut one ton 
of silage. 

It costs only six cents to shell 30 bushels 
of corn. 

It costs only three cents to sharpen 48 
axes or eight mower blades. 

It costs only three cents to do one large 
weekly wash. 

It costs only 24 cents to run an electric 
iron for one month. 


These figures are not wild 
on the part of Mr. Koerner. 
them from his talks with REA 
officials, with TVA _ officials, with 
utility officials and he verified them by 
his own observations on nearby farms. 

He is thus prepared to state his pro- 
position and to back it up with actual 
statistics, which he 
salesmanship. 


guesses 


He got 


has converted into 


Few farmers are w 


willing to discuss it and most of thet 
Mr. 
prised and immediately interested in 
tact, 


delivet 1es 


according to Koerner, at sur- 
these benefits of electricity. In 


they are eagerly awaiting 
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H. M. Kelly 
Frigidaire, warned delegates of an early r8- 


appliance sales manager for 


turn to a buyer's market. 


league 


of the Intl. Assn. of Electrical Leagues 





(Convention 


Spot Shots at the Recent Convention 






























feeee: 




















New treasurer of the association is C. H, 
Christine, manager of the St. Louis Electrica 
Board of Trade. 

















On the second day, Harold H. Green, of 
G-E Nela Park 
opened the afternoon sessions with a talk 
entitled “Lighting Possibilities with Special 
Emphasis on the Commercial Market.” 


advertising department, 
Minnesota; 





A. McTavish, all the way from the Electric Ser- 
vice League of Toronto, gives the Canadian situa- 
tion to S. E. Strunk, secretary of Cleveland League, 
new vice-president of the association, and N. C. 


Christopherson, secretary of Milwaukee league. 
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Chairmen of three of the conferences, left to 
right: W. A. Ritt, North Central Industries, 
Mr. Christine; 
Chamberlain, Bureau of Radio and Electri- 
cal Appliances, San Diego County. 


Victor W. Hartley, 


and J. Clark 








Progress of the convention was cheered by the program 
committee. Left to right, J. A. Morrison, Philadelphia; 
R. T. King, Central Jersey League; Ralph Neumuller, Elec. 
& Gas Assn. of N. Y.; and W. G. Hills, Electric Institute, 
Washington, D. C., and new association president. 


NOVEMBER 





association 
and managing director of the Pacific Coast 
Electric Assn., Inc., chats with R. B. Hubbard, 
one of the conference chairmen and mana- 
ger of the Rocky Mountain League. 


president 















J. R. Guidroz, secretary of the Electricd 
Assn. of New Orleans, gets the northen 


4-WA' 


picture from A. H. Kessler, a veteran mem taper-r 
ber of the association and service manage 
of North Central Industries, Minn. noses h 


It’s 
larger, 
any of 


But 
some | 
change 


around 


There’ 
NOW 


consin. 
rado, | 


New members included W. J. Quinn, managing West | 
director of the Southern Calif. Radio and Appi 
ance Assn.; Arthur J. Reynolds, Intermountait Home 


Electrical Assn., Salt Lake City; and J. J. Dor 
Nebraska-lowa Electrical Council. 


THE 
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ny Saas 
4-WAY FULL-VUE SOLEPLATE means easier ironing! The material on the back stroke—lets the iron glide effortlessly | 


taper-rounded back of the General Mills Tru-Heat Iron in any direction — gives ironers an unobstructed view of 
noses handily into hard-to-get-at places...doesn’t bunch up their work, back and front! 


Covers more ironing at every stroke! 


It’s big! The ironing surface of the General Mills Tru-Heat Iron is 15.7% 
larger, 28% longer, than the average of five other leading irons—larger than 

















any of them. Every stroke does more ironing . . . and does it easier! 


But there’s more to the story. There’s the Safety Side Rest that ends tire- 
some lifting... . there’s Tru-Heat Control, that reacts faster to temperature 
changes than ordinary types of iron heat regulators... there’s the new all- 
around Button Bevel that irons under buttons with any part of the iron edge. 
There’s feature after feature to make ironing—and selling—easier and faster. 


NOW BEING DISTRIBUTED IN: Minnesota, Nebraska, the Dakotas, Wis- 
consin, Iowa, Michigan, Indiana, Montana, Wyoming, Utah, Colo- 
rado, New Mexico, and parts of Idaho, Illinois, Kentucky, Ohio and < 
im West Virginia. Other states to follow soon! General Mills, Inc., : 


pli 
‘if! Home Appliance Dept., Minneapolis 13, Minn. 


THE IRON SPONSORED BY Bett, Chocken 
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') Betty Crocker is a trade name 
of General Mills, Inc 
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WASHER 


@ Agitator Washing Action ! 


@ ‘Scum-Free™’ Rinser ! 


@ Wash, Rinse, Damp-Dry in 
Less Than 10 Minutes ! 


has a complete line of washers and 
ironers, in sizes and styles to meet 
@ Washes Everything CLEAN ! 


every dealer $s merchandising need 


“a Write for details 
@ Saves Hot Water and Soap ! 


@ No Permanent Installation Required ! 
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@ Sell this natorally-matched set 


Se 


for maximum profit. When you convert washer 


or ironer prospects to washer AND ironer cus- 


tomers, the unit sale doubles while you scissor i 2 oO we 2 ind 


your selling costs in half...and you well know @ Continuous Rotary Action ! 
; @ Stationary Pressing Action ! 
that selling this ABC way boosts your net profits. 
: @ To-and-fro Finishing Action ! 
@ Effort-free Foot Control ! 
@ Roll Stops on the Dot ! 


@ Two Open, Usable Ends ! 


ALTORFER BROS. COMPANY «+ PEORIA, ILLINOIS 


America Leading Washers and Dnraners 
NATIONAL DISTRIBUTORS FOR CANADA: 


NORTHERN ELECTRIC COMPANY, Ltd. 
HEAD OFFICE: MONTREAL, QUEBEC 








and ONLY Viceulalor 
is equipped with the 





UECH 


COFFEE FILTER 


Women love this sparkling china filter 
that locks in place and can't fall out; 
that's virtually unbreakable, and makes 
better, clearer coffee. The DUTCH Cloth- 
less Filter is just one of many VACULATOR 
innovations that spell P-R-O-F-l-T-S for 
you: gorgeous styling; PYREX brand 
glass; MAGIC-SEAL bushing. You find 
them all ONLY in VACULATOR, the cof- 
fee maker that hits a high spot in traffic 


appliance sales and profits. 
VACULATOR «+ CHICAGO 6 


FREE! Beautiful DUTCH 

Filter Counter Display- 

Dispenser. Set it up 

near the cash register 

and watch the DUTCH 

Filter ring up new 

profits. The DUTCH 

Filter fits all standard glass coffee makers 


— replaces old style filters. Retails 50c. 
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Training 
Appliance Salesmen 


wees CONTINUED FROM PAGE 45 commen 


The prospect agrees to four minutes 
time, and the salesman starts off with 
some high points. He cannot possibly 
tell his complete story, but he gives 
her enough to draw out and at the end 
of 4-minutes time he tells her the time 
is up. 

The point is, he is just whetting her 
appetite for more information and 
nearly always the prospect asks him to 
go on. If the person is not a true 
prospect this 4-minutes trial eliminates 
her without wasting any more of the 
salesman’s time. 

A neat feature of the Stripling sales 
effort is to have contrast forms laying 
around plainly on top of the desk so 
that the customer becomes conscious 
of them, and the salesman never has 
to hestitate to point when the contract 
forms are needed. Some salesmen be- 
come nervous and somewhat embar- 
rassed when it is time to talk about the 
contract, particularly when they have to 
bring it out from the drawer of the 
desk and put it before the prospect 
for the first time. As a matter of fact, 
the contract forms are often used as 
scratch paper by the salesmen for 
figuring out economy in the form of 
savings, difference in the cost of oper- 
ation, etc. This constant use of the 
form during the interview has worked 
definitely to Stripling’s advantage. 
The prospect is visually familiar with 
it before it becomes necessary to use it. 





Stripling to Service 


Appreciating the fact that 49.8 per- 
cent of refrigerator sales today are 
replacements, (76 percent on deluxe 
models) Stripling’s is going overboard 
in the construction of a service depart- 
ment for taking care of and rebuilding 
trade-ins. The store appreciates that 
in selling their own trade-ins they are 
providing merchandise with a wider 
price appeal, something that can attract 
more customers and eventually bring 
in more prospects. Trades enable the 
store to sell the public as good recon- 

(Continued on page 60) 











Light over service man Virgil Almand 
slides backward and forward. Desk has a 
cut out like a telegrapher's. 
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FOR FUTURE PROFITS 








Recordio { 


VAG, RES. CS. PAT. 
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WILCGOX-GAY CORPORATION * CHARLOTTE, MICHIGAN 


%* Radio manufacturing knows no finer name than Wilcox-Gay, 
pioneers of RECORDIO ... the world’s finest home recording 

. Strikingly illustrated by the handsome Californian 
Console, above. Housed in this exquisitely beautiful cabinet is 

a superb recorder-radio-phonograph whose amazing fidelity 

of reproduction is matched only by its full-range tone. In RECORDIO 
your quality-conscious customers will find hour upon hour of 

sheer musical enjoyment. 


instrument. . 


For exceptionally profitable returns on your investment, build your 
radio department sales around the prestige line . .. RECORDIO 

...the world’s finest home recording instrument, plus RECORDIO 
DISCS and RECORDIOPOINT NEEDLES. 








Training 
Appliance 


ee CONTINUED 


Salesmen 


FROM PAGE 


58 me 
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Y designed by demand.. 
... Whe Nuon loUulles 


Consumers designed Freez-All by their replies to 


nation-wide surveys. Freez-All features are the first 


ind only complete, pracacal response to consumer 
requirements for the perfect food freezer 

Only Freez-All, years ahead in engineering refine- 
ments, has food storage drawers that open at the 
touch of a finger! 

Freez-All provides a three-surface sharp freeze com- 
yartment; 5” insulation on sides and 6” on bottom; 
Scomesleniiy sealed condensing unit; “Coat-O’- 
Cold” refrigeration plate; electrically welded cabi- 





— 





net; modern, streamlined design. The perfection of 
Freez-All performance and appearance assures quick 
sales and long-time satisfaction. 
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MODEL 60 ft. of wseble food ~~ 
6 cv. ft. chest type storage space. Freez- a 
home food freezer. All, first in practical ia 
Ideol for the smaller features, is also the e 
family. Backed by the leader in ultra-modern ‘es 
quality and depend- design of breath-tak- * 
\ gum ability of the Freez-All ing. beauty. 
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Reconditioning Pays 


FOOLED PROPER: When Shirley Gutt 
Sweetbriar College senior, won two hats 
the CBS Vox Pop show, she had no 
to suspect that the hatbox Parks Johnson a 
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More than 





6,000,000 
HOOVERS 














have been sold 
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Hoover heads the field in the number of electric 
cleaners sold. And every Hoover Cleaner has been 


sold by a Hoover dealer. 


Hoover dealers profit by this Hoover sales policy. 
They profit, too, by the fact that every Hoover owner 
is a Hoover booster; that Hoover is preferred 2 to 1 
over any other electric cleaner; that Hoover has the 
old, honest name folks know is the best; that Hoover’s 
advertising and sales assistance give a big edge 
over competition. 


Small wonder, then, why the Hoover franchise is 


so highly prized in the home appliance business. 


THE HOOVER COMPANY 


North Canton, Ohio 
Canada: Hamilton, Ontario 
England: Perivale, Greenford, Middlesex 








Consumers designed Freez-All by their replies to 
nation-wide surveys. Freez-All features are the first 
and only complete, praceical response to consumer 
requirements for the perfect food freezer. 

Only Freez-All, years ahead in engineering refine- 
ments, has food storage drawers that open at the 
touch of a finger! 

Freez-All provides a three-surface freeze com- 
t; 5” insulation on sides and bottom; 






REFRIGERATION DIVISION 


DEPT. F-211 
PORTABLE ELEVATOR MFG. CO. 
Bloomington, Illinois 
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And Pelco cools ‘em fast! That's why Take the firt step to faster turnover and 
this sturdy, handsome beverage cooler large profits Now! 

is a modern treasure chest of good busi- tion and descriptive 

ness for you Pelco beverage coolers. 


SANITARY—DRY TYPE—ELECTRIC 
Product of REFRIGERATION DIVISION portapte evevator merc. 


PAGE 60 


esiqned by demand.. 
... 1 Me Nations Families 












































Write for informa- 








1 | Training 


Appliance Salesmen 


omen CONTINUED FROM PAGE 58 emmy 


ditioned and used refrigerators as pos- 
sibly can be had. Rebuilding these 
jobs will provide service work for the 
department and incidentally — make 
sole honey, 

These used refrigerators are tagyved 
with a list of their best features. 

The tag points out that the used box 
has been cleaned inside and out, the 
interior refinished, and new door 
gaskets installed, the belts adjusted, the 
refrigeration system balanced, the 
machine given the proper refrigerant 
charge, the temperature control ad- 
justed, the machine oiled completely, 
and finally the box has been given a 
running test to determine whether it is 
operating satisfactorily. Advertising 
bunches of trade-ins on a low term 
basis will bring traffic to the major 
appliance department that it never had 


befe re, 
Reconditioning Pays 


The cost of reconditioning pays for 
itself because of the improved appear- 
ance. The store gets higher prices for 
the old refrigerators sold. The store 
controls the service, and it is felt that 
customers will get their money’s worth. 
The main idea behind the decision, of 
course, is the fact that by selling used 
as well as new refrigerators and appli- 
ances, Stripling’s will reach a much 
wider market. 

Mr. Morgan has complete charge of 
the repair department as well as major 
appliances. Some 7 men are to work 
in the service, and careful records are 
being kept on each of them. The per- 
formance of service men can be judged 





by the sale of parts, he says. 

“Fort Worth has about 151 dealers 
who expect to go in the appliance busi- 
ness,” said Mr. Morgan. “There were 
about 8 before the war. It is obvious 
that the firm has to hustle to get its 
share of the coming business, and 
Stribling’s proposes to lead. 





FOOLED PROPER: When Shirley Gutter, 
Sweetbriar College senior, won two hats on 
the CBS Vox Pop show, she had no reason 
to suspect that the hatbox Parks Johnson and 
Warren Hull handed her was any more than 
just that. It turned out to be a Lewyt por- 
table electric record player known as—uh 
huh, the Hat Box. 
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Hoover heads the field in the number of electric 
cleaners sold. And every Hoover Cleaner has been 
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Hoover dealers profit by this Hoover sales policy. 
They profit, too, by the fact that every Hoover owner 
is a Hoover booster; that Hoover is preferred 2 to | 
over any other electric cleaner; that Hoover has the 
old, honest name folks know is the best; that Hoover's 
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over competition. 





Small wonder, then, why the Hoover franchise is 


so highly prized in the home appliance business. 


THE HOOVER COMPANY 


North Canton, Ohio 
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England: Perivale, Greenford, Middlesex 
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| STEAM-O-MATIC., 






.and this is just the start! 


We can promise you that Steam-O-Matic 1947 national advertising will be 
the biggest, most powerful in the history of the steam iron industry. "NUF 
SED! Steam-O-Matic IS the leader—Steam-O-Matic has ALWAYS been the 
leader—Steam-O-Matic will CONTINUE to be the leader in ADVANCED 
DESIGN, MANUFACTURING OUTPUT, DISTRIBUTION, SALES VOL- 
UME, ADVERTISING. More Steam-O-Matics are being sold RIGHT NOW 
than all other steam irons combined—and you will get more...and more... 


to sell—as fast as humanly possible! 


WAVERLY PRODUCTS, INC. 


(FORMERLY WAVERLY TOOL CO.) 


Executive Offices: . . . Bridgeport, Conn. 


MILTON P. SCHREYER, President 
Factories: Sandusky, Ohio; Bridgeport, Conn. 


EDWARD P. SCHREYER, Treasurer 


Cee ne ee nnn eee 


SALES REPRESENTATIVES: 


OWEN WEBB MARTIN CARLSTEIN & ASSOCIATES L. S. GERSHON F. P. McMORROW 
110 Summer St., Boston, Mass. 1150 Broadway, New York City 504 Kansas City Mdse. Mart, 22nd & Grand, 459-B Hippodrome Annex, 
ssiiiiain ns ieietaliiaaiie WALTER C. NYE Kansas City, Mo. Cleveland, Ohio 
: 9? Merchendi < . Mine: LEO UNGAR 
46 S. W. First St., Miami 32, Florida 1492 Merchandise Mart, Chicago 54, Illinois pay a FRED C. WOOD 
ED. T. LOCKE j o. 11th St., St. Louis, Missouri 


TODD BROTHERS 520 Hazel Bldg., 9th & Main Streets NYPENNO SALES COMPANY San Francisco 3, Calif. 
Merchandise Mart, Dallas, Texas Cincinnati 2, Ohio 508 Chestnut St., Pittsburgh, Pa. 
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Western Merchandise Mart. 
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PRESSING BILLS! 
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NO MORE SPRINKLING OR ROLLING 







DRY CLOTHES JUST OFF THE LINE. 














experience 


Dial automatically 
balances amount of 
heatand steam 
needed for each fab- 
ric. Exclusive with 
Steam-O- Matic 


electric iron 


profess 
ironing 


YOU STEAM PRESS ON THE RIGHT SIDE | WITH THIS LARGER IRONING SURFACE, 


UKE THE TAILOR DOES. NO PRESS ' YOU FAIRLY BREEZE OVER A GARMENT 
CLOTH. NO SHINE MARKS. GOOD-BYE ... WEIGHS ONLY 4‘ POUNDS — NO 


MORE THAN AN ORDINARY IRON. 


| GIVES HOME SEWING THAT PROFES- 
WET THINGS IN TOWELS. YOU CAN RON | SIONAL LOOK — AND YOU CAN BLOCK 
| KNITTED THINGS LIKE AN EXPERT. 


Just see these SIX amazing ways 
over 500,000 happy women are ironing 
oo CaSICL, Faster, beffer 


with STEAM-OMATIC... 
Americas great Steam Iron! 





Steam Vents in T 

; . direct steam exactl 

. where it's needed 
: as proved by scien 
tific tests, actual use 
and our years of successful steam 
iron designing and manufacturing 


~e\ 
ay) 


NS 


Takes out all “guesswork Dial 
indicator regulates heat and steam 
at a flick of the finger. Most accu 
rate heat control ever devised for an 


Location of cap 
permits easy 
refilling with 


water. Holds 
enough water 


for nearly *¢ hour of 


ynal -like steam 










1S EXACTLY RIGHT FOR ANY FABRIC. 
CAN'T STICK, SCORCH OR MELT. 






\ 
JUST SET DIAL RIGHT AND THE HEAT 






\ \ 


WITHOUT WATER, YOU CAN USE IT AS 
A DRY IRON. IT’S ACTUALLY TWO 
WONDERFUL IRONS IN ONE. 










FIRST and FINEST... 


Remember-—It's STEAM-O-MATIC that first made 


fully automatic steam ironing at home possible 


What an ironing burden is lifted from your shoulders when steam does 
the work! There’s none of the old-time “drag”, no exhausting pressure 
—Steam-O-Matic literally rolls on steam. More Steam-O-Matics are 
being sold than all other steam irons combined. Production is big and 
increasing daily in an effort to meet the demand from women who know 
the prewar-proved record of this great steam iron. It’s Steam-O- Matic 
that you've heard praised everywhere . . . waited for as a major labor- 
saving appliance. Remember the name, Steam-O-Matic Steam Iron. If 
your dealer cannot yet supply you, please be patient. It will pay you to wait 
a little longer for Steam-O-Matic—the iron that revolutionizes ironing. 


AMERICA’S ORIGINAL 
ote FULLY AUTOMATIC 
Made by WAVERLY PRODUCTS, INC. 


Executive offices: Bridgeport Conn. Factories: Sandusky, Ohio; Bridgeport, Conn. 


* Reg. U. S. Pat. Off 

































Look over these 


Sales Poin 





Every one sells KitchenAid for you 


1. Exclusive Planetary Action— 


Beater travels around rigidly 
ocked bow! while rotating in op- 


posite direction. Uniform, positive 


2. Full 


ooster 3 eT ne 


Power—No “power- 
led—not even 
for heavy-duty attachments such 


aS ice cream freezers 
3. 10 Speeds—Fingertip Control. 


4. Heavier Housings —Sturdier 
Motors, designed ; 


and guaranteed 
»y Hobart. 


5. A Model for Every Need— 
an Attachment for Every Use. 
Iwo models to cover the field 


-full attachment line to builc 


volume — plus KitchenAid Elec 


tric Coffee Mills for fresh, home- 


coffee. 
7 * * 


KitchenAid is 
vyual inteed by 


TOU nd 


ndustry’s biggest name— adver 
tised nationally — with full profit 
margins for a full line. Keep ir 


touch with your distributor 


KitchenAid 


the Hobart Manufacturing Co., KitchenAid Division 
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PRODUCT 


on the way! It’s 


the food machine 


Troy, Ohio 


which 


| aimost exactly the 
| browner 
| . 

| cake that is 





Don’t Blame It on the Range 





“Very bright tin or aluminum on the 
other hand, produce a much lighter 
browning, while used dull aluminum 
has a greater heat absorbing 
quality and also the faculty for spread- 
ing the heat evenly, gives the color 
desired by most homemakers. Very 
lightweight tin pans, because they do 
not have the faculty of distributing the 
heat evenly, may produce a mottled 
appearance on a cake bottom; and 
partially discolored pans will produce 

same pattern of 
the bottom of the 
in the bottom of 


spots on 
found 


| the pan. 





“A warped pan will produce a layer 
of cake with a thin side and a thick 
The thin side will over-bake or 
burn, resulting in uneven, unsatisfac- 
tory browning and contour. 

“Therefore, when following stand- 


side. 


ard recommended temperatures for 
baking, the most uniform, desired 
results seem to be produced with 
aluminum utensils. This applies to 


cakes, cookies, biscuits, rolls, breads, 
muffins, etc..—in fact about the orly 
two exceptions that come to mind are 
pie and popovers. 


“Glass has been found to | 


pe excel- 


| lent for pie because its greater heat 
| absorbing quality causes it to bake the 


lower crust quickly, thereby preventing 
a soggy undercrust. Dark enamel and 
darkened tin also produce satisfactory 


| results. 


Size of Pan 


‘The size and shape of utensils will 
also cause a variation in results. The 
tops of biscuits or cookies will not 


| brown as readily in a deep, high-sided 


pan as on a flat sheet or the bottom 
of the inverted deep pan. Mrs. 
Brown’s cake recipe, which bakes per- 
pectly in an 8 x 8 x 2” pan, will bake 
faster at the same temperature in Mrs. 
Jones’ 10 x 12 x 3” dripping pan, and 
probably be too light on top because 
it is spread thin in a large, high-sided 


CONTINUED FROM PAGE 43 
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pan. A few biscuits or cookies baked 
at a given temperature on a 10 x 14” 
sheet may be too brown on the bot- 
toms; double the quantity and _ they 
will absorb heat from the large pan 
more normally. 

“Therefore, fitting the size and 
shape of cake pan to the recipe is 
important. The capacity of the pan 
is right when the baked cake just fills 
the pan, but does not bulge at the 
rim. If batter for a cake 8 inches 
square and 14 inches thick is baked in 
a larger pan, a thinner cake will re- 
sult ; baking time must be reduced, and 
temperature should be increased to 
conform to layer cake directions, 
Likewise, if, for example, jelly roll 
batter is baked in a small, deep pan 
instead of the customary large shallow 
pan, temperature should be 
and time increased to correspond to 
loaf cake directions. Lack of under- 
standing of this elementary principle 
of cake baking is often the cause of 
complaints that good results were not 
obtained by following standard tim 
and temperature charts. 

“Cookie sheets which are too larg: 
will interfere with the proper circula- 
tion of heat in the oven. Size is right 
when there is a space of two inches 
all around the sheet when placed on 
the oven rack. Many homemakers 
want to bake two sheets of cookies at 
the same time. This can be done it 
the sheets are switched from one rack 
to the other half way through the bak 
ing period. Otherwise, cookies on the 
lower rack will bake properly on th 
bottom but will not brown on top, 
while those on the upper rack will 
brown on the top but will be under 
lone on the bottom, 

‘Placement in oven is also important 
for perfect baking results. When bak- 
ing a single loaf cake, arrange th 
rack so that the center of the cake is 
as near the center of the oven as pos 
sible. When baking two layers 
66) 
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World’s Most Compact Radio-Phonograph 


Audibel Rated for Proved Performance. 
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iz Lt Nie longed for/ 


@ This handful of help chases kitchen chores. Beats 
everything for saving you work... at the range, 
at a table, anywhere! 


Lift the Hamilton Beach Food Mixer’s beater unit 
and it's off the stand in a flash. Nothing to release 
or detach. You regulate speed with your thumb. 

Here's one-hand portability that pays . keeps hot 
foods hot, cold ones cold, trims dishwashing time, 
too, because you use fewer utensils, 


One-hand portability is an exclusive fea- 
ture of the new Hamilton Beach Food Mix- 
ers we're turning out day after day Fora 
real lift in the near future, check 
with your dealer or department 
store, today. Hamilton Beach 
Company, Division of Seo ill 
Manufacturing Co., Racine 
Wisconsin 


FINGER-TIP BOWL CONTROL 

SHIFTS BOWL WHILE BEATERS ARE TURNING 
Mixes ingredients ot edge of bow! os thoroughly e+ thove 
in the canter, Only the Momilten Beach Food Mixer hes wt 


FREE-FLOWING STRAINER gives you frurt jwices without 


seeds ond coarse pulp. Stewless 


HAMILTON BEACH 


samiory 


easy to clean 


Food Mixer 
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easy pickin’s 
for our 
dealers, 


foo! 


We're glad to say Hamilton Beach 
Food Mixer production is looking up. 
But we won't be satisfied until you get 
enough mixers to give you a whop- 
ping sales lift. 


You will, you know! For if your 
experience is the same as that of some 
dealers we've talked with, you know 
that many women are set to wait for 
a Hamilton Beach Food Mixer—no 
matter what. 


Holding old prospects for you— 
and making new ones—is the two-fold 
purpose of the ad on your left. It’s 
running now in national magazines. 
It’s part of a consistent campaign to 
make your Hamilton Beach dealership 
pay off better than ever. 


NOVEMBER lI, 





| on the upper rack. 


Don’t Blame It 
on the Range 
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cake on one rack, arrange the rack 
just below center of the oven and 
place pans in either corner, being care- 
ful that they do not touch each other 
or the oven walls. When baking layers 
on both oven racks (two 9” layers 
which are too large for one rack, three 
or four 8” layers) arrange the first 
rack approximately one-third of th 
way up from the bottom of the oven 
and the top rack approximately one- 
third of the way down from the top of 
the oven. Then “stagger” the layers 
diagonally on each shelf, arranging 
them in such a way that as small a 
portion as possible of the cakes on 
the lower rack will be covered by those 
This permits good 
heat distribution and results in even 
browning. Too much browning, or 
even burning, will occur in an area 
where the utensil touches the oven 
wall. 


Summary 


“Women who have just replaced an 
old non-automatic range having an 
uninsulated oven, with a new electric 
range with a well insulated, heat con- 
trolled oven, are the ones from whom 
most complaints are received. Women 
who were using that type of range 
were accustomed to baking cakes too 
quickly for most uniform results. They 
often complain that baking is too slow 
(comparatively speaking) in their new 
automatic ovens. Also, their old 
darkened pans produced fairly satis- 
factory results in the old ovens due to 
the heat loss through the uninsulated 
walls. 

“In the new insulated, heat-con- 
trolled electric ovens we have what we 
term “balanced heat”. In other words, 
when a modern oven is heated to a 
given temperature, a check would tell 
us that we had that temperature in all 
parts of the oven—bottom, top, back 
or front. Therefore, when utensils 
having higher heat absorbing qualities 
are used, it upsets this balance—con- 
centrating more heat where we already 
had the right amount. Also, the heat 
in the modern oven is baffled or dis- 
tributed so that we have constant cir- 


| culation of heated air in the oven. 





Uneven browning er even burning 
occurs when the oven is overcrowded, 
pans touch each other or the oven 
walls, or sheets too large for the oven 
are used, any of which would interfere 
with this proper circulation.” 


Dealers Take Note 


The dealer who sells an electric 
range would do well to make sure that 
the housewife understands these prin- 
ciples before she starts to use her new 
equipment. The public utility hom« 
economist who follows up the sale will 
do her best to correct any mistakes 
the housewife is making, but if the 
dealer tells the story correctly in the 
first place, there need not be any diffi 
culties to correct. This will mean 
satisfied customers from the minute 
the range is delivered in the home— 
and satisfied customers are what suc- 
cess is built upon. 
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Yes, and don't forget, there's a new Maytag Home Freezer T_too. ..and, of course, 


—"| 
the Maytag Ironer. =i So, if you're not now a Maytag Dealer, it's possible a 





franchise may be available in your own locality. Write the Maytag Co., Newton, Iowa. 
or the Maytag Co., Ltd., Winnipeg, Canada 
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, 
THE GILL ELECTRIC STOVE IS 





.- DOES A BIG JOB 
IN A SMALL SPACE 


A LL the efficiency of a full-sized electric range 
in this attractive Gill Electric Stove . . . handsome enough 
to grace any buffet. Light, (11 Ibs.) it fits perfectly in 
tiny apartments, trailers and breakfast nooks. It travels 
perfectly to weekend cabins, is convenient on a porch, 
in an office. Its stainless steel top, aluminum body, large 
heating elements and two speed heat make it a quality 


appliance. Write for details and discount information. 


GILL 
GRIDDLE 





A heavy duty, cast-aluminum griddle that 
will last a lifetime. It distributes heat perfectly for frying evenly. 
Detachable handle permits use in broiler. Sold separately or in 
combination with the Gill Electric Stove. 


GILL 
UTILITY TABLE 


Perfect for the Gill Electric Stove, 


or wonderfully useful anywhere that 
more work surface is needed. Rust- 
proof stainless steel top and alu 
minum legs. Easily adjustable to 


three convenient heights. Portable, 
approx. 16 lbs. Top 20 in. by 36 in. 


ELECTRIC STOVE 


GILL ELECTRIC MFG. CORP. 
REDLANDS, CALIFORNIA 


“Quality electrical products since 1920” 
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“If it's a hot day, the family drinks a lot of water.” 


Bull Session 


Most fraternity house bull sessions 
start out with women and end up 
* on the same topic, but sometimes the 
boys give out with some valuable ideas. 


OST fraternity house bull ses- 
A sions conform to a well estab- 
lished pattern. They start out with 
women for a topic, run through a dis- 
cussion of religion or politics and wind 
up on women again. 

The pattern rarely varies, but once 
in a while it does. And that’s why this 
old grad feels compelled to record a 
mid-summer bull session on the steps 
of a big fraternity house at the Uni- 
versity of Georgia, 

“You write for a magazine which 
concerns itself with electrical ap- 
pliances, don’t you?” asked a tall 
sophomore, his eyes following two 
comely co-eds down the street. 

The old grad admitted he did. 

“Well, why don’t you pass the word 
to some of these manufacturers about 
some stuff that needs to be put on the 
market?” the sophomore asked. 
“For example?” 


Refrigerator Spigot 


“Well, for example, a spigot on 
electric refrigerators. What I mean is 
—a housewife has to keep a bottle of 
water filled up all the time. If it’s a 
hot day, the family drinks a lot of 
water. This means she has to fill that 
bottle ten or twelve times a day,” he 
explained. 

“So?” queried the old grad. 

“So—if the refrigerator had a tap 
on it, she wouldn’t have to keep 
trudging back and forth to the water 
faucet. Ice water on tap all the time— 
the spigot could be connected to the 
refrigerator easily, seems to me. They 
do it on soda fountains—why not re- 
frigerators ?” 

The old grad nodded thoughtfully. 
Why not? 

“Another thing,” said the fraternity 
president, a senior, sitting on the bot- 
tom step. “Why don’t they do some- 
thing about carving ?” 


“Do something about carving?” 
the old grad repeated, puzzled. 

“Yeah—as it is now a person has to 
be an expert to carve a chicken or a 
turkey. Look at me—if I tried it, the 
damn thing probably would land in 
somebody’s lap!” 

The old grad waited for him to con- 
tinue. 

“So why shouldn’t somebody invent 
or manufacture an electric carving 
knife? All you’d have to do would be 
to stick the fork in, press a button on 
the knife handle and presto !—the knife 
blade goes back and forth, cutting the 
meat smartly and smoothy and elim 
inating the danger of throwing your 
turkey into Aunt Emma’s lap. See 
what I mean?” 

The old grad “Saw”. Hm-m-m-m- 
an electric carving knife. Well—why 
not? 

“T like ice cream,” declared a fresh- 
man, “around here, we eat a lot of it. 
In fact, nearly everybody eats ice 
cream. Right?” 

“Right,” said the sophomore, the old 
grad and the fraternity president, in 
unison. 

“All right,” said the freshman. “We 
like ice cream—the great American 

(Continued on page 72) 








“What I'd like to see is a gadget that 
would keep stirring your ice cream mix- 
ture.” 
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Point for point, dollar for dollar—we're firmly con- 
vinced that the new, improved G-E Vacuum Cleaners 
offer the housewife more for her money than any other 


cleaner on the market today. 

That’s why our advertising carries a special challenge 
to women. We’re inviting them to look at other makes 
first. before they buy a G-E. We're urging them to com- 
pare all the leading cleaners before they decide on any 
one machine. 


GE'S NEW “CHALLENGE” ADVERTISING 


and how it is sending more customers to you! 


This new action-impelling campaign reaches 14 million 
readers a month in the pages of Life and McCall's. 


So get ready now for the customers G.E. is “challeng- 
ing” into your store to try, compare, and buy the new 
G-E Cleaners. Make sure that you and your salesmen 


can give a point-by-point, dollar-by-dollar comparison! 


ind remember—53 out of every 100 women prefer G-E 


Appliances! 








To every woman 
about to buy a vacuum cleaner... 


Yousadl Peqpodal fer" GE « 
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G-E— and only G-E— gives you all these de luxe extros 
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One of a series of full-page ads appearing in 
Life and McCall’s every month. Part of the 
greatest publication and radio campaign ever 


put behind G-E Cleaners! 








Tell the Lady! Lightest weight of any top-ranking 
cleaner. Exclusive toe-tip nozzle adjustor. 

High-speed, low-speed motor for thorough and 
brush-up cleaning. 

Adjustable handle position for under furnitur: 
clearance. 

Finest cleaners ever to come off the line—new| 
improved by G-E engineers. What a machine 
what a buy! 


Every G-E ad urges women to visit you for com- 
plete demonstrations of all the special G-E_ fea- 
tures. Make those demonstrations sell! 


For the “Tank-type” Trade. More powerful suc- 
tion than ever before in the new De Luxe G-I 
~Air-flo.” Complete with attachments for every 
need from floor to ceiling. 


Write to Your Distributor for full information on 
slide films for training salesmen, demonstration 
kits, newspaper mats, displays, folders, streamers— 
a complete new set of powerful sales-builders. 
Appliance and Merchandise es General 
Electric Company, Bridgeport 2, Conn. 


Approved by Underwriters’ Laboratories, Inc. 


OLEAN OF OW CLEANER SALES Wi777... 46) 
GENERAL @ ELECTRIC 
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Phe 


developed by RCA Victor gives radio and 


amazing three-way acoustical system 
phonograph listening a new thrill. This exact 
co-ordination of electronic amplification, 
speaker, and cabinet reaches its most glorious 


tone in the 612V3. 


RCA Victor FM 


RCA Victor FM \iodulation 


assures an undistorted reproduction of the 


| requeney 
artist's performance against a background 
free of static. For listeners in areas not vet 
serviced by FM. broadeasts, this three-band 
console provides top-flight performance on 
both Standard Broadcast 


Short-Wave Bands. 


and International 


*Y “ . 
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Life, November 18—The Saturday Evening 
Post and Collier’s, November 23 issues—intro- 


duce to over 22 million readers the Victrola* 


. the superb RCA 


they ve been wailing MP es 





All-In-One Control Unit 


Compact, precision-built, the complete radio 
chassis and record changer glides in and out 
at a touch... facilitates tuning and reduces 
to a minimum the amount of effort required 
to provide stellar performance on either radio 


or phonograph. 


Victor “Crestwood” (or 612V3). Here’s a post- 
war radio-phonograph in which the genius of 
RCA electrical engineering and Victor repro- 
duction techniques achieve peak performance. 





“Silent Sapphire” 


Amazing fidelity and tone quality are assured 
with the new “Silent Sapphire” permanent 
point pick-up. Needle chatter and needle 
change are eliminated . . . reduced wear pro- 
longs record life—even scraping the tone arm 
across the record does no damage. 


Partial list of the outstanding features of “THE CRESTWOOD” 


“Golden Vhroat™ acoustical system. 


All-in-one control unit contains both radio and 


record-changer. 

e “Silent Sapphire” permanent point pick-up. 
RCA Victor FM. 
Plavs twelve 10” 
matically. 


or ten 12” records auto- 


Generous record storage space. 


8 automatic push buttons for instantaneous 
tuning. 


NOVEMBER 


e Built-in antennas for FM. Standard Broad- 
east, and Short-Wave reception. 
e 11 R¢ A Preferred Type tubes (plus one rectt- 


fier tube). 


Miniature tubes assure maximum performanc: 
especially at high frequencies used for FM. 


e Two tone controls prov ide continuously vari- 


able high and low frequencies. 
e 12-inch, electro-dynamic speaker. 
9:1 ratio Vernier tuning. 
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precisic 
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ELECT 











“, ONLY RCA VICTOR MAKES THE VICTROLA Advertised in 


Ks 

LIFE 1... 
Colliers...... 
POS OST —Nov. 23 






FINEST TONE SYSTEM IN 
RCA VICTOR HISTORY... 


This symbolizes the ‘Golden 
Throat,”” RCA Victor's exclu- 
sive 3-way Acoustical System. 
This thrilling development is 

explained technically 
aie ina booklet attached to 
aS RCA Victor instruments. 


























The CRESTWOOD ... crowning 
achievement of RCA’s experience in electronic 
research, and Victor’s experience in music. An RCA Victor masterpiece. 


In this superb Victrola 


the Cldon Jhrra vee new perlection 


—with new RCA Victor FM radio reception _ jabeat AS 
—with exclusive new “Silent Sapphire” pickup 


When playing—either 


records or radio 


You’ve never seen a radio-phonograph like FOR RADIO RECEPTION (in addition to 


your set can be closed 
this! Born in the great RCA Laboratories short-wave and standard bands) you have RCA like this. 
at Princeton, it’s a superb postwar instru- Victor FM—Frequency Modulation at its finest. 7 


Two separate tone controls. Push-button tuning. 


, 5 i e mt 
ment you'll be proud indeed to own! And above all you get the full beauty of the 






It introduces the all-in-one control unit— —_—‘f#mous RCA Victor “Golden Throat.” 

shown rolled out, above. Here—compact, FOR RECORD PLAYING there's the exclusive THE “SILENT 

precision-built = your complete radio Silent Sapphire”—a permanent pickup which adds SAPPHIRE” 

chassis and your automatic record-changer! cst a = = . ~~ menaoap ete me PICKUP 

' , 3 ye arm accidentally across the record does no 

It glides in and out at a touch, a masterpiece damage. 4 roomy record compartments. Record- : 

of beauty and convenience. No lid to lift! changer plays up to twelve records automatically. Exclusive with RCA Victor, the 
*""Victrola”—T. M. Reg. U.S. Pat. Of “Silent Sapphire” is a precious 


jewel-point pickup. It “floats” in the 
grooves of you! records, sends music 
electrically to the ““Golden Throat.” 
No needles to change, no “hiss,” 





no annoying needle chatter.... You 
will find your records last longer. 


RCA Jr 


RADIO CORPOR ATION OF AMERIC 
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‘lhe 
WHIRLPOOL “30° 


(2 tmportaut fa YOU 
You meet your customers’ demands for a 
BIGGER, FASTER MACHINE THAT 
WASHES MORE CLOTHES WITH LESS 
EFFORT. Its nine-pound tub capacity means 
less machine loads each washday — and 
for the larger family, that means real sav- 
ings in time and effort. When you sell the 
Model "50”’, you sell better appear- 
ance, faster washing, and easier wash- 
days. 


You make more profit with faster turnover 
and less cost per sale . . . because the 
WHIRLPOOL “50” has the features house- 


wives want. 


NINETEEN HUNDRED CORPORATION 


Werld’s Largest Manufacturer of Home Laundry Equipment 
ST. JOSEPH MICHIGAN 
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“One glance at the clock and Father knows exactly when to turn the radio on.” 


family likes ice cream. And where do 
most families get their ice cream? If 
they can’t get to the corner drug store, 
they make it themselves—right in their 
own refrigerators. Right?” 

“Right !” 

“But what kind of ice cream do we 
get from the refrigerator? Fifty per 
cent ice, isn’t it? Sure it is. And if 
you've got peaches or strawberries in 
it, they come out frozen every time,” 
the freshman continued. “Well, what 
I'd like to see is a gadget that would 
keep stirring your ice cream mixture. 
Maybe a special tray that would ‘shut 
off’ when your ice cream attained the 
right consistency. How about that?” 

“Well, it’s a little crudely expressed, 
but I can see what you're driving at,” 
the old grad admitted. 

Two more co-eds passed by and the 
group ogled them thoughtfully. 

“It would be a boom to the Amer- 
ican household,” a tow-headed football 
star said, after the co-eds were out of 
sight, “if some things could be com- 
bined.” 

“What’s on your feeble?” the fra- 
ternity president asked. 


Radio Clock 


“I’m thinking right now of millions 
of radios in millions of American 
the football star said. “For 
in the 
Truman will 
He intends to 
Along about six- 
thirty he sits down at the radio and 
listens to ‘John’s Other Grandmother’ 
or something for fifteen or twenty min- 
utes. Then he bawls out to his wife, 
‘What time’s it getting to be?’ His 
wife hies herself into the parlor and 
says, ‘Quarter to seven’. Well, this 
goes on for an hour or more until 
finally, Father gets to hear the presi- 
dent talk. But in the meantime, he has 
had to listen to three soap operas, two 
recipe givers and eight or ten jinglets 
advertising liver pills.” 

“What’s that got to do with—?” the 
old grad began, 

“With electrical appliances?” the 
football star smiled. “Just this—why 
doesn’t some enterprising manufac- 
turer combine an electric clock with the 
radio? One glance at the clock and 
Father knows exactly when to turn the 
radio on.” 


homes,” 
instance, the old man reads 
paper that President 
speak at eight o'clock. 
hear that speech. 


| “Hm-m-m-m. Well-maybe. Sure- 
| yes! Why not? 
More co-eds. More ogling. Then 
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the fraternity president spoke up again. 

“I took a cross-country trip last 
spring,” he said. “Our automobile 
was equipped with fan, lights, cigar- 
ette lighter—almost everything in the 
way of conveniences. But there was one 
thing we needed very badly.” 

“Money?” quipped the sophomore. 

“Something else beside money. What 
we needed in that car was a conveni- 
ence outlet.” 

“You had four doors,” 
freshman. 

“That’s not what I mean,” the fra- 
ternity president said. “What we 
needed was somewhere to plug in our 
electric razor, an outlet for small ap- 
pliances.” 

“Not a bad idea, if practical,” said 
the old grad. 

“Well, couldn’t some manufacturer 
make it practical ?” asked the president. 
“Think of the thousands of people who 
carry babies in automobile. Now if 
they could plug in something to warm 
the baby’s milk, or a heating pad, or— 
well, I can think of a thousand things. 
But so far, I’ve never seen a plug-in 
outlet in an automobile.” 

A plug outlet for small appliances in 
automobiles. Well—why not? 

About this time, the class in home 
economics turned out and with so 
many co-eds passing by, the bull ses- 
sion followed its natural course and 
women became the topic again. 

But for the benefit of manufacturers 
these observations of a group of 
college men are passed on. Perhaps 


said the 


some day these ideas may come true, 
if they haven’t already been tried out. 
—A.B.W. 


- Atw. 


“Why don't they do something about 
carving? If | tried it, the dam thing 
probably would land in somebody's lap!" 
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<=) UM SURE TICKLED WITH MY 
Wy QUAKER HEATER... 


4 


. / IT NEVER NEEDS A BIT OF FIXING!" 











*K 
“he secret 7 That amazing, fuel-saving, trouble- 
killing feature ... QUAKERTROL ... which makes 
QUAKER heaters an engineering triumph in efficiency! And 
remember; while sales-clinching QUAKERTROL is still held 
up by production, it’s your surprise package for tomorrow . .. 


’ 


your assurance that your store will be “Heating Headquarters’ 














for your neighborhood when the going gets rough! In the 
meantime, QUAKER “Challengers” are rolling off the pro- 


duction lines and on their way to you for this year’s business. 


Be ‘Heating Headquarters” with 


QUAKERTROL 


THE bor OF THE CHIMNEY 


Only QUAKERTROL automatically produces and 
synchronizes a regulated flow of air with the flow 
of oil at every flame setting. Only QUAKERTROL 
automatically provides the right draft for maximum 
combustion regardless of chimney condition or 





weather. 25% fuel saving over any natural draft 


The QUAKERTROL Unit heater guaranteed! 
Patented and manufactured 


exclusively by QUAKER. 
QUAKER MANUFACTURING COMPANY 
223 W. Erie Street, Chicago 10, Illinois 


Te 
| 


QUAKER 





The FIRST name ca ol heaters 


Model 2006 








Model 2008 


THERE'S A QUAKER BURNO/L HEATER Model 2010 wedet 2013 “The LAST WORD cx ofpictency [ 


FOR EVERY SIZE SPACE HEATING JOB 
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IT’S AN AUTOMATIC RADIO PHONOGRAPH ... BUT, YOU CAN LIFT OUT THE RADIO AND PLAY IT ANYWHERE , 


RADIO’S FIRST| ! 
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Radio feagam! 


ro a ° 


REVOLUTIONARY, NEW 


ve —— DUO 


phe AUTOMATIC RADIO PHONOGRAPH 


SLIDE OUT, CARRY ABOUT rRapio 


plutionary new TWO-IN-ONE — deliver performance you'll have to hear to believe. It plays 
ling example of the originality 12 records without attention . . . has a dependable single- 
wes. the Westinghouse Radio — button record-changer . . . continuously variable tone control 
te ... built-in antenna . . . all compactly packaged in a beauti- 
’ fully finished mahogany veneer airstream cabinet. Feature for 
feature you can’t beat it. 
















rs nly an automatic radio phono- 
fe radio that can be lifted out and oY: 
» TWICE the utility of conven. No set on the market offers you the sales clinching story that 
. the Duo gives you . . . for featured promotion on the sales 
ve floor, in the window, and i in your local newspaper advertising 
Pundistorted power output ofcom- it’s a natural. Home Radio ‘Division, W estinghouse Electric 
tubes, including rectifier, that  C lorporation, Sunbury, Pa. 


HERE’S SOME OF THE PROMOTION THAT se: EEE en eee oF 
BACK UP THIS INN V-WAl cee ae nN Se 


This action-packed four-color Hundreds of your local pros- 
cutout provides a perfect tie- > pects will see this full-page 
in with the Duo national maga- advertisement in Collier's on 
zine ad running in October October 26th, in the Saturday 
and November. It dramatizes Evening Post on November 
the Duo’s big 2 in 1 utility fea- 2nd and in Life on November 
ture. Available through your 25th. It does a direct, action- 
Westinghouse Distributor. getting selling job on the Duo. 










eS oe, ig 


This eye-catching Duo poster 
in your Miniature Billboard So 
Display will quickly identify "¢ 
your store as the place to = $6; | 
“ke These specially prepared newspaper ad mats 


come for a demonstration of 










ie cunitie aon Walle & — =e will help you tie-in with the Duo national ad 
hovse Ove. |; . G~é ake —— and give you business-pulling local adver- 
—~— tising for your store. Write to us for a selec- 

cos a tion of ready-prepared mats. 


M*eeeaeeaeaeoeoe eee eee eee esos eeeeeeseeeeeeeeeeeeeee2 ee 0202820288006 


NAME IS Westin ighouse 


RADIO TELEVISION 
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DES PLAINES, ILLINOIS . . . Warren and “Bunny Knauer learned to look forward to 


household conveniences during the days they lived near army camps. 
the house for which they bought the kitchen. 


is going to keep 2l-month Warren 
Jr. penned in, mother, 
Blanche (who hails from Springfield, 


Mass.) can catch him 


where his 


when she wants 


Dealer Bucar 


That brings us down to dealer 
Bucar of Des Plaines, 1121 Prairie 
Ave., who reads ELectrricaL Mer 
CHANDISING in bed evenings, he says. 
Mr. Bucar also saw the news story, 
jumped in and got two kitchens for 
G.IL.’s. The other one is going in the 


new home of R. R. Wegner Route 1, 
Rand Road, Des Plaines 

When he heard from his friend Carl- 
on in Evanston about the Hotpoint 
propositions of kitchens for G. I.’s, Ed 
W. Bucar in Des Plaines, Ill., jumped 
into action. He had started his business 
in 1944, and had paddled miles asking 
listributors for merchandise. 

He knew that if he could get a com- 
plete kitchen allocated to him, there 
would be no trouble in finding pros- 
suilding permits alone would 
While older 


pects. 


upply plenty of names 





DES PLAINES, ILLINOIS ... Dealer Bucar's 
location is not so hot, but with telephone 
selling and outside calls the three boys ex- 
pect to go to town. 
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On the right is 


( dealers were asleep at the 
switch Ed got his kitchen and in three 
shakes of a lamb’s tail sold it to the 
Knauer family. The order ran around 
$1,400. Knauer wanted a $275 Hot- 
point range, a $399 disposal dishwasher 
sink, a $232 refrigerator, a $114 water 
a clothes dryer, an automatic 
washer and a $199.50 home freezer. 
he total is because 
prices are not yet established on some 
of these things. The Knauers are 
using wooden cabinets. 

“Just think!” exclaimed Ed Bucar, 
‘That size order with no more trouble 
than a vacuum cleaner sale. I’m going 
in heavy in this complete kitchen thing 
in the future.” 

Ed is busy 


nicaygo 


water, 


approximate, 


lining up a carpenter 
ind a plumber for his future activities. 
Last summer on vacation he sold sev- 
eral walk-in coolers to farmers up in 
Wisconsin and got a taste of big ticket 
installations 


Uses a Trailer 


When you call on him at 1121 Prairie 
St., Des Plaines, the first thing you see 
is a trailer parked in front. Ed uses it 
in delivering. He can’t get a truck. He 
started as a new dealer after 16 years 
Hoover in Evanston. The war 
there nothing but 
went to work in the 
Douglas airplane plant. Meanwhile he 
scratched around for a location and 
when Des Plaines looked good he called 
on all the merchants and asked them if 
they thought the town could support a 
second appliance business. He got a 

tore on a back street, but was stopped 
truck until he thought of a 


with 


came along, was 


service, so he 


ior a 
trailer, 

Don’t get the idea the distributors 
are tossing everything to new dealers,” 
he said. “I walked miles around Chi- 
cago trying to line up stuff without a 
kind word.” 

Eventually he was franchised for 
Hotpoint, G.E., Proctor, Premier, 
Apex, Thor, Sunbeam, Gibson, Dor- 
meyer and Cory. In most cases he 
is still waiting for merchandise, and 


} 


the business is running on service. 


of a ‘Thousand Customers (continued from page 41) 








In ALABAMA 











HE team-work and cooperation 

of six different agencies have 

made Lamar B. Powell, of Bir- 
mingham, Alabama, one of the most 
pleased and surprised ex-servicemen in 
the entire South. 

And his electrical appliance dealer, 
E. L. Chisenhall, owner of the Hot- 
point Home Appliance Company, 1717 
Third Avenue North, Birmingham, 
who was a big factor in the coopera- 
tive process, is just about as happy. 

Let Mr. Powell explain the process: 

“T got out of the Army last Decem- 
ber. I’ve been busy ever since planning 
my new home. The architect, the con- 
tractor and I worked many an hour 
yver the plans and naturally, I wanted 
the best of everything in it. 

“It is to be an all-electric home. That 
was decided on by my wife and myself 
long ago, and for the entire time I was 
overseas, my wife maintained a Hot- 
point file with every new idea Mr. 
Chisenhall got hold of, in it. 

“Imagine my surprise then when the 
contractor cailed me—out of a clear 
tue sky—and told me Hotpoint had 
made it possible for me to have a 
complete kitchen ready to install by the 
time the house is finished. 

“Tt’s the most wonderful thing that 
ever happened to us. I had no idea of 
getting priority on materials. When 
the contractor called and asked if I 
wanted a complete kitchen, I’m afraid 
I was too surprised to yell anything 
but ‘Heck, yes!’” 

The system by which Mr. Powell 
will get his kitchen is one that showed 
complete cooperation between the man- 
ufacturer, the distributor, the dealer, 
the builder, the utility and the sub- 
contractor. 


Search for a Dealer 


When Hotpoint put the plan into 
operation, the Birmingham distributor 
surveyed his territory for the dealer 
who would most likely carry out the 
plan in the spirit in which it was made. 
That’s where Mr. Chisenhall came in. 
He had a waiting list of several hun- 
dred customers, including scores of 
veterans, and when the distributors 
called him, Mr. Chisenhall turned to 
his files. 

The selection of Mr. Powell was 
based on several things, he says. First, 
the Powell kitchen as shown by the 
architect’s drawing was a model of 
efficiency and comfort and one deserv- 
ing the best. Second, Mr. Powell had a 
long and distinguished record of Army 
service and was among the most de- 
serving names in the file. Third, Mr. 
Powell’s name was among the first on 
the list anyway. 

Mr. Chisenhall called the Southwest 
Land Improvement Company, builders 
of the Powell home. They were en- 
thusiastic about the plan and called 
Powell immediately, thus eliciting the 
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BIRMINGHAM, ALABAMA .. . Lamar 8. 
Powell (left) and dealer E. L. Chisenhal 
examine type of range which will be in. 
stalled in Powell's new home as part of the 
Hotpoint complete all-electric kitchen. 


happy response from him described 
above. The part played by the utility 
and the sub-contractor came in work- 
ing out details of wiring and advancing 
many timely suggestions which were 
adopted by Mr. Powell. 


$1200 Job 


The team-work shown by these co 
operating agencies therefore have 
created for Mr. Powell a modern, eff- 
cient kitchen complete to the last detail 
He will spend about $1200 on it, ac- 
cording to Mr. Chisenhall. This ex- 
penditure includes a de luxe range, 
seven cubic foot refrigerator, an elec 
tric sink with garbage disposal unit, 
a 52-gallon water heater, automatic 
washer and dryer, ironer and home 
freezer. 

Loan agencies are eager to coop- 
erate in financing, according to Mr. 
Chisenhall. In Mr. Powell’s case, he 
expects to pay cash for the equipment 
but other ex-Gl’s without ready cash 
find little trouble in financing. 

Mr. Powell, who is district sales 
supervisor at Birmingham for the 
Southern Bell Telephone Company, 
was in the National Guard as early as 
1923. He went on active duty with the 
Army in February 1942, serving as 
combat reconnaissance officer with the 
Signal Section of the First Army. He 
participated in four major battles and 
was discharged with the rank of major. 

Married in July, 1941, he says he is 
“anxious now to settle down to a real 
civilian life.” He plans to buy all kinds 
of electrical appliances as soon as they 
become available, in order to make his 
new home an all-electric one. And his 
dealer will help him. 
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THE INSIDE STORY OF 


ekes Zclicious good-sized waffles e 


NO WATCHING! NO BURNING! 


Sunbeam's centrally located thermostatic 
control (note the AlSiMag _ insulators) «re- 
sponds quickly to the grid temperature, 
preventing burning or under-baking and 
providing the kind of waffles you set it for. 





OVERFLOW RIM PREVENTS BATTER 
RUNNING OVER SIDES 


Even if you pour more batter than required 
for a perfect waffle, there will be no over- 
flow. An exclusive Sunbeam feature 











EVEN HEAT DISTRIBUTION FOR 
PERFECT, EVEN NON-STICK BAKING 
ing This 1200-watt nichrome element, on AIS 
ia Mag supports, gives even distribution of 
= heat over the entire 80-square inches of 
both grids 
MAKES LIGHT, MEDIUM OR 
co DARK WAFFLES 
ave Set this indicator for the shade of waffles 
ff desired and the Sunbeam makes that kind 
; continuously 
all 
ac- SIGNAL LIGHT TELLS WHEN TO PUT IN 
ex- BATTER AND WHEN WAFFLE IS DONE 
ge No guesswork —no sticking—no burning 
ec Sunbeam's signal light indicates the correct 
non-stick heat to put in the batter —tells 
when the waffle is perfectly baked, ready 








for removal 


oh oe DS 


wes? 
» Gin Makes 4 GOO0 


-_ a 
THe junbeam 


SiZeED OMATICALLY 
INCHES eee a 


wares. 80 SQUARED 


WAFFLE BAKE 
at one time..... Wtorcatically 


AlSiMag element supports have ideal 
insulation qualities, excellent mechan- 
ical stength, are accurate, perma- 
nently rigid, cannot char. They perform 
perfectly at elevated temperatures 


AISiMag insulation in thermostatic 
controls and switches is life-time in 
surance against insulation troubles in 
these vital spots. 





application. * AlSiMag insulators are accurate, mechan- 


@ Custom made AlSiMag insulation in Sunbeam Waffle 
Baker, lronmaster, Toaster, and other appliances assures ically strong, permanently rigid. Cannot char, operate 
les the right insulation at every vital point. AlSiMag insula- perfectly at elevated temperatures. They are produced 
tors are custom-made of the AlSiMag composition which in volume at low cost. When you use AlSiMag insulation 


has the proper physical characteristics for the individual in your appliances you have no insulation worries. 


he ALSIMAG | AMERICAN LAVA CORPORATION 


wa CHATTANOOGA 5, TENNESSEE 
oe eee od ee ee Pe ee 





cs ENGINEERING SERVICE OFFICES 

ST. LOUIS, Mo., 1123 Washington Ave., Tel: Garfield 4959 © NEWARK, N. J., 671 Broad Street, Tel: Mitchell 2-8159 
CAMBRIDGE, Mass., 38-B Brattle St., Tel: Kirkland 4498 © CHICAGO, 9 S. Clinton St., Tel: Central 1721 
is SAN FRANCISCO, 163 Second St., Tel: Douglas 2464 © LOS ANGELES, 324 N. San Pedro St., Tel: Mutual 9076 
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HERES THE 


HOTTEST 


ITEM IN THE 


TOP LINE PARADE 
Economical - Quick - Healthful / 
4 


Revolutionary new cylinder-type room 
heater. Portable with easy-grip handle. 
Customers appreciate its good looks and 
economical performance. (“Out and Up” 
heat flow gives maximum comfort in min- 
imum time.) Enter your order now for this 
eye-appealing, fast-sellng TOP LINE 
heater. 


ALSO AVAILABLE LIMITED QUANTITIES 


All Aluminum 
Super-size 
Lightweight 
Automatic 
Electric Iron 


All-Metal 
Attic Fan 


Improved 
1947 Model 
Electric 
Churn 


New 
30-Gallon 
All-White 

Electric 
Water Heater 


OL 


APPLIANCES 


TENNESSEE VALLEY 
ASSOCIATED MARKETERS 


GAMBILL BUILDING, NASHVILLE, TENNESSEE 











commissions 


| keeper 
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selecting important lines for the sales floor, Axelrod (right) carefully weighs the manu- 


facturer's service policy. 


Radio Repair Pays Off 





assisted by a high school lad. An 
ex-G. I. sells outside one day and 
remains on sales floor the next. 

Besides salaries, the service manager 
receives a percentage of the total 
service gross, the record manager the 
same in her department, and the out- 
side man, while drawing a guaranteed 
minimum base salary weekly, also 
pockets an extra check whenever his 
exceed this amount. 
Everyone in the organization also will 
participate, percentagewise on the 
basis of his regular salary, in a profit- 
sharing deal figured on the annual net, 
Axelrod has announced. No _ book- 
is employed, a certified public 
account handling this chore. 

Other large appliances carried by 
the company include: Magic Chef 
Universal, Thor, Horton, 
Speed Queen and Blackstone washers; 
Filter Queen cleaners; and Amana 
Society commercial refrigeration. In 
traffic appliances: Westinghouse, 
Knapp-Monarch, Manning Bowman, 
and Silex. Records include: Columbia, 
Victor, Decca, Capitol and Cosmo. 

The economy of the territory is 
greatly dependent on the Naval Aca- 
demy which has large expansion moves 
planned for the near future. There is 
some farming in the area but virtually 
no industrial employment. Extensive 
rural electrification now is under way 
in the county. Arundel Appliance’s 
outside salesman currently is concen- 
trating in this area, selling battery 
sets as account openers, and standing 
by with conversion units as soon as the 
riew lines go into the homes. There 
were 11 appliance dealers in Annapolis 
in pre-war; now there are around 25 
in the business. 


ranges; 


Slants On Service 


In selecting his leading lines, Axel- 
rod is as much influenced by the manu- 
facturer’s viewpoint on service as by 
his sales policy. He says: 

“Located in a small city where we 
will continue to do business with the 
same people year after year, for our 
leading lines we want the products of 
manufacturers who adhere to a long- 
range sales and service policy. 

“Factory service training schools 
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means a great deal to us. Every man 
here who may service or repair any 
line of products must attend the train- 
ing classes covering that line. A ser- 
vice department which merely can keep 
an appliance running, regardless of 
time or money involved, isn’t worth 
much. It must keep that appliance 
running at reasonable cost to the 
owner and with a minimum of out-of- 
order time checked against it. 

“At times a dealer has an oppor- 
tunity to buy some product outside his 
leading lines which looks like a good 
seller. In this case, on a single item, 
it may be impractical to send a service- 
man to a factory school even if the 
door is opened to us. In this event 
we order exactly one unit. This then 
receives a stiff practical test in our 
shop. Next it is torn down. How 
well is it built? Is it designed for 
economical repair? Can we get parts? 
We service every product on the sales 
floor so the answers must be right or 
we won't touch that particular product. 
It would not be profitable in the long 
run. Our customers reasonably look 
to us for protection on the appliances 
we sell them. We're supposed to know 
our business. We invite them to de- 
pend on us. We can not let them down 
and continue to conduct a profitable 
business. 


Service Priority 


“Needy cases rate the priority on our 
service time. Refrigeration calls, for 
example, receive prompt attention. If 
there is a baby in the home, a range 
or refrigeration call gets immediate 
attention. The repair of some family’s 
spare radio, however, waits its regular 
turn. If some out-of-stock part is re 
quired for this set, it is ordered 
promptly but we’re not making 4 
special trip for it. 

“Our informal check-up 90 days fol- 
lowing a major repair job accomplishes 
several things. It’s a true check-up on 
the work of our repair shop. If the 
customer isn’t satisfied, we learn $0 
immediately and we take corrective 
measures. Further, while our service 
man on this check-up is not making 
any direct effort to sell, nevertheless he 

(Continued on page 82) 
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REG. U.S. PAT. OFF. 


ULTRAVIOLET RAY LAMPS 


Every day that you are without SUN-KRAFT is a day of lost sales 
opportunities. Millions of prospective SUN-KRAFT buyers see 





our ads in America’s leading national magazines. They are inter- 
ested; they are impressed; they are receptive; they are responsive. 
Order SUN-KRAFT and get your share of this extra sales volume. 


Kead them 


6 EXCLUSIVE SUN-KRAFT FEATURES 


PRICED TO BURN - OUT- PROOF QUARTZ @ FLEXIBILITY TO REACH ANY 
UBE—gvaranteed for five years PART OF BODY — the SUN- 

RETAI L AT © fog, develop black spots KRAFT reflector is easily remov- 
n in ultraviolet ray able—can be used as a hand 


$ applicator. 
TIMER EXTREMELY LOW CURRENT 
ol CONSUMPTION —uses less than 
20 watts. 


PROTECTIVE GOGGLES AND 
MPACT ZIPPER CARRYING 


FOR HOME 
USE 
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6 SAN FRANCISCO, CALIF. 


Population 694,900 


of the women shoppers at 
A6 the Acme Appliance Company 
0 read the JOURNAL. 


SAN ANTONIO, TEXAS 
Population 300,000 
of the women shoppers at 
The Harry T. Pitts Electric 
0 Co. read the JOURNAL. 


i 
Ree gs 
Bie ei 
eae 
Pr 
oes 


Whether your town is large or small, most of 





your good customers read Ladies’ Home Journal. 


Surveys among 61,809 women shoppers show that 


Gd wie Gimowin- 


customers come in when the Journal comes out 
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° Here we report the results of just 4 of the 612 Journal 
surveys in all kinds of retail stores. Complete de- 
tails available upon request—Ladies’ Home Journal, 
Independence Square, Philadelphia 5, Pa. 










es 


PAWTUCKET, R. |. 
Population 78,000 


44h, 


of the women shoppers 
at Ousley’s 
read the JOURNAL. 








-~ 


MORRISTOWN, N. J. 
Population 16,000 


of the women shoppers a 
5 6% the Jersey Central Power &” 
0 Light Co. read the JOURNA 
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Equipment Performance 
Depends on the Engine 


that Powers It! 


that’s why 


BRIGGS & STRATTON 


Engines are Tops” in Demand 


There are over 2'2 million reasons for 
today’s unprecedented demands for 
Briggs & Stratton powered equipment. 
They are the more than 2'2 million 
Briggs & Stratton engines built during the 
past 26 years. These engines have estab- 
lished an unbeatable record for instant 
starting, long life, dependable operation, 
and maximum performance with a min- 
imum of servicing. No wonder these 
stout-hearted, precision-built engines 
rate “tops” as the power choice of equip- 
ment users, dealers and manufacturers 
everywhere! Here's good news! Deliver- 
ies are improving with stepped-up pro- 
duction. It will pay to wait for equip- 
ment that’s powered right—by Briggs & 
Stratton engines — the world’s finest. 


BRIGGS & STRATTON CORPORATION 


MILWAUKEE 1, WISCONSIN, U. S.A. 


rhe-Cooled [Buer 
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is in that home and anything can hap- 
pen. Naturally, he is ready for it; he 
has his catalogs, possibly even a radio 
or a cleaner in the car. Without direct 
solicitation, he receives all sorts of 


ror vd leads. 
Practical Demonstrations 


“In so far as feasible, we hook up 
every appliance on the floor. We 
demonstrate the domestic service the 
appliance is expected to render. 
There’s our first piece of automatic 
laundry equipment, now being hooked 
up for live demonstrations. Cards are 
going out to women on our inquiry 
list personally inviting them to come 
in with nine pounds of washing and 
bring a couple of friends along. We 
will not give such live demonstrations 
to groups of several women on our 
inquiry list because the prospects, not 
knowing each other, would be reserved 
and the probable result would be a 
cross-fire of questions. We prefer in- 
dividual treatment to one prospect, with 
her own friends, because we wish to 
remain in control of the party. 

“So far that’s simply practical sell- 


ing. But the hot water for that wash- ' 


ing job comes through this same manu- 
facturer’s domestic hot water heater, 
proving the service given by that ap- 
pliance. Some prospects already may 
have such a heater. Anyway, they will 
learn exactly what quantity of hot 
water, at what cost to them, is in- 
volved in the automatic washing opera- 
tion. In the same way, as soon as we 
receive delivery, this store will be air 
conditioned by Westinghouse pack- 
aged units, to demonstrate in prac- 
tical manner the service which can be 
expected of them. 

“Also now on order is a pick-up and 
delivery truck with a special body so 
the driver can carry service parts to 
handle small repair jobs in the field. 
Parts will include basic wringer gears, 
tubes, tube tester, etc. The driver is 
an all-around radio-appliance service- 
man. He also can sell, especially such 
appliances as cleaners and washers, 





along with radios. For that matter, al] 
our servicemen are prepared to sell. 
Along with the rest of us, they attend 
manufacturers’ sales schools and all are 
local men who know this territory well. 


No Priority Lists 


“As for our sales policy, needy cus- 
tomers get first crack at such new 
appliances as refrigerators, ranges, etc., 
which are necessities. That’s why 
there are so few major appliances on 
the floor. They can’t sit idly here 
when some people genuinely need then 
We have no priority list based on 
order of deposits. On non-essential 
luxury appliances we keep an inquiry 
list. As shipments are received, we 
send out cards stating we will hold the 
item ‘recently requested by you for 
three days.’ After that, it’s first come, 
first served.” 

What is your idea on_ service 
charges? Expect to make any money 
on the service department when con- 
ditions return to normal ? 

“We are prepared at that time to sus- 
tain a small loss in the service end 
of the business, not through inefficiency, 
but due to extra service which we will 
continue to render and which we ex- 
pect to more than pay for itself through 
added sales. 

“We believe in sane pricing and are 
dead set against chicanery and hokum. 
There is nothing mystic about any fea- 
ture of our repair work. It is out in 
the open for all to see. The customer 
who lugs a small radio in here stands 
by and watches us test it. The test 
board is right out there by the wrap- 
ping counter. If we can fix the set in 
a couple of minutes with one new tube, 
we are as happy as he is. That is 
good business. That is why Graham 
Russell is here at the store all day 
long. It’s the same story on small 
appliances; and it’s the same story on 
everything that goes through the shop 
up the street. Prompt, efficient work 
at sane prices. The customers appar- 
ently like our service policies im- 
mensely.” 








Small appliance section is midway along right sidewall. Service manager Graham 
Russell (left) is regularly on sales floor. 
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Only MONARCH builds this 
~ Deep-HEET Saucepan with... 


for frying and 


for quick steam- = 
ing oF roasting 








This Monarch “Deep-Heet” Sauce 
Pan is another example of how 
— Monarch’s “50 years of cooking 


= ° eee . sh i 
. r & = ; <> progress” is providing America’s 
. < e Lf ) homemakers with exclusive cooking 


conveniences that mean easier and 





> 
- 


— speedier preparation of meals . . . 





= = and in providing Monarch dealers 

— " | with exclusive demonstration feat- 

| ures that,mean easier and more 
profitable electric range sales. 


MALLEABLE IRON RANGE CO. 
381 Lake St. Beaver Dam, Wis. 





RANGES AND HEATERS 





. ; COAL - WOOD, ELECTRIC. GAS ond COMBINATION pAnIC 
The “Deep-Heet” Saucepan is standard equipment a ant Re 


on Monarch’s famous Electric Roaster Range. 
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“AMERICA’S FINEST 
GAS RANGE” 


Here is the range that housewives want. There are 
many good reasons for this. Distinctive styling... 
durable construction ... Roper's 60-year reputation 
for quality ... and many more. ©@ But, in the main, 
housewives want Roper because of the brilliant array of 
"Jewels of Cooking Performance” features — features 


assuring a cooking service that is “tops”. 


WLMAPECE 


“STAGGERED” COOKING TOP 
“SIMMER-SPEED" BURNERS 
LARGE "3-in-1"" OVEN 

“GLO" BROILER 

“SCIENTIFIC COOKING CHARTS 


O. D. ROPER CORPORATION © ROCKFORD, /LL 


Offices and Warehouses in Principal Distribution Centers 
















What the customer gets. Here Mrs. B. E. Marsh shows the floor plan, the photo- 
graph of the finished kitchen (colored) and the list of recommended appliances. 


"Doll House’ Kitchens 
Cinch Sales for Utility 


Nebraska Power Co., Omaha, 
builds complete kitchen in 
miniature, photographs _ it 


Great difficulty in selling complete graphing it and supplying a pi 
kitchens, declares Mrs. B. E. Marsh, with the floor plan to the prospect 
of the Nebraska Power Co., Omaha,is This, with the personal contact of the 
the inability of the prospective cus- representative who can hash ove 
tomer to visualize what she is going to problems, delivers the final push t 
get. This, plus failure to wrap yp a_ objective. 


| plan to meet her own problem, holds With one man to 2,000 custom 
| off far more sales than is realized. Nebraska Power Co., has a policy 
Standardized services, she main- putting a sale through the dealer wher 


tains, cannot take into account the ever possible. In fact the utility mar 
fact that certain rooms in the new gets 100% bonus if the merchandise 
home plan may have a view and others goes through the dealer, less if it go¢ 


nay not. through the company. 

\ccordingly Nebraska Power Com- Utility men representing the co 
pany has hit upon the idea of building plete kitchen planning work on sal 
1 complete kitchen in miniature, photo- (Continued on page 88) 









aia | 


Kept on the sales floor of the Nebraska Power Company are these miniature kitchens 
which are set up separately for each prospect. They form an interesting display 
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| “‘me_ Hair Dryer | “me_ Speed Mix 
POR EPEAT , “3 rt 


Turns Fresh Fruits, Vegetables into delicious vitamin- 
rich drinks! 





Mixes, Blends liquids. 





Shreds Fruits, Vegetables for salads, desserts. 





Grinds Cooked Meats, Coffee Beans, Chocolate. 





Grates Cheese. Whips Cream. Shaves Ice. 





Makes Frozen Daiquiris and Juleos. 





Purees Vegetables for baby and invalid feeding. 








DOZENS OF OTHER USES! 


m+ SS % ee Bernt - alla ang 
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mah sor housewives,..¢ 








The Geni 
Monarch 


Women c: 
—withou 
tiresome 
which we 
Men buy 


Powerful 
Life, Lac 
reaching 
mM Li 
the full 
line in tk 
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Most Complete Line in the 








© Industry. Quick Turnover! ; 
J F) BIG PROFIT OPPORTUNITIES 
0. Nd Dealer: Ay f FOR KNAPP-MONARCH DEALERS — 


MLIQuIDIZER 





Does So Many Jobs So Fast, So 
Well... it Practically Sells Itself! 
Appeals to Men and Women! 


The Genie brings “~KM~ franchise dealers another big Knapp- 
Monarch profit maker not found in any other appliance line! 


Women can’t resist this new electrical servant. Quick as a flash 
—without cumbersome attachments—it performs dozens of 
tiresome kitchen chores—makes it easy to prepare dishes 
which were ‘‘too much trouble” before! 


Men buy it . . . to mix drinks, make frozen daiquiris and juleps! 


Powerful national advertising in the Saturday Evening Post, 
Life, Ladies’ Home Journal and Better Homes & Gardens, 
reaching 15,800,000 families, is selling your customers the 
‘EM~ Liquidizer right now. Contact your distributor. Get 
the full facts on “KM-~, the most complete and profitable 
line in the industry. 


KNAPP-MONARCH CO. 


ST. LOUIS 16, MO. 


€ | ~eM~ Grill Stove 


E 


_ Tei-A-Matic Corn Popper 
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The Stokes Sealed-In Ball- 
bearing Transmission on every 
AUTOMATIC DUO-DISC 
WASHER is your protection 
against profit-eating service 
calls. One of the quietest and 
simplest, yet sturdiest units 
ever developed for home wash- 
ers. That’s why AUTOMATIC 
requires so few service calls... 
gives extraordinary customer 
satisfaction . . . leaves more 
profit that you can keep from 
each sale. 





Automatics are easy to sell, 
too, because in addition to the 
Stokes Sealed Transmission, 
enly AUTOMATIC offers your 
customers the ‘‘Duo-Disc”’ fea- 
ture. With thisinvertible DUO- 
DISC agitator housewives can 
wash equally well the most 
delicate fabrics or the heaviest 
of blankets in either of its 
washing positions. 


Remember, Automatic’s ex- 
clusive Triple Guarantee pro- 
tects you as well as your cus- 
tomers. Write us for name of 
your nearest Automatic Dis- 
tributor. 


Only 5 Moving 
Parts, each preci- 
sion machined for 
long trouble-free 
service. 


a a ay 
\ a 
| ee ee aa -- 
4 
[ 
} 
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Made in Newton, lowa Since 1908 by 


AUTOMATIC WASHER COMPANY 
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Cinch Sales for Utility 


apne ae te mon 





CONTINUED FROM PAGE 84 





and bonus 


Recently when the Hot- 
point package kitchen was offered to 
army veterans, the utility push sold 
eight, the complete allotment of the 
week. One hundred could have been 
moved. Understanding with the GI’s 
was the fact that they were to leave 
their home open for 30 days after com- 
pletion for showing to other prospec- 
tive customers. 

Nebraska Power Company started 
offering planned kitchens on July 16. 
Within a few days some 45 were on 


the board. The idea of the power com- 


| pany is to use planned kitchens as a 


vehicle to sell complete electrification. 


Some 5,000 Hotpoint inquiry cards 
were mailed and brought a 28 percent 
return. The department started with 
one man, Jim Dore, and a girl. The 
idea was to call on people who were 
remodeling or building. One man made 
65 calls on builders, 9 people came in. 
When this interview was made, Ne- 
braska Power Co. had turned out 21 
plans. The department has drawn up 
8 dealer kitchens and dealers can bring 
in customers for conferences. 

Beside a man doing layouts, and 
wiring, Nebraska power has two men 
who contact architects and builders, 
and a draftsman to produce prints. 


Electrical Wholesaler 


On Wheels 


Display Car Gets Results for 
Harold W. Burt, San Diego Distributor 


\N DIEGO radio distributor Har- 
J old W. Burt, 4162-64 Park Blvd., 
has increased his sales of radio parts 
to dealers through the medium of a 
“display car” which makes a tour of 
Burt’s San Diego territory once a 
week. 
The display car is a station wagon 
into which has been built a chest of 
drawers carrying a full line of tubes, 


wires, coils, crystals, and pick-ups, 
panel lamps, line cords, sockets, 
needles, condensers, head-phones, mi- 


crophones, speakers, and all types of 
small hardware. 

Although many distributors do not 
make deliveries until several days fol- 


| lowing their salesmen’s calls, Burt’s 





display car enables his salesman to 
make deliveries “on-the-spot!” In 
addition to this service angle, increased 
sales result when dealers looking over 
the contents of the drawers see items 
which they have forgotten to order. 











Rear view of Harold W. Burt's display 
car used to make “on-the-spot” deliv- 
eries to radio dealers, as well as to dis- 
play merchandise offered. 





Display car operated by Harold W. Burt with John Newberry (shown here) as sales- 
man. The car makes a tour of Burt's San Diego territory once every week, makes 
“on-the-spot” deliveries, and enables Burt to display merchandise for dealers’ 


inspection. 
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FIRST OFF THE LINE 
he Great, New... 


INTERNATIONAL HARVESTER 


FREEZER: 


First member of the big, complete line 





of International Harvester Refrigerators 
and Freezers. Production at the new 
Evansville plant is well under way and 
improving steadily every day. 

Other models will follow fast... each 
an outstanding leader in its class . . . each 


a brand new money-making opportunity 


for International Harvester Refrigeration 





dealers. 
It’s an opportunity backed by 
® Powerful National Advertising 


® Coast-to-Coast Distribution 





® Effective Nationwide Service 
® Top-Quality Product 


® Great-Name Prestige 


For information about open territory com- 
Big, Roomy 11-cu.-ft. Capacity 
Outstanding Beauty, Performance, Economy 
All steel . .. smooth, trim styling... Dulux finish Harvester branch. 
over Bonderite ... fiber glass insulation, hermet- 
ically sealed. Finger tip controlled, floating lid 


Stays at any angle. Silent, hermetically -sealed INTERNATIONAL HARVESTER COMPANY 


unit... five year warranty. 180 North Michigan Avenue Chicago 1, Illinois 


municate with your nearest International 





INTERNATIONAL 
HARVESTER 
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Collman “58” has 


these Exclusive Features: 


58 double combing teeth, 58 combing 
slots, 58 cutting slots, 58 double 
cutting teeth, all synchronized 


A double cutting action for every 
cutting slot, each slot always open 
to admit whiskers 


Precision-ground cutting head of 
finest surgical steel 


Positive button starter, no exposed 
rotating parts 


Four-pole motor, easy-starting, 
smooth-running 


Weighs only 6% ounces — lightest 
electric shaver made 


Offset body design for better shav- 
ing vision 


Designed by J. B. Federico, noted 
commercial designer 
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IT COMBS 
AS IT SHAVES 
Electric Shaver 












Fair Tradedé at both wholesale and ?etail price levels. ~ 
Available through wholesale distributors only. 


Nationally Advertised. Big national advertising campaig 
full pages in color in the Saturday Evening Post and Collier’s; full pages 
in Time Magazine—spotlighting this revolutionary new shaver to millions 
of men, guiding them to your store to see its exclusive, fully-patented 
features—and to BUY! Displays and dealer helps to move more Collman 
58” Electric Shavers faster! 


Service. Backed by nationwide service plan. 


I 
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What it means to you: Now you can look a customer in the eye and truthfully say— 
THIS COLLMAN “58” WILL REALLY SHAVE YOU! @ New on the market, but the 
result of years of laboratory research, plus 7 years practical test-shaving by 3,000 men 
all over the country. © Exclusive, patented features will make it move faster and stay 

_ sold! Its amazing story is being told to millions through every known successful method 

me ee ee of promotion and merchandising helps. @ Contact your wholesaler for the Collman ‘‘58” 

nnn ay limited. 
a ~ ont 
HERE’S WHY: “nag 
. 58 DOUBLE COMBING TEETH— 
Most whiskers lie flat—the double set of comb- 
ing teeth comb whiskers “‘up”’ for cleaner shav- 
xclusive with the COLLMAN “‘58’’. 
s, 58 COMBING SLOTS— 
The combing slots keep whiskers ‘“up’’—and 
guide even the stubborn ones directly into the 
cutting slots. Exclusive with the COLLMAN 

. “?". 


58 CUTTING SLOTS— 


No escape for whiskers at this point! The stag- 
pered cutting slots prevent whiskers from slid- 
ing through and being missed by the cutter. 
Exclusive wit e COLLMAN “‘58’’. 


58 DOUBLE CUTTING TEETH— 


Two rows of surgical steel double cutting t 

provide a dual cutting action for every cutting 
slot. Whiskers are sheared off cleaner, faster and 

easier! Exclusive with the COLLMAN “58”. 
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“ Bringing an old axiom up to 


J / 
- 


CORY CORPORATION 


date—‘‘A short line is the 
straightest distance to volume 
sales and profits”’— CORY con- 
centrates tremend6us advertising 
and selling power on the short 
but complete line of models pic- 
tured here. The CORY policy sim- 
plifies inventories — assures con- 
tinued high profits. Profit month- 
after-month with America’s most 
popular line of glass coffee brewers! 


Sales and Display Offices: 
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Rebuilding 
Trade-Ins 
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ping. People are thinking it is a mat. 
ter of time until they get a new washer 
“ventually they will get it and we 
see the cycle starting back a; 
Dealers will have to accept trad 
and the short margins that prevail 
going to force them to get their n 

out of their trades. That means mor 
rebuilding. That is why we just put 
in a $10,000 stock of new wri 
rolls. We are confident they 
move.” : 

Ray Jones quit repairing was 
during the war and moved into t 
parts jobbing business. One of 
things that flabbergasts him 
number of repair shops that 
sprung up. Before the war there 
ten good repair shops in Denver (po; 
322,412). Today there are 102 
doing repair work on washers. As 
drive around town it looks as if ever 
block has some new appliance dealer 


Every Profit Angle Counts 


A man with a glass eye can see 
what is ahead, says Ray Jones. Ona 
$74 washer under the OPA the dealer 
makes $17. A $95 sale would give him 
about $30. There is no place for sales- 
men in the new plan of things. On 
bread and butter machines a dealer 
cannot demonstrate washers, he can 
scarcely follow up lists. He has got to 
get trade into his store cheaply and 
sell them. He has got to play every 
angle for profit and that means re- 
building his tradeins and selling them 
A lot of these 102 Denver repair shops 
are being pressed already for money. 
There is a tendency when the going 
is tough to gyp the customer. That 
merely means an early ‘out’ for the 
dealer as word gets around. 


Change in Set-up 


Ray thinks there is a swing av 
from the combination automobhil 
garage and washer repair shop wh 
sprung ‘up during the war. Aut 
mechanics took on washers becau 
they didn’t have enough to do. A 
get busy again with cars they are | 
ting the. washing machine end dr 
Washing machine manufacturers w 
try to load up their dealers with 
pair parts are also in for trouble, 
thinks. Where a dealer has no kna 
for repair work and does not belong 
the field, he is simply going to go « 
the back door and resell his parts 
cost to his jobber. 

Physically the Ray Jones Wash 
Machine Parts and Repair Compa 
occupy a space 30x150-ft. in size. 
has more than 12,000 parts in sto 
taking care of 5 makes of washers. S 
loaded is the building that Ray h 
it shored up with steel beams. Ray 
associates aside from Mrs. Elean 
Jones are Thomas Johnson, shippit 
clerk, Clarence Klingensmith, M1: 
Ethel Church, James Hanna and Au 
rey Hanna. Sixty percent of the bus 
ness is done by parcel post and 4 
percent of the parts go over the cour 
ter to dealers. The store sells to {i\ 
states. 
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EXTRA LARGE RECORD SPACE 


Roomy storage — holds 
over 100 records in albums. 


Another Bendix Radio First! A handsome 
compact radio-phonograph no larger than an 
ordinary chair but packed with solid design 
features which mean sales and profits! 
Look at these features : 

Storage space for 100 records in albums; 
brilliant radio and record performance; full- 
bodied tone; automatic record changer: hand- 
some walnut or mahogany cabinets: PLUS 


the efficient and unique space saving design! 


BUILD WITH BENDIX 
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FOR PRESTIGE » PROFIT - 


Bendix Radio Division, Bendix Aviation Corporation, Baltimore 4, Maryland 


i\ 
’ Og IGNED FOR MODERN LIVING 


Occupies no more room 


than an. ordinary chair. 





The Bendix Consolette is making an instant 


hit all over the country. This is typical of the 
merchandising foresight plus engineering know- 
how which makes Bendix Radio first in demand 
by radio buyers who want the “‘new and dif- 
ferent.” Every Bendix Radio from the smallest 
table model to the most luxurious combination 
with FM is built on the principle that extra 
features in the line mean extra profit for 


the dealer. 


PRODUCT OF 


PERMANENCE 





AVIATION CORPORATION 
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Huerkamp's Lighting Contributions 


Win Him Manufacturers’ 





E. C. HUERKAMP 


For the fourth time since its incep- 
tion in 1925, the James H. McGraw 
Awarded Manufacturers Medal was 
presented this year to an employe of 
the Westinghouse Electric Corp. Ed- 
ward C. Huerkamp, sales manager of 
the company’s lighting division, re- 
ceived the purse and medal at a lunch- 
eon in Atlantic City during the recent 
annual meeting of the National Elec- 
trical Manufacturers Association. 


Former Recipients 


The judges, headed by S. B. Wil- 
liams, editor of Electrical World, 
cited Mr. Huerkamp for his contribu- 
tion to the lighting equipment branch 
of the industry in organizing and di- 
fecting the first International Light- 
ing Exposition. 

The judges consisted of Clarence L. 
Collens, Reliance Electric & Engi- 
neering Co.; Frank C. Jones, Okonite 
Co.; Leonard Kebler, Ward Leonard 
Electric Co.; Frank Thornton, Jr., 
Westinghouse; and Mr. Williams. 

Previous Westinghouse recipients of 
the award were Samuel L. Nicholson, 
R. W. E. Moore, and John S. Tritle. 
In 1941 the medal was presented to 
Dwight G. Phelps, vice-president of 
the Colt’s Patent Fire Arms Mfg. Co. 


Citation 


The citation of Mr. Huerkamp 
follows : 


“CITATION—Seldom is a great 
tional program conceived in all its 
famifications by any one individual, 
yet if it is to be a success it must have 
the unselfish leadership and guidance 


Medal 


Praised for Aid To 
Lighting Exposition 
Among Other Services 


of someone with the initiative, enter- 
prise and inspiration which will com- 
mand the confidence of his fellow 


workers in the industry and thereby 
marshal their enthusiastic support 
In directing the first International 
Lighting Exposition this spring Ed- 
ward C. Huerkamp, sales manager of 
the lighting division of Westinghouse 
Electric Corporation, has rendered 
conspicuous service to the electrical 
industry and particularly to the manu- 
facturers of lighting equipment 


Other Services Noted 


Nor is this the only great service 
Mr. Huerkamp has rendered to his 
branch of the electrical manufacturing 
industry. He has been a leader in all 
its organized activities. Besides hav 
ing been first chairman of the reo: 
ganized Commercial and _ Industrial 
Lighting Equipment Section of NEMA 
he served on the Industry 
Committee of the War Productior 
Board for four separate and distinct 
committees, namely, Commercial and 
Industrial Lighting, Flood Lighting, 
Street and Highway Lighting and 
Airport Lighting Committees and cur- 
rently is a member of the OPA Light- 
ing Fixture Industry Advisory Com- 
mittee. At the same time, he is one 
of the directors of the Safety-Traffic 
Bureau of the Street and Highway 
Lighting Equipment Section oi 
NEMA, Chairman of the important 
Technical Committee of the RIM 
Standards Institute responsible for 
preparing its specifications and Chair- 
man of the new Public Relations Com- 
mittee of the Illuminating Engineer- 
ing Society. 


\dvisory 


Medal Awarded 


For his indefatigable efforts in be- 
half of the lighting equipment manu 
facturing industry, the Committee of 
Awards on recommendation of the 
judges present to Mr. Huerkamp the 
1946 Manufacturers Medal and Purse 
given under the James H. McGraw 
Award. 
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{McGraw Award Medalists Announced 


Wiring Standardization Work 
Brings Andrae Contractors’ Medal 


Cited for Efforts 
To Simplify Products 
In Contracting Field 


Recognition for his efforts to reduce 
waste through the advocacy of product 
simplification and to improve _ the 
standards of electrical wire and cabl 
while chairman of the codes and stand 
ards committee of the National Elec- 
rical Contractors Association came to 
George Andrae last month in the form 
4 the James H. McGraw Award Con- 
ractors Medal. Mr. Andrae, president 
it Herman Andrae Electrical Co., Mil 
vaukee, received the award from the 
ands of S. B. Williams, editor of 
l:lectrical World, at a banquet in 
\tlantic City. 

The award, first given in 1926 to 
louis K. Comstock of L. K. Comstock 
& Co., was given in 1941 to Robert W 
McChesney, executive vice-president 
of Harry Alexander, Inc., Washington, 
D. C. A series of four awards was 
established in 1924 by James H. Mc- 
Graw, founder of the McGraw-Hill 
Publishing Co., Inc., to encourage 
onstructive thinking for the advance- 
ment of the electrical industry. The 
awards, each consisting of a bronz 
medal and a purse of one hundred dol- 
lars, are given for personal contribu- 
tions of merit in the manufacturing, 
contracting and wholesaling branches 
of the industry and for cooperation 
within the industry. 


Citation 


The citation for Mr. Andrae reads 
in part as follows: “For many years 
George H. J. Andrae has striven to 
irouse electrical contractors and others 
to the need for higher industry stand- 
ards and for increased efficiency 
through reduction of waste and the 
elimination of needless product varia- 
tions and installation methods. 

“As the result of his untiring efforts 
in advocating fewer types and sizes of 
wiring materials the Division of Sim 
plified Practice of the National Bureau 
of Standards five years ago, after con- 
ferences within the industry, promul- 
gated recommendations for the simpli- 
fication of wire and cable sizes. A 
permanent standing committee was 





GEORGE ANDRAE 


created by the Bureau of Standards 
with Mr. Andrae as chairman to re- 
ceive and act upon suggestions for 
further simplification 

“As a member years of the Ele 
trical Committee of the National Fire 
Protection Association, representing 
the National Electrical Contractors 
Association, and as chairman of the 
NECA Codes and Standards Com 
mittee, Mr. Andrae has not only been 
of great service to the entire electrical 
industry by his study of various Na- 
tional Electrical Code problems and 
his assistance in arriving at reasonable 
and equitable Code decisions and in- 
terpretations, but he has stimulated 
through his writings, reports and 
speeches a wider appreciation by mem 
bers of his own profession of the un- 
derlying principles of the Code. His 
national Code activities were but an 
extension of his labors in his own 
state where for the past twenty years 
he has taken a leading role in the 
revision, modification and interpreta- 
tion of the Wisconsin Electrical Code. 

“For these contributions to the im- 
provement of his branch of the electri- 
cal industry made at the expense of 
great personal time and effort, the 
Committee of Awards on the recom- 
mendations of the judges has voted 
to Mr. Andrae the 1946 Electrical 
Contractors Medal and Purse given 
under the James H. McGraw Award.” 

The panel of judges who made the 
award included: Allan B. Coggeshall, 
Hatzel & Buehler, Inc.; Theodore H. 
Joseph, E-J Electric Installation Co. ; 
Louis Kalischer, Louis  Kalischer, 
Inc.; George H. McKee; and S. B. 
Williams. 
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Industry Cooperation Keynotes 
Rocky Mountain League Convention 


Problems of competition, labor, distributor-dealer relationships 


among topics discussed in thorough coverage of industry 
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CONGRATULATIONS: Luke Storey, re- 
tiring president of the Rocky Mountain 
league, greets his successor, J. B. French. 





t su ly eriod 

e take fixture deal 
contract al tilities t iin 
forces for the day when the 


market will be over. He stated 


loes not believe incandescent 

ting will be entirely supplanted, but 

t the tw ns wil pplemet in 

il ( H sa there are ct en 
ee an wrt ckets it 
America and with the st of tluores- 
ent about $10 per lamp, it would cost 
billion dollars for replacement 

} nC I Coatswortl EEI, urged 
companies to take full advat 


. 
¢ of the many training courses now 
to school sales forces for the 


ahead 


V iilable 
big load building job 


Labor Must Produce 


Productiveness of labor must keep 
pace with the tempo of other factors in 

ir economy, said F. F, McCammon, 
Public Service Co. of 
Colorado, or we are headed for 
ymic collapse. He warned management 
not to delegate labor 
iourth-level men if it hopes to maintain 


vice pre sident 


econ 


proble ms t 


satisfactory labor relations. Only top 
inagement Nit authority to make 
ecisions and to back them up should 
abc b ns He belie s 
it many ot the current abuses can 
cured by letting the men themselves 
lice some provisions of contracts 
Industry cooperation was brought 
into the theme of the program by 
round-table discussion under the 
eadership of Walter C. Heston, 
McGraw-Hill Publishing Co. Manu- 
acturer, distributor, contractor, dealer 


tility spokesmen testified to the 
it only by helping the contractor 
, 


the dealer to strengthen their 
and by manufacturers and 
tributors observing ethical policies 
tribution, Ca a Tal S$ Of tie 
istr eve 











i larger part of the consumer dollar 


R. H. Thatch, Westinghouse, St 
louis, said that manufacturers were 
facilities to produce 


doubling their 

1 warned that before 1947 
vas over we might find ourselves hav- 
ng to go out and sell motors instead 
of taking orders. 

B. K. Sweeney Jr., Sweeney Electric 
Co., Denver, said the only way to keep 
wresent channels of distribution 
for each branch of the industry to per- 
form its function most efficiently. Dis- 
tributors must keep costs down—and 
lealers and contractors must learn to 
lo an efficient job if 
chan 


ther short cuts in the 


motors ane 


Was 


to meet 
and 
listribution pic- 


they are 
store competition, Co-ops 


ture 


Hits “Opportunist Accounts” 


Herb Names, electrical dealer of 


those dealers 


Denver, said that who 





MEET THE TWAIN: Ward Harrison of 
G-E's Nela Park in Cleveland, Ohio, chats 
with John Loiseau of the Public Service 
Co. of Colorado during an interim in the 
convention proceedings. 


—_ 





offic es 


ing on their current problems wil! |x 


spend some time in tnem 
when the 
comes. In this chaotic period, he de 
clared, distributors should give more 
consideration before taking on Oj 
tunist accounts that may 
way and that dealers should likewis 
careful in their selection of dist 
tors. He asked distributor and m 
facturer representatives not to hide 
hind the old “iactory policy” stall 
Don’t alibi—either believe in it and 
substantiate the policy or work to have 
it changed, he said. “If we want a 
of the consumer’s dollar 
spend more time sellin 


the ones to survive 


come r 


bigger share 
we'd better 
new appliances than the ones the pub 


lic was going to buy anyway,” was hi 


conclusion 
Deoler-Utility Cooperation 


Roy G. Munroe. Public Service C 
of Colorado, speaking for the utilities 
pointed out that the power 
unlike 
that it must depend for expansion of 
its business upon increased sales per 
customer rather than upon 
tomers. It is because of this that tl 
power company is so vitally interest 
in load building. He traced the evolu- 
tion of utility merchandising, pointir 
ut that most utilities have shifted over 


company 
a merchantile establishment 


new cus 


to the dealer much of the load-building 
b, as they feel that the dealer has 
demonstrated that he is capable of 
indling it. He feels, however, that 
he dealer and the whole industry fare 
best under a policy where the utilit 
ontinues promotion and dealer aid or 
new appliances and on uses that have 
not as vet received full public accept 


ANICE 


Officers Elected 


were el te 

the ensuing year: president—J. B 
Black Hills Power & Light 
(o.; vice president for Wyoming—-W 
D. Johnson, Mountain States Power 
Co.; vice president for Colorado— 
Harold T. Rankin, Public Service Co 
of Colorado; vice president for New 
Mexico—E. T. Tengdin, Inland Utili 
ties Co., Kansas City; vice president 
it large—Harold L. Vaughn, Moun- 
tain States Machinery Co. ; treasurer— 
W. C. Stern and assistant treasurer 
Harry Adler, both of Arvada Electric 
Co., Denver. Ralph B. Hubbard was 
reappointed manager of the League 


The following officers 


French, 


THESE ARE THE LEADERS: The new officers of the Rocky Mountain Electrical League 


pose for their pictures at the recent convention in Estes Park. 


Left to right: Harry 


Adler, assistant treasurer; Harold T. Rankin, vice-president for Colorado; J. B. French 
president; E. T. Tengdin, vice-president for New Mexico; and W. D. Johnson, vice 


president for Wyoming. 


NOVEMBER |, 
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Earned More Acceptance i in) r Shorteg Time than 


@ Thousands of dealers have learned that the SMITHway Stoker 
packs more sales appeal, delivers more satisfied customers, than they 
ever thought was possible. 


Look at the reasons why: 


1 It's a Better Stoker! The SMITHway Stoker is the only 
stoker with 24 Exclusive Features. Postwar in design and 
construction, it sets a new standard for stokers. 


2 It's Nationally Advertised! Powerful, dominant SMITH- 
way Stoker advertisements are read by millions of prospec- 
tive Customers in such outstanding publications as THE 
SATURDAY EVENING POST, BETTER HOMES AND 
GARDENS, and AMERICAN HOME. Readers in every 
block of your city are reading about, hearing about and 
talking about the SMITHway Stoker. 


3 Your Profits Are Protected! Fewer replacement parts 
and fewer service calls save you money. The SMITHway) 
Stoker protects your profits for it is easy to sell, simple to 
service and convenient to own. 


No other Stoker has Packaged Uuit-Drive 


The Packaged Unit-Drive, another SMITHway Stoker exclusive, contains all of the 
power mechanism and can be quickly and easily replaced in less than four minutes 
using a common end-wrench and an ordinary 
pair of pliers. No fussing with odd parts, no 
heavy parts inventories. 

You could be making extra profits, right 
now, selling the SMITHway Stoker. Get 
full information by dropping a post card in 
the mail today. Say “I want full information 
on the profits to be had by selling the 
SMITHway Stoker.” 
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CROSLEY. Shelvador Refri erators - Ra 1 s Sinks . Radios 
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THE CROSLEY 
DEBUTANTE 








—S— ; 
AAm CROSLEY Designed especially for smaller 
a DUETTE homes and apartments, the Debu 
tante occuptes no more floor 
he r sleek ] space than a dining room chair. 
t ‘ ¢ ur W Compactly engineered, it is avail- 
tvl h it ht at home atop the able in smartly styled mahogany or walnut cabinet 
l-talsle 1) t et the slim, compact 363, high, 25” wide, 14! 5” deep. Crosley FM: Float- 
itv fool vou; the DLUETTI turdy—has power ing Jewel® Tone System; Fast, Jam-proof Automatic 
ore, Plast mahogany cabinet, trimmed in regal Record Changer; Continuous Tone Control. 
| | o-ed Lan Antenna Slide Rule Dial; 
{ ' ‘ yee { ! 


THE CROSLEY 


THE CROSLEY 





MINUETTE PLAYTIME 
“ t styl \ real combination... 
! ls with eleetronie ad a table  radio-phono- 
by it ’ er i- ft ntee enthu t demand for | graph that tops the field in entertainment values. Has 
. eye tl tor ‘ermanent Magnet Speaker and Beam exclusive Crosley Floating Jewel* Tone System; two 
Power Output ure erb tone quality as well as complete bands for broadcast or overseas reception; 
Float cle werlul, recepti Ivory istic model has handsome walnut veneer cabinet, 844” high, 1544” wide, 
I ( et e. Available also in brown plastic 117%” deep. Enclosed Loop Antenna; 2-Position Tone 
ny or w it et. Enclosed Antenna; Automatic Control. 
" ‘ per t tv ¢ tro 


efricerators * Home Freezer, YY Radios * Radio Phonographs 
tchen Sinks and Cabinets * Ranges z z FM * Television * Short Wave * Radar 
aundry Equipment Home of WLW, ‘The Nation's Station’’ 


THE CROSLEY CORPORATION, CINCINNATI, OHIO 
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| ASKED ABOUT REFRIGERATORS— 
HE ANSWERED WITH DOUBLE-TALK! 


Imagine ...a refrigerator with double the front-row 
storage space for foods of all sizes and shapes! I 
didn’t have to imagine it... because when I told “that 
man” | was itchin’ to furnish my kitchen, he marched 
me up to a gleaming white streamlined refrigerator. 
He opened it wide, and / said, “Ah!” For there was 
the Shelvador}, the biggest boon to kitcheneering 
since the can-opener was invented, 

My gracious, it’s spacious! What’s more, there’s 
the over-size freezer, the hermetically-sealed Electro- 
saver unit and... well, the too-many-to-mention im- 
provements I had been hoping to find in postwar home 
refrigeration. What really gets me, though, is this 
exclusive time-and-trouble saver, this extra storage 
space, this... well, this Shelvador?. 


te 








TO HIS SUBJECT! 


7, nges- 


belt-high broiler, and four fast surface cooking | 


“Do we have ranges?”...he queried. “Ab-so- units, including the deep-well cooker on electric 
lute-ly. And Crosley has shown the same be- models. And, of course, there’s the one-piece 
kind-to-women attitude here as in refrigerators. core construction, the extra-thick insulation, the 
“Believe it or not, here’s one line of ranges ... well, everything you’d expect in ranges de- 
designed primarily, basically, solely for better signed to please particular women.” 
cooking. Every non-essential gimcrack is out. “Well done,” I told him. “I’m a pretty cool 
Every feature that contributes to cooking is in. customer ordinarily ... but I certainly warm up 
You have a choice of three models, either gas to a range that’s as dutiful as it is beautiful.” 


e 4 
vy 


.. AFTER HE SHOWED ME THE SINK 
A sink? You think that’s hardly some- 
thing to get excited about? Well let me 
tell you...a woman doesn’t have to peel 





a 


Does it fit into that dream home she has been planning so 
long...does it offer practical work-a-day advantages that 
are soooo important...is it a well-rounded line which 
simplifies your selling? 


~—“"/ DOES YOUR LINE 
FOR A WOMAN? 


line, a woman’s line, and a retailer’s line. So if you’re a Crosley dealer, there’s plenty 
to be enthusiastic about when a gal like me walks in to talk to a guy like you about 
a line like Crosley’s. You have advantages to demonstrate, all along the line. 


That’s the Crosley line, all right. A name line, a feature 


If you aren’t a Crosley dealer... well, why not check up on your line? Believe 

me, the days when-we’d-take-anything-to-get-something are soon to be ancient history. 
We'll be playing hard-to-get ... unless, of course, you have that certain extra some- 
thing we're always looking for. Think it over, will you? 


Refrigerators * Home Freezers Radios * Radio Phonographs 
Kitchen Sinks and Cabinets + Ranges FM * Television * Short Wave * Radar 
Laundry Equipment Home of WLW, “The Notion’s Station” 


THE CROSLEY CORPORATION, CINCINNATI, OHIO 
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CROSLEY 


SHELVADOR+ 


tReg. U. S. Pot. Off 


AL / me mone p ( HE REALLY WARMED UP | Sees 





many Idahoes before she’s sick and tired ...a handy garbage-container sink ...a 
of conventional “water and waste” sinks. companion-cabinet sink! 
Ah, but the Crosley Servisink ... what Really, if you men never put in long 
a grand ‘n’ glorious difference! hours at a Simon-Legree sink... and 
You know what those nice people have you haven’t!...you can’t appreciate 
done? They've made a trim, stream- what a wonderful feeling it is to plan 
lined porcelain beauty of a sink...a a Crosley Servisink right into your 
practical, lot-of-space-for-utensils sink very own kitchen. It’s positively sinker- 
...a you-can-sit-down-to-work-at-it-sink vating. that’s what it is! 
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1946 Appliance and Radio 
Shipments to Date Listed 


CPA and Bureau of Census Figures Released 


Curs rent releases from the Bureau of 1946 since January Ist. The figure 

he Census and the Office of Civilian are reported to represent substantial! 
Susdaoian reveal the following quan- complete coverage of the appliance 
tities of electrical appliances sold in and radio industry. 





BROILERS HOTPLATES 

{i a a. ee 147,299 
Jan. 1946... witokis 106,579 Feb. 1946..... Ae ne 160,20 
Feb. 1946.... - 96,164 Mar. 1946....... — 179,093 
Mar. 1946... af ae a ne 181.118 
Apr. 1946... 70,504 May 1946.......... 134,717 
May 1946 63,189 June 1946...... _ 177,963 
June 1946.... 80,478 July 1946....... meee 125,668 
July 1946.. 56,596 

—_—— 7 Mos. 1946...... ; 1,106 064 
7 Mos. 1946.. 570,903 


IRONS, AUTOMATIC (including 


Steam) 
COFFEE MAKERS & URNS . 
(Glass and Metal) lan. Peer 268, 184 
Feb. 1946.... 272.216 
lan. 1946.. , 80,985 Mar. 1946... 370,893 
Feb. 1946.... 59,828 Apr. 1946.... 360,168 
Mar. 1946 71,566 May 1946... 301.454 
Apr. 1946 66,084 June 1946... 431.008 
May 1946 91,106 July 1946.......... 446.954 
2 @ SPEED June 1946..... 121,546 bs 
July 1946 . 94743 7 Mos 194...... 2 450,877 
CONTROL _ | | 
i, M 16 585.858 


IRONS, NON-AUTOMATIC 

















Jan. 1946.... 44.185 
FANS, INCLUDING AIR Feb. 1946 y (5.898 
CIRCULATORS Mar. 1946.... aren $1,480 
pr. 1946 eo vs ; 109.812 
Jan. 1946 ‘ ; 84,764 3 . 8 aa 637 
Feb. 1946 M2261 4 cea ' 126,511 
Mar. 1946 mnt fo ae ep 
Apr. 1946 219.008 ° "9 men ae 
May 1946 251.794 > Mos. 1946....... | 7 
June 1946 261,031 
July 194 224.851 
Scie MIXERS (FOOD) & JUICE 
7 Mos. 1916.. 1.338.561 EXTRACTORS 
Jan, 1946....... 77,83 
Feb. 1946.... 78,261 
HEATERS, AIR (Convector) Mar. 1946. af 87.442 
Jan. 1946 : i 56,929 \pr. 1946... ‘ 73,744 
Feb. 1946... ; 48,826 May 1946... 35.090) 
Mar. 1946... AMR S 48.697 June 1946. ste es 82.419 
Apr 1946.... 81.425 July 1946... - 86,39 
May 1946 62,457 . 
awed 1946... 73.168 a ee | eee 541,188 
July 1946... 73,6091 
. — RADIO RECEIVERS 
7 Mos. 1946 1 145,193 a 
ee 550,000 
Feb. 1946........... 750,000 
HEATERS, AIR (Radiant) Mar. 1946........... 1,000,000 
\pr. 1946.... ves 1,000,000 
Sold gnly through reliable distributors and dealers .. . Jan. 1946... ; 185,315 May 1946 oor 1,185,000 
. Feb. 1946.. 118,707 June 1946 ewan 1,378,000 
and if, you're one of them you're set to meet all compe- Mar. 1946 126,440 July 1946............ 1,330,000 
a \pr. 1946. 131,914 Aug. 1946............ 1,700,000 
tition. \You’re on a team with more than 35 years of May 1946 85,312 
lune 1946 : 65,145 S Mos. 1946... ..ccceee 8 893,000 
experiéice in building championship vacuum cleaning July 1946 52,661 
aie RANGES 
- Mos. 194 765 46 
equipmett. Backed by a modern sales and national ad- ¢ Mos. I9¢ owe (Standard & Apartment House) 
vertisin rogram you're sure to score — BIG. Get the Jan. 1946..... sees 25,000 
HEATING PADS AND BLANKETS Feb. 1946...... 20,000 
facts N about Cadillac cylinder type and motor- lan. 1946. ies a 92 738 — la ye 
; om 946 "7 Apr. 1946.... parece 31, 
driven-brv$h models. vem FNG.. ee ee 1085.. 31,000 
Mar. 1946... ere 207,865 
Apr. 1946 288 287 June 1946.. ai 46,000 
+ sa 1946. , ie Ree ab ations 285,233 NY a ot aici 57,000 
a L % mM Be T s M £ | eee ee ; 283,176 Aug. 1946...... oe 66,000 
G . eo e ee 268,299 8 Mos. 1946 ; 309.000 
6666 S. NARRAGANSETT AVE. CHICAGO 38, ILL. ~~ ee eee betes 299; 
f MO8, FOGG. ciccciwccins 1,816,027 (Continued on page 104) 
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THE BLACKSTONE AUTOMATIC WASHER 
offers 2D to 55% 


Greater Drying Efficiency { 


































@ There is a vast difference in the drying 
efficiency of Automatic Washers which employ 
spinning action or centrifugal force for moist- 
ure extraction. Efficiency, or degree of dryness 
obtained, depends directly upon peripheral 
speed (RPM x CIRCUMFERENCE) of the rotat- 


ing tub. Blackstone’s large, 20-inch diameter 











tub. rotating at a high speed of 550 RPM, pro- 
duces a peripheral speed of better than half a 
mile per minute. Result...some washables leave 
the Blackstone “ironing dry”— average clothes 
have only 65 to 75 percent moisture content 
, remaining. Conventional wringers leave approx- 
imately 100 percent moisture content after ex- 
traction. Some automatic washers do not damp- 
dry nearly as efficiently as the average wringer, 
but the Blackstone gives 25-35% better results. 
Compare Blackstone’s drying efficiency with any 
other automatic washer and judge for yourself. 


BLACKSTONE CORPORATION 


Jamestown, N. Y. 






'_<= \ | 


—_—am 


MYL, NH WRINGER WASHERS « PORTABLE IRONRS » CABINET 
j 7 IRONERS + AUTOMATIC WASHERS » AUTOMATIC DRYERS 


AND THE BLACKSTONE (ZoveGcaat cou LAUNDRY 








tom 
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PEOPLE WHO THINK AHEAD 


Keud Colds 


In every community, there are leaders in 
thought and action who set the pace for their 
neighbors. Week after week, they keep up with 
the world through Collier’s. They take pride in 
their homes and families, they follow the styles 
and changing trends and they naturally like 
the new, progressive things. Best of all, these 
community pace-setters are financially sound 
and in that ‘‘age of acquirement”’ when they 
buy steadily and intelligently. There is no 
more responsive market in the world and 
Collier’s advertisers share a direct and pro- 
ductive influence built up through years of 


leadership in the weekly family magazine field. 


MILESTONES IN MAGAZINE HISTORY 


The first. women’s fashion article in the 
weekly field appeared in a Fall 1929 issue 
of Collier’s. It discussed the new trend 
to tweeds. 
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ADVERTISERS WHO THINK AHEAD 


Uae lollies 


Collier’s advertisers make friends and influence 
customers. And they do it with a minimum of 
waste circulation. Collier’s army of readers 
feel that the products featured in ‘‘the maga- 
zine that thinks ahead’”’ are their kind of 
products, made to satisfy the needs of their 
kind of people. That, in essence, is the mean- 
ing of the term selective market. Pictures 
and sales messages about home furnishings, 
foods, toiletries, luxury items, fashions—in 
fact, every type of consumer goods advertised 
in Collier’s finds an attentive and prosperous 
audience of millions who are anxious to have the 


best. Collier’s makes customers with every issue. 














A cu of coffee 1946 Appliance and Radio Shipments (Cont. 


REFRIGERATORS TOASTERS, NON-AUTOMATIC 
(Electric & Gas) 194 55.230 
an. o 99,601 


ne . lan. 1946 wa ' 123,000 Feb. 1946.. . . ¥ 107,570 . 
i , = LE eT OEE 67,000 Mar. 1946.... mee 133,426 ff 


Mar. 1946............ -. ~~ 98.000-« Apr. 1946................ 188.952 


. $ 

. Apr. 1946 . 143,000 May 1946..... veseeeee 150,302 
* ss, ’ may 19%6.......4<. 196,000 June 1946.. 198,764 
F % ‘ June 1946......... ,; 210,000 July 1946...... ; — 142,542 
x | j hom July 1946 dee 220,000 - se 
i \ug. 1946.... ‘ie 218,000 7 Mos. 1946.. ira 94679 


) 





~egh 











| 8S Mos. 1946........cc00. 1,275,000 VACUUM CLEANERS 
| (Standard & Hand) | 
SEWING MACHINES lan. 194 , | 
(Electric, Hand & Foot Treadle) =~ C * 120,000 
P Feb. 1946.... 128,00) 














lan. 1946 12.000 Mar. 1946 : : 162,000 
Feb, 194¢ 13,000 Apr. 1946 aa 174,000 
| Mar. 194 : 28.000 May 1946 166,000 
\pr. 194¢ ee 28,000 June 1946.. ; 180,000 
| May 1946 31,000 July 1946 197,000 

*eeereeeee#es eseeeeneeeseeee June 1044 27,000 \ug. 1946 - 218.00 

July 194¢ 35.000 ——__—_— 
Aug. 194¢ 29.000 S BOOM, TOU ib vbecwcsseox 1,345 0 
Vos. 194 as 13 000 


WASHING MACHINES 


(Electric & Gas Engine) 
TOASTERS, AUTOMATIC 








lan. 1946 om w 171,004 
Jan. 1946.. 28,887 Feb. 1946... 90,000 
Feb. 194 66,931 Mar. 1946... 111,000 
Mar. 194 72,889 Apr. 1946... 177,900 
Apr. 1946 72.051 May 1946.. 185.000 
May 194¢ J, 53,023 June 1946.. 194,00) 
Tune 194¢ ‘ 106,120 luly 194¢ 187,001 
Tuly 194¢ <0 65,405 \ug. 1946 212,00 

Vos. 104 Ks U6 j 

OPA Revises Interpretation dealers other allied merchandise to sel 


lhe dishwasher operates entirely « 
normal household water pressure, and 
ontrolled by three levers, which 


j of Crawford Amendments 
From this water heater, why not? Its 


tank—mirror-smooth and sparkling blue 





listributers of refrigerators and ri : “gf 
; = a l raise and lower the dish tray 
glass-fused-to-steel—is sanitary as a clean laps of sewing machines who will ae F as 
| wi “Ss ates 2) control the flow of hot wate 
glass coffee-maker. ive the e-war markups restored = eg sy alae peaarathee 
g 1 1 ' ’ > ~ (hPealt) Uile hat 
them by OPA can thank Rep. Fred 
rawford of Michigan for turning the 
eat on the price agency and forcing it 
; evise its interpretation of the Craw " 
/ d amendments to the Price Control Scheduled Meetings 
Law NATL. FARM ELECTRIFICATION 
In an effort to provide a compen- CONFERENCE 
itory bonus for auto and appliance Chicago, Ill. 
WATER HEATER lealers 0 took a wartime beating, November 7-8 
iwiord inserted a provision re- George Kable, Chairman, 155 East 
Fresh coffee bas been served from a Permaglas Water Heater just to uring Foca’ de pre-war WwW oa 44th St, New York City 
: . “ . ” ile and retal discounts on goods 
demonstrate how it supplies clean hot water ... “packaged-in-glass es a eet tec HE os a HOUSEWARES SHOW 
l { ) > Sa ac 7 rr > 


Auditorium, Atlantic City, N. J. 

January 5-10 

Flo English, Managing Director, Hotel 
Pennsylvania, New York City 


. «+ pure as the source itself. luring the war; (2) have not yet got 


vack to and held pre-war production 


No matter what kind of water goes into it, the Permaglas tank . ee , 
rates tor six months; and (3) consti- 


CANNOT rust or corrode. It puts an end to tank rust that ruins tute the principal business of their dis- 





clean laundry, corrosion dirt that discolors the bath. tributors AMERICAN WASHER & IRONER 
Crawiord forced OPA to abandon —as 
its contention that condition (3) ruled — 
There’s Only ONE “‘Permaglas’’— A Great Aid to Sales out everyone but auto dealers. But | 7enuery ® 
hopeful appliance dealers got a fresh 7TH INT. HEATING AND VEN- 
; : ; dinunnetniens m the OP. : TILATING EXPOSITION 
Its rust-free service, its modern design, its convenient features, and ae penne pinay th , rs = Lakeside Hall, Cleveland, Ohio 
its dependable, trouble-free performance give it the most dramatic pointed out that except for refrieer- January 27-31 
sales story in the appliance business. ators, nearly all major appliances are Charles F. Roth, Manager 
now ahead of pre-war a 
Find out about it today. Ask the A. O. Smith office nearest you 7 — a ag 
for “The Inside Story of Permaglas.” Municipal Auditorium, San Antonio, 
Texas 
2 Kaiser-Frazer to Make February 9-12 
Motorless Dishwasher Committee, 2200 Alamo Natl. Bldg., 
a San Antonio 
Announcer t has bee ( 
: Ih ; " unce ment sas een me le by NATIONAL HOUSEWARES SHOW 
Joseph W. Frazer, president of ; P : 
2 C Kaiser-Frazer, that his firm will Convention Hall, Putedeiphia, Pe. 
cS) ~ handle distr ibution of a low-cost Agel Sh—tiay 2 
: cy ae lic di th Be gs . Nat. Housewares Mfrs. Assn., 1402 
e a ee ee oe we Merchandise Mart. Chicago 54, Ill. 
co re Por da *# st oOo rm iandled by 4,200 dealers. It is claimed 





Electrical Merchandising publishes free 


| that after initial automobile demand in this column announcements of meet- | 





r - " | has been satish -d, the auto dealer will ings, conventions or exhibitions of interest 
NEW YORK 17 * ATLANTA 3 * CHICAGO 4 + HOUSTON 2 + SEATTLE 1 ~sontagy-aeragicr valley” Pra sella to the electrical home appliance industry. | 
< pre nformation shou e@ addresse ‘° e | 

LOS ANGELES 14 * INTERNATIONAL DIVISION: MILWAUKEE 1 cars Kaiser-Frazer intends to try to News Editor, Electrical Merchandising, 

Licensee in Canada: JOHN INGLIS CO., LIMITED | offset seasonal slack periods by giving a a a | 
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Yes, music!—with the sensational new Edwards Door Knocker Chime. It packs 


a powerful sales punch! Here’s a weatherproof knocker of bright solid brass that blends 
with any style of architecture. When a customer lifts it up, a merry two-note chime 
rings out. It’s really musical! And the Edwards Door Knocker Chime is utterly differ- 


ent from ANY OTHER door chime! 


Amazingly easy to install! It’s non-electric—no wires, push buttons or bat- 
teries. What’s more, anyone can put it up in a jiffy! Simply drill one hole (no template 
needed) and fasten chime. 

An Edwards extra! Women are delighted with the beveled. hand-pol- 
ished mirror that goes on the back side of the door, covering the com- 
pact chime mechanism. They like to take that last peek in the mirror 
before they open the door. 

Tone precision! Its superb, smart design and full, rich tone have made 
a tremendous hit with dealers and customers alike. Like all Edwards Chimes. the Door 
Knocker Chime is tested for perfect accuracy on the Sonoscope, an amazing electronic 


“detective.” exclusively Edwards. 


complete sales help for you! Every chime comes packaged in a smart display 
carton. You also get newspaper mats, consumer folders and an operating display board 
for your counter. Ask your electrical jobber about the Edwards Non-Electrie Door 
Knocker Chime! 


The ue KDWARDS 


Hoo Knocker Chime 


EDWARDS and COMPANY + NORWALK, CONN. 
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Edwards Door Knocker Chime 
(non-electric) 
Retails at $6.95 


Also Famous 
Edwards 
Electrical Chimes 





Empress Eugenie, Retails $7.75 





Major. . . Retails $4.95 
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The Nickel-Chromium 
Resistor Wire 
That First Made 
Electrical Heating 


Practical! 


lean, cool, quick, convenient! Just a brief description of some of the 

advantages offered by modern electric ranges. And ranges. . . like 
all other appliances based on the use of electrical heat .. . owe their 
very origin to the discovery of CHROMEL. 


CHROMEL, as you know, is the Nickel-Chromium resistor wire that 
first made electrical heating practical. It has, over the past 40 years, 
established an unequalled reputation for giving dependably good service 


over its long, useful life. NICKEL CHROMIUM 


You, as a dealer, can bank on that CHROMEL reputation . . . you can WIRE 
count on quality in CHROMEL-equipped appliances. Remember, if 
they're made with CHROMEL, they’re made to sell . . . and stay sold to 
your satisfied customers! TRADEMARK REG. U.S. PAT. OFF. 


HOSKINS MANUFACTURING COMPANY © Detroit 8, Michigan 


Bele) Gate) 


IN THESE 
PRODUCTS 
You 
SELL 
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Schreyers Regain 
Steam-O-Matic Rights 


Milton and Edward Schreyer, origi- 
nators of the Petipoint and Steam-O- 
Matic electric irons, have regained 
control of their manufacture after a 
two year hiatus during which the irons 
were produced by Titeflex Corp. 
Newark, N. J., metal hose concern 
and controller of the Waverly Tool 
Co. in Sandusky, Ohio, where the 
irons are actually fabricated. 

rhe brothers had founded the com 
pany in Milwaukee in 1938 and the 
irons were made for them under con- 
tract until the outbreak of the war. 
In 1944 Titeflex, purchased the busi- 
ness under a licensing agreement. 

Milton Schreyer, the merchandising 
partner, is president of the new com- 





M. SCHREYER 


pany, now Waverly Products, Inc., 
and Edward Schreyer, inventive and 
productive half of the team, is treas- 
urer. E. A. Robertson is first vice- 





E. SCHREYER 


president in charge of production and 
George K. Licht is vice-president and 
manager of the Sandusky plant. 
George Pfouts has been appointed 
assistant to the president and Charles 
Brody is secretary. 

Manufacture of the irons will be 
continued in Sandusky while sales 
headquarters, currently located in the 
Titeflex offices, will be opened in New 
York City. 

According to the Schrevers, no 
change is planned in basic distribution 
policy, but production, already at the 
highest level in history, will be stead- 
ily increased and merchandising activi- 
ties will be intensified. An enlarged 
advertising schedule beginning in 1947 
will be handled by Hicks & Greist 
Advertising Agency and will include 
trade paper advertising and full pages 
in the Saturday Evening Post. 

Also controlled by the Schreyers: 
Prima Products, Inc., national distrib- 
utor of “Aquella,” a waterproofing 
compound; Edmilton Corp., manufac- 
turer of “Florette,” a handbag per- 
fume dispenser. 
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AME PRICE. -- nearly double the electric enerSy of fa- 
mous pre-wat “Eveready” flashlight batteries - - _ big full- 
page announcement campaign i” color running this month in 
LIFE, SATURDAY EVENING Post, COUNTRY GENTLEMAN, AMER- 


icAN, and dozens of other top-rank magazines - - - millions 


eager to buy —that's the meat of this great new “Eveready” 
battery story- 
, And that's the reason you should get your order in now — 


TODAY — if you havent already stocked these powerful 
new cells. 

Shipments are pouring out — there’s plenty for everyone. 
And there's no change in price—either to you or the public! 


That's the kind of a deal everyone's been waiting for! Get an _— 
E ENERGY 
1941 


93% MOR 





order in—get 4 share of this NEW business! 










Nearly twice the electric energy --° 






The registered trade-mark “Eveready” distinguishes products of almost two times longer life of 


NATIONAL CARBON COMPANY, INC. 


3() East 42nd Street, New York 17, Ww. ¥. 


Unit of Union Carbide and ¢ arbon Corporation 










bright, white light than even fa- 








mous pre-war “Eveready” batteries 








...at no extra cost. That's today’s 








high-ener&y “Eveready” battery. as 








proved by the “Light Industrial 
Flashlight” test devised by the 











American Standards Association. 





High Energy Means Brighter Light, Longer Life 
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Every time I have to refer to some of my old ledgers, I see the 


names of customer after customer who have bought from me a 


ee nagee (me 


dozen or more different Westinghouse appliances. Whether they 
started with a small item like an electric iron, or a big ticket 
major like a refrigerator, that first purchase made them a friend of 


Westinghouse, and a customer of mine, for keeps. 





So, apart from the good will I get by hanging my shingle 
7 alongside the well-known Westinghouse trademark, I know the 
Full Line Franchise pays off at the cash register. In other words, 


one Westinghouse appliance helps sell another, and each additional 


sale is duck soup. 


WESTINGHOUSE ELECTRIC CORPORATION ~- Appliance Division, Mansfield, Ohio 


Plants in 25 cities - Offices everywhere 











Guew house till 


MAKER OF 30 MILLION ELECTRIC HOME APPLIANCES 








Tune in Ted Malone, Monday, Wednesday, Friday, 11:45 A. M., E. S. T., American Broadcasting Company Network. 


2e ojo 
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HAMMERS AT FARM WIRING: Insisting that a drop in the prices of farm prod- 
nh ucts may hold back a rural desire to get farm homes wired, Robert P, White, division 





manager, Arkansas Power & Light Co., Little Rock, declared that his company is 
hammering away hard to get as many farms wired now as possible. The sale of appli- 
ances can follow on a piecemeal basis, he adds, but if the wiring is not in, country 
people may not be willing to make a lump investment when the price of cotton is 
going down. Arkansas Power & Light Co. does not merchandise, merely cooperates 


Displayed at 

W. & J. Sloane, 

t Beverly Hills, 

ag California 





ai and promotes. Since the utlity does not pay for wiring for ranges, it has found the 
Rad most successful method of getting them in is to quote a flat rate for range wiring. 


It’s authentically designed... It's table-size... It’s electric 


Public acceptance of the Sheffield Grandson Clock has 
been overwhelming. In a few short months it has he- 
come the most talked of clock in America. 

And no wonder... for the Grandson combines an- 
tique beauty with modern time-keeping accuracy. The 
cabinet is handmade throughout of solid mahogany 
in a design inspired by a rare old English grandfather 
model. The clock is powered by a famous synchronous 
electric movement that assures years of ac curacy and 
a trouble-free life. 

First in a long line of models, the Grandson is pro- 
duced by the Sheffield Instrument Corporation. Dur- 
ing the war, Sheffield was one of the largest suppliers 
to the Army and Navy of electric, high-precision fre- 
quency meters. 


For full information write to Dept. EM-11. 


Specifications 


Height, 2145” width 7h” depth 334° Solid mahogany cabinet. 
Two doors with brass handles and hinges, permit easy accessi- 


bility to pe ndulum and fac e. Face is antique white with dark letter- 


ing and gold scroll work. Synchronous electric movement requires 


50 or 60 « ycles 110 volt alternating current 


Shettield 


INSTRUMENT CORPORATION 


3907 SAN FERNANDO ROAD>+GLENDALE 4, CALIFORNIA 





EEI Farm Electrification Policy 
Calls for Cooperation with REA 


The attitude of the electric power 
industry toward farm electrification 
was revealed recently by the Edison 
Electric Institute in a statement of 
policy released by Grover C. Neff, 
president. The statement set forth the 
practices which the Institute believes 
will most effectively promote exten- 
sion of power lines to unserved farms 
and calls for the cooperation of all 
agencies interested in increasing the 
value of electric service to the farmer. 

EEI explained its interest in the 
matter of rural electrification with the 
statement that electric operating com- 
panies serve at retail about 60 percent 
of the connected farms and supply at 
wholesale a large share of the power 
ised by the remaining 40 percent. 


Statement of Policy 


The statement affirms, in brief, that 

“it is the policy of the Edison Electric 
} 

Institute, working through its mem- 


Promote rapid and efficient extension 
of electric lines to farms not now con- 
nected, and increase the number of users 
of service along existing lines; 

Foster cooperation between officials of 
operating companies and rural coopera- 
tives, for better understanding of ques- 
tions arising when two distribution sys- 
tems operate in adjacent territory; 

Encourage building of each line exten- 
sion by the company, REA cooperative 
or other agency in position to build the 
extension most economically; 

Advocate connections between lines of 
companies and cooperatives, so that ade- 
quate wholesale power may be purchased 
by cooperatives at fair prices; thus 
making indefensible the use of federal 
money by REA and other governmental 
agencies to build generating plants or 
major transmission lines which duplicate 
existing systems; 


Seeks Rapid Line 
Building, New Users 


Join in supporting research work, pref- 
erably through agricultural colleges and 
experiment stations, to develop and adapt 
equipment for farm operations; co- 
operate with manufacturers in making 
such equipment available; participate in 
bringing to farmers, through agencies such 
as the Agricultural Extension Service, 
factual information of such equipment; 
and promote research to improve rural 
power service, and to increase the use- 
fulness of electricity to the farmer. 


In releasing the statement of policy, 
Grover C. Neff, president of the In- 
stitute, said that about 4,100,000 farms, 
or three-quarters of all those occupied, 
are now either connected to power 
lines, or within one-quarter of a mile 
from such lines. Five-eighths of all 
farmers are taking electric service. 
Electric companies expect to connect 
about 600,000 additional farms in the 
three years, 1946 to 1948. Coopera- 
tives are expected to connect another 
600,000 and other agencies, about 
40,000 farms during this period 


Research Under Way 


With the completion of the task of 
building rural extensions thus in sight 
by 1948, a major objective of the elec- 
tric companies, says the Institute, is to 
get electric power efficiently applied to 
as many farm jobs as possible, and thus 
increase its value to the farmer. The 
companies are already working with 
state universities and farm organiza- 
tions on numerous research projects, 
and with other groups in the electrical 
industry to find increasingly efficient 
ways of applying power to farm oper- 
ations. 
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tHE onty ELECTRIC IF YOU THINK the Samson TEMPO-FLEX Table Range is just 


another electric “hot plate’’, take a look at its big black dial— 
T A & L . 2 A aa G E symbol of thermostatic heat control. A simple turn of this dial 
gives hairline graduations of burner heat. . . from 200 to 600 de- 
grees ... made possible by an automatic thermostat that also 
THAT OFFERS... serves to hold the heat at the temperature selected. Only Samson 
@2> THERMOSTATIC HEAT TEMPO-FLEX has this revolutionary feature! 
“stim Look, too, at the full-size cast iron grids whose embedded 
a SELECTION BY DEGREES Steel-Rock elements mean quicker heating and longer life . . . an- 
other Samson “first”. Then note that the two-unit TEMPO-FLEX, 






TEMPERATURES AUTOMATICALLY with both units in use, draws the maximum allowable home 

MAINTAINED WITH HAIRLINE circuit wattage. 

ACCURACY Finally, look at the flowing lines and gleaming finish that 
leave no room for dirt . . . a functional beauty in keeping with 
TEMPO-FLEX speed, economy and flexibility. Small wonder that 





7 STEEL-ROCK ELEMENTS this exclusive Samson appliance is in demand by housewives 









© EMBEDDED IN CAST IRON GRIDS for table and kitchen use .. . and by modern eating establish- 
ments for standby heating! 
et. N N IN FEATURES THAT SELL: Unique Degree-Dial Temperature Control + Steel-Rock Heat Unit, quick-heating, 
eT tm * QUALITY AND STYLING EQUAL long-lasting + Enclosed Thermostat * One-piece Steel Body with baked-on white enamel finish * Black 
=~ TO THE FINEST FLOOR TYPE Plastic Feet and Dials * Cast iron Grids, with 1000-Watt High Speed Burner on RIGHT, 650-Watt Medium 
Speed Burner on LEFT * Approved Cord and Plug + 110-120 Volts, A.C. SINGLE-BURNER Model, 
ELECTRIC RANGES with 1000-Watt unit, has the same quality features as the Two-Burner Model. 


ePatentedee Patent applied for a 


SAMSON UNITED CORPORATION, ROCHESTER 10, N.Y. 


Samson United of Canada, Limited, Toronto 
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Britain's New Appliances 





ROCKET TO DREAMLAND: uThe bed of the future, as shown in Great Britain's 
recent “Britain Can Make It" exhibition in London, is this streamlined, air conditioned, 
electrically heated, and thermostatically controlled snore projectile. Designer F. C. 
Ashford claims that it requires no daily making, little laundering. 





RIDING THE RANGE: A visitor to the London exhibit peers curiously at one of the 
gadgets on this mammoth electric range. The oven has a heat resisting sliding 


door, transparent to permit visual observation of the cooking. 
| ustable-automatic ELECTRIC IRON 
WITH THERMOSCOPE 


With thermoscope means... that this iron has a 
temperature-indicating device that shows on its dial the 
operating temperatures of the sole plate. These tem 


peratures are shown in fabric graduations .. . Rayon, 


Silk, Wool, Cotton and Linen. 

\djustable-automatic means... that the iron has 
a thermostat, adjustable through fingertip control on 
top for any ironing temperature and that the chosen 


temperature is maintained constant by the thermostat. 





AMERICAN ELECTRICAL HEATER COMPANY 


MISS MUFFETT AND THE TELE-SPIDER: This new television receiver which was 
| 
DETROIT 2, MICHIGAN displayed at the “Britain Can Make It" exhibition in London, resembles a spider on 
tubular legs. 





318-M 
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without an arrow. Likewise appliance 

men can only hit the bull's eye selling frozen 

food lockers if at the same time they make frozen foods avail- 
able to their customers. 


Refrigeration Corporation of America transforms this sound, 
logical thinking into a practical, profitable merchandising plan 
that provides you, the appliance man, with a complete quality 
line of home and farm FROZEN FOOD LOCKERS and with the 
necessary quality equipment to open a modern, streamlined 
Frozen Food Department in your store. 


With a Frozen Food Department 

you widen the scope of a profit- 

able, pre-sold market and capitalize on the 

. ' , , og: on 
ever-increasing demand for frozen foods and home and farm : Waele 
lockers. Your customers who buy frozen foods are your best z a ia Phe - 
4 

od : “ 


prospects for FRIGID-FREEZE home and farm lockers, and your 


ven th TD Cedi cl eo 


customers who buy FRIGID-FREEZE food lockers are your best : Sarel 


prospective customers for frozen foods. 


Refrigeration Corporation of America completes your profit 
picture, offers your customers precious time-saving convenience 
and establishes your store as headquarters for FRIGID-FREEZE 
lockers and frozen foods. 


BE SURE TO FIND OUT MORE ABOUT THE VALUABLE 
FRIGID-FREEZE FRANCHISE. DO IT NOW — DON'T WAIT! 


EQUIPMENT 


S AMER\ xg 


PIONEERS IN LOW TEMPERATURE + DESIGNING + ENGINEERING * MANUFACTURING * CONSTRUCTION 


REFRIGERATION CORPORATION of AMERICA 


EXECUTIVE SALES OFFICES * 55 WEST 13th STREET, NEW YORK 11, N. Y. NOMA 


ELECTRIC 
* FACTORIES—PERTH AMBOY, NEW JERSEY cg 
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UPS-A-DAISY: 
4 SURFACE UNITS—OR 

3 SURFACE UNITS, PLUS 
DEEPWELL KOOKALL— 

ALL ON THE SAME RANGE! 





Shown for the first time at the July Furni- 
ture Market in Chicago, UPS-A-DAISY, 
exclusive feature of the Gibson Kookall 
Electric Range, proved the sensation of 
the show. Dealers from all parts of the 
country paid tribute to UPS-A-DAISY 
as the outstanding range innovation of the 
day . . . designed to insure quick sales, 
high profits. 


OTHER SALES ACTION FEATURES 


Gibson’s Kookall Range incorporates 
many other features that spell sales action. 
Completely automatic, turns itself off and 
on. Banquet-size oven and waist-high 
broiler catch every woman’s eye. Greater 
operating economy . uses stored up 
heat. All this, plus UPS-A-DAISY, Gib- 
on's utility feature that captivates ever 
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HOME FREEZER 


Vertical construction eliminates 
“deep-diving” for frozen foods. Five 
wall-to-wall unobstructed lockers. 
Smart design to match Freez’r Shelf 
Refrigerator helps dealers to two- 
unit sales. Occupies minimum of 
space. 


FREEZ’R 
SHELF REFRIGERATOR 


Also replete with more of the fea- 
tures that mean quick sales. Sepa- 
rate Freez’r Locker for frozen food 
storage. Moist Chiller keeps salads 
and other delicate foods fresh and 
crisp longer. Unobstructed shelves 
for clear-across accessibility. Differ- 








West Penn Shows Where 
Appliance Dollar Goes 


How much of each dollar spent fo 
appliances in the first seven months o 
1946 went for particular items wa 
graphically shown for the territory 
covered by the West Penn Power Co 
in Contact for September. 

The chart, here redrawn to keep it 
legible in a smaller size, shows that 
25.6 percent of each dollar spent for 
appliances during the seven mont! 
period was used to buy domestic re- 
frigerators. Freezers, still new to th« 


RONERS - 2.0 %-—-, WATER HEATERS | 6% 
misc. 20%----— \ WATER PUMPS 
2.5% 


| RANGES 5.3%—-3—\ & 











LIGHTING \ 

19.4 % CONVENTIONAL 
WASHERS \ 

29 


“ones aT 
UU es FREEZERS 
2.0% 


market, earned 2 percent of each 
dollar. Water heaters accounted for 
1.6 percent of each dollar although the 
supply of heaters is limited. None of 
the figures, West Penn Points out, 
would apply to dealers’ sales in normal 
times, since the problem of obtaining 
appliances to sell is bigger than the 
problem of selling them. 

Radios accounted for 15.9 percent; 
lighting, including fluorescent and in 
candescent fixtures, but no bulbs, 19.4 
percent; cleaners, 4.8 percent; con- 
ventional washers, 12.9 percent; auto- 
matic washers, 6 percent; water 
pumps, 2.5 percent; ranges, 5.3 per- 
cent; miscellaneous, 2 percent. The 
miscellaneous classification included 
stokers, dishwashers, garbage dispos- 
ers, food mixers, roasters, room cool- 
ers, clothes driers, and_ electric 
blankets. 





Blanket Biz Buzzing 


James E. McCarthy, national 
sales manager for General Electric 
automatic blankets recently re- 
turned from a trip through the 
West and Southwest where he 
visited numerous retail stores and 
reported, “With practically no ex- 
ceptions I was informed that auto- 
matic blankets are the fastest turn- 
over item in the blanket department. 
From my own inspection of a large 
number of stores I think it is safe 
to say that automatic blankets have 
proved themselves an ideal item to 
display in that they are new, differ- 
ent and dramatic.” 

Commenting on the widespread 
consumer acceptance which is 
greeting the blankets, Mr. McCar- 
thy said, “Another interesting fact 
in connection with the merchandis- 
ing of automatic blankets is that 
they are being displayed and sold 
not only in the blanket departments, 
but also in the electrical appliance 
departments of retail outlets. In 
fact, the competition and the rivalry 
between these two departments is 
keen in many stores—to the ulti- 
mate benefit of the automatic 
blanket.” 
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NATIONAL 
: NOW! Dreslo COOKERS 


REG. U.S. PAT. OFF. 


FOR SAFE’ CANNING AS WELL AS HI-SPEED COOKING 


os Now, the justly famous PRESTO Cookers are more 


than ever before— “America’s Best Kitchen Help- 
ers.” For with the new exclusive Indicator-W eight — 











PRESTO Cookers may be used for safe canning as 
well as hi-speed cooking. 


N E W } _ . *The U. S. Department of Agriculture recom- 

bd E xc | usive mends pressure canning as the ONLY safe 

° ° method for processing non-acid foods. 
Indicator-Weight! seh nieiaiiagipe 
dearly indicates 5, 10 and 15 pounds pres- sane giant factories, matting to full capacity, 
sure for canning and cooking foods, assuring night and day, are producing thousands of 


best results. PRESTO Cookers every day. Shipments are being 


No jiggling . . . No listening . . . No loss constantly increased. 
of food juices due to escaping steam. 











Only Prsld cooxers have the 
famous HOMEC Seal 


SS 3 











Dreslo 


1. To form the seal... 2. The handles are 

the cover is placed brought together, 

COOKER on the Cooker. making a pressure- 
(Model ‘40') tight seal. 


CAST from special extra- 
durable finest quality 
Simalloy. Holds 3 pint 
jors for canning. 





Destle cooxite.:. 


THE GREATEST NAME IN PRESSURE COOKING AND CANNING 
Over and over again in her favorite magazines 
. in dominating newspapers . . . the American 
homemaker sees and reads colorful, attractive, 
sales-impelling PRESTO COOKER advertisements. 

Vy plo Millions of messages call attention, again and 


again, to the cooking wonders which a PRESTO 





COOKER 
(Model ‘60") performs ... help make PRESTO COOKERS the 
PRESSED from finest most talked about, most wanted home appliance 
quality extra-heavy in the nation . . . help YOU sell! 
aluminum. Holds 4 pint 
jars for canning. Dealers are urged to take fullest advantage of 


the national advertising for PRESTO COOKERS. 
Store and window display materials, literature for 


distribution and complete newspaper mats are 
MADE BY THE WORLD'S LARGEST MANUFACTURERS 


i F request. 
OF PRESSURE COOKERS AND CANNERS available FREE on req 





Copyright 1946 N.P.C.Co, 


NATIONAL PRESSURE COOKER COMPANY 
GENERAL OFFICES AND FACTORY: EAU CLAIRE, WIS. 


Branch Factories: Menomonie, Wis.; Los Angeles, Calif.; Wallaceburg, Ont., Canada 
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Large New Profits! Fast Repeat Sales! 










IT’S IN THE BAG 


Suery HOUSEHOLD NEEDS 


SEVERAL SETS OF 


Zipper Bags 








Here are the hottest retail items in years — 
trim, neatly tailored, crystal-clear Plasticoid 
Zipper Bags for every household use. Made 
of genuine Plasticoid — with Nylon stitched 
plastic bound edges—will not crack or peel— 
grease-proof, moisture-proof, age-proof for 
complete protection and lasting satisfaction. 


Clarvan Zipper Bags are in a class by them- 
selves — a practical necessity in every home, 
to preserve foods, prevent spoilage, protect 
freshness in addition to hundreds of general 
utility uses. Housewives demand the superior 
, design and construction, the extra features 
that are exclusively yours in Clarvan Zipper 
Bags. 
Attractively priced for volume sales, Clarvan 
Bags yield a substantial profit — develop a 
steady flow of repeat business all year 
‘round. Order your supply today . . . and 
start extra profits rolling your way. 


CLARVANn 


co RPORATION 





































| Westinghouse Takes Over 
| ___ IMMEDIATE DELIVERY — USE THIS CONVENIENT ORDER BLANK. a ee ee ee 
Stock up now for the Big Selling Season ahead! a beep gr Beem Bhol 
: aie , ' cently turned over ne stin; 
Clarvan Corporation, 712 W. Michigan St., Milwaukee 1, Wis. Siaiske Cote, Gen Sab Oo eae of Oe 
Ship: Te: largest plants built for war production, 
Jumbo Refrigerator Bags - the former Curtiss-Wright Corp. Buf- 
| doz. @ $11.64 doz. Name falo, N. Y., plant, in a ceremony em- 
cases @ $10.68 doz. Add phasizing the transition from war to 
2 doz. per case ress ete ; saeaee a, 
Refrigerator Bags — (set of 3) Ci through manufacture of electrical 
ity... Bowe : " ak : : 
doz. sets @ $15.48 doz. sets | equipment. The key wa accepted by 
cases @ $14.28 d State | Leon R. Ludwig, manager of the West- 
© den ont — ol | inghouse Motor Division, which is 
; oving to Buffalo from East Pitts- 
NO CASH REQUIRED — You will be billed through our local distributor at the above prices. Ay — , 
burgh, Penna. 
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Grocers Adding 
Small Appliances 


Taking a cue from the drug stor: 
chains, independent grocers are plan 
ning on adding new items to thei 
shelves. High on the list of commodi 
ties Soon to appear in their stocks ar« 
film, quick frozen vegetables, ice 
cream, small electrical appliances and 
electrical extension cords. 

In a study recently made by the Na- 
tional Association of Retail Grocers 
and the Saturday Evening Post, 1,261 
independent grocers were queried as 
to their present stocks and what they 
plan to sell in the future. Some 699 
owners’ replies netted the following 
information : 

Of all stores 13.6 percent now handle 
film while 22.4 plan to add this item; 
47 percent sell quick frozen vegetables 
and 21.5 percent will add this line; 
46.7 percent sell ice cream and 13.2 
percent plan to sell it: 12.8 offer their 
customers small electrical appliances 
and 12.5 percent will add that line; 
and 223 sell electrical extension 
cords, while 10.4 percent plan to add 
that item. 

\mong stores covered by the study 
those in cities of 25,000 or more popu 
lation did a 1945 volume of $60,000 
000 and of this total, neighborhood 
stores accounted for 62.7 percent 
stores in outlying shopping areas 22.9 
and central business district stores, 
14.4 percent. 


Display Material Wasted 


Much window display material sup 
plied to grocers by manufacturers is 
unused, and the study notes that car: 
must be given to this material if its 
use is to be increased. Of the average 
material now received, only 33.6 per 
cent is used. The rare users are most 
frequently found among high volume 
stores. Local advertising is employed 
by 67.8% of the grocers queried, and 
of these 68.4 use newspapers, 32 per- 
‘ent printed circulars and 9 percent 
adio. High volume stores make the 
most use of radio, with only 18.5% of 
those using newspaper ads also using 
radio. Thursday and Friday are con- 
sidered the best days to advertise. 

In considering factors most im- 
ortant in selecting brands to promote 
growers list high turnover, net profit 
national advertising and appeal to best 
customers. Turnover and good na- 
tional advertising are the two most 
frequently mentioned by owners of 
stores doing $100,000 or more business. 

Of all stores, 43% are members of 
buying cooperatives. 

Extensive remodeling is contem- 
plated by 67.7 percent of the store 
owners, seeking more floor space to 
take better care of present and future 
customers, and better display of 
present and future lines. 
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It is 
Ford 


clear 
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REGISTRATIONS SHOW IT—OPERATORS KNOW IT! 


“FORD TRUCKS ~ 
LAST LONGER 


ai 









Ford Tonner, 122-inch wheelbase, 
with a standard Ford body—t/i 
8-foot Open Express. 


One big reason— 
FORD ENGINES STAND UP! 


Ford Truck engines—either the famous 100-H.P. V-8 or the extra-thrifty 
90-H.P. Six—are world-famous for endurance in severe service. Here are 
some reasons why: They’re of time-proved L-head type, quiet, simple, 
efficient—hardened valve seat inserts resist pounding and pitting— 
precision-set valves need no adjusting—valve springs are shot-peened 
and rust-proofed for long life—Ford alloy cast steel crankshafts are 
balanced and counterbalanced for enduring smoothness—Flightlight 
aluminum alloy 4-ring pistons maintain good compression, save oil. 
Full pressure lubrication, with positive, large-capacity oil pumps, 
plus effective crankcase ventilation, scientifically correct cooling and 


efficient oil- and air-filtering, all prolong Ford engine life. 


~ E> —__—______ 


: There are more than fifty such long-life features 1928 are still in service—why more than half of all Ford 











throughout Ford Truck engines and chassis. NO Trucks on the job are at least nine years old! 
OTHER TRUCKS BRING YOU ALL THESE The best way to get a new Ford Truck is to get your 
IMPORTANT PLUS VALUES AT ANY PRICE. order in. See your Ford Dealer now. 


It is extra worth such as Ford alone offers that makes 
Ford Trucks Last Longer. This extra value tells you AG, 1 'j {1} } ("4 tT by KS 
clearly why 7 out of 11 of all Ford Trucks registered since 


MORE FORD TRUCKS IN USE TODAY THAN ANY OTHER MAKE 
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Soon there will be 
a TIME-SAVER 


in most kitchens ! 








For good profits, quick sales and satisfied cus- 
tomers . . . show and sell the TIME-SAVER .. . 
NOW NATIONALLY ADVERTISED! We're 
helping you create sales with consumer ad- 
vertising in leading NATIONAL WOMEN'S 
MAGAZINES . . . with many participations 
on outstanding Nation-wide RADIO programs 
(millions of more listeners know of the TIME- 
SAVER) . . . with attractive newspaper mats 
... and other sales stimulating activities. Get 
on the TIME-SAVER band wagon . . . and 
ride with this successful product. 


IME-SAVER FEATURES 


3-way pressure gauge 5-10-15 Ibs. 
Precision-cast of virgin aluminum alloy 
Aluminum cooking grid 

Highly polished surface 

Easy to operate. No gadgets. 

Guarantee certificate and 24 page cooking 
time-table booklet with each cooker. 


Packed individually 6 to 
o carton, weight 37 Ibs 


PP NEWSPAPER MATS AVAILABLE 


eeeeeenrt 








4 QT. SIZE 








Moanutactured by 


TRAUBEE PRODUCTS, Inc. 


924 BERGEN STREET, BROOKLYN 16, N.Y 
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SHE'LL REST IN PEACE: With a General Electric radio clock to awaken her, and 


an electric blanket to keep her warm, the young lady is about to take her ease 


without qualms. 











1,200 Hail Arrival of Video at 
National Television Conference 


Producers Display 
Post-War Receivers 


National Television 
Conference and Exhibition which ran 
for two days last month in New 
York’s Waldorf-Astoria was hailed 
by most of the 1,200 attending industry 
representatives and guests as evidence 
that television has finally arrived. In- 
lications that this optimism may be 
justified were the obvious desire of 
the Television Broadcasters Associa- 
tion to go ahead at once with expan- 
sion and production and the displays 
ot television receivers which were 
staged by General Electric, RCA, 
Philco, DuMont, Sonora, and Farns- 
worth, 

Among the speakers at the first day 
of the convention was Frank Mans- 
field, research director for Sylvania 
Electric Products, who predicted that 
$1 billion worth of receivers may be 
in consumers’ homes by 1950. Other 
speakers include Dan Halpin, Televi- 
sion sales manager for RCA Victor, 
vho surveyed “Job Opportunities in 
Television,” and James D. McLean, 
G-E electronics division, who dis 


The second 


ussed present and future television 
equipment. Thomas F. Joyce, Ray- 
mond Rosen & Co., acted as moderator 
for a discussion of television receivers 


Criticizes Receivers 


William H. Howard, vice-president 
ind publicity director of Macy's New 
York store, criticized present tele- 
vision receiver cabinet styles and day- 
time test pattern programs which 
make it impossible to demonstrate re- 
ceivers to prospective customers. 
“How are you going to sell any sets,” 
he asked, “if people can’t see what 
television is going to look like?” Some 
sets, he added, look like “water-fall- 
front juke boxes . . . a combination of 
an instrument panel off a DC 4 and 
the juke machine at Joe’s Joint.” 
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Paramount among the discussions 
was a warning by Edgar Koback, 
president of the Mutual Broadcasting 
System, that the past error of over- 
selling television to the public must 
not be repeated. He also called for a 
diversion to the productions of better 
programs of some of the millions of 
dollars heretofore poured into tech 
nical improvements. It is the pro 
grams, he declared, that not only 
“will sell sets but also keep them 
sold.” He sharply criticized adver- 
tising and publicity which had led 
the public to expect post-war tele- 
vision sets of good quality for prices 
between $100 and $150, when actually 
“many prices are now in the thou 
sands.” 

Discussions on the second day of the 
conference included a speech by Ernest 
Vogel, vice-president in charge of 
sales of the Farnsworth-Television & 
Radio Corp., on television as a public 
service. Emphasis was laid on the 
problem of servicing receivers by a 
group discussion panel. Some repre 
sentatives expressed a fear that the 
training of repair and service men may 
not keep pace with production and 
sales. 


Camfield Incorporates 


The Camfield Manufacturing Co. 
of Grand Haven, Mich., formerly 
operated as a partnership, has been 
incorporated. All of the partners have 
become stockholders and the control 
and continuity of the management has 
remained the same. Officers are: presi- 
dent, R. W. Camfield; vice-president 
in charge of manufacturing, R. H 
Lillyblad; vice-president in charge of 
purchasing, P. D. Higgins; vice-presi- 
dent in charge of sales, E. L. Taylor; 
secretary-treasurer, L. V. Meyering 
Camfield makes an automatic toaster. 
the Fluor-O-Shield, household serving 
trays, and a line of laminated wood 
products. 
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How to make the records you need 
... easier... simpler... faster! 


A. Marginally punched Standard Register forms 
can't slip. 





B. Pin-wheel feed means extra speed, extra car- 
bons, perfect alignment. 





C. Locked-in copies provide extra protection, 
. positive control. 





Appliance Dealers 
GET THESE SPECIAL BENEFITS 





All records clear, legible, at one writing. Copies for 
customer, office, delivery and locked-in audit records. 
No copying errors. Foolproof check against lost records. 
Fixed responsibility, including delivery receipt. No con- 
fusion on terms of sale, payment, or delivery instruc- 
tions. Complete legal contract and copies with one 


customer signature. 
THE 
STANDARD REGISTER 
COMPANY 


Manufacturers of Registers and Forms 
for ALL Business and Industry 


DAYTON 1, OHIO 





« CUSTOMERS | 
CUSTOMER LISTS 






Write for FREE folder! Discover how Standard’s 
Form-Flow Registers and specially designed 
continuous forms give you more complete records 

with less writing, less work! 


Every retailer, wholesaler. distributor in every line of 
business faces one of today’s biggest problems. You 
need more accurate and better written records. You 
must have them to conform to government regulations, 
to file tax returns. You need them to control inventory, 
insure protection of cash, merchandise and customer 
good will. Thousands of firms have already discovered 
how Standard Register’s exclusive pre-tested systems and 
Form-Flow Registers turn paperwork into working 
papers. Mail the coupon, today ... find out how Stand- 
ard Registers help you write more accurate, more useful 














records ... easier, simpler, faster. 
oO ° 
¢ The STANDARD REGISTER Company é 

Dept. 1311, Dayton 1, Ohio 
° Please send me Free Standard Register Business _ 
° Digest which tells me how | can write better records ° 
° in my business . . . easier... simpler. . . faster! o 
° NAME ° 
r?) COMPANY ° 
° STREET. ° 
Oo city ZONE STATE o 
o 1?) 


Pacific Coast: Sunset McKee-Standard Register Sales Co., Oakland 6, Calif. Canada: R. L. Crain Ltd., Ottawa. London: W. H. Smith & Son, Ltd. 
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Spoehrer Scores CPA 
Housing Order 


The new CPA policy ot channelin 
From AUTOMATIC ROASTERS to QUICK TOASTERS pig iron and iron castings away fro: 
refrigerator manufacturers for use i 
= the production of bathtubs for vet 
erans’ homes was sharply criticized ré 
cently by H. F. Spoehrer, president « 
| the Refrigeration Equipment .Manu 
facturers Association, who said that 
refrigeration production had in man 
cases been either slowed or stopped 
as a result of the policy. 
The CPA directive, No. 13, a 
| amended to Order M-21, restricts th: 
/ use of pig iron and iron castings t 
manutacturers of bathtubs, soil pij 
and other products for veterans’ 
homes, Mr. Spoehrer said. As a re 
sult, he continued, “our industry car 


not produce even domestic refrigera 


SELL MORE QUALITY ELECTRICAL APPLIANCES 





tors ” 


—when equipped with 


Shutdown Threatened 


In a wire to the association's 100 


ad * 
| members, Mr. Spoehrer said, “Thi 
| | | directive, if allowed to stand, will r 
sult in shutdowns in all industric 


using gray iron or malleable castings 


HEATING ELEMENTS Condensing unit manufacturers 


ind fittings producers, motor manu 
facturers and others will be compelled 
Waffle trons or Electric lrons—your customers want to shut down, thus affecting our entir: 
quality electrical appliances capable of dependable a8 a 
-Ooinciden with the message 


performance and long service. And, as a progressive (sini Wiles dation aitiniin of ta 
retailer with an eye to future sales you'll want to sietina ai Wilks. thie te ea eras 
sell electrical appliances that stay sold. veterans’ homes—and that’s that. 1 
efrigeration industry has been deemed 
i part of the building industry in al! 
considerations so far. No one seems t 


You'll sell more customers that stay sold and re- 
duce servicing complaints to a minimum—when you 


feature appliances equipped with NICHROME heat- onsider that veterans’ homes also ne« 
ing elements. For NICHROME delivers abundant refrigeration, and that the enti 
heat for a lifetime of economical and trouble-free pr gay steep a 
operation. For more than 35 years it has been the ree Sy PPP eagpioces m 
standard of quality in electrical heat and corro- iia? ss | 
sion resisting alloys—the hallmark of enduring Pointing out that many manufactur 
quality and time-tested performance. ers of refrigerators had slowed pr 
Let the LONG LIFE selling features of ceache, 7 aie - rel eee Bue 
NICHROME heating elements help you sell lown would cause a complete lack of 
more electrical appliances that stay sold! new domestic and commercial refriger 
When ordering your appliances insist on tion equipment and repair parts 


NICHROME heating elements. Most manu- 
facturers who build durable appliances al- 
ready use them. But remember, although 


: 2 Cl tat Co. Buys 
there are several excellent nickel chromium en a oe 





combinations—there is only one NICHROME Kurman Electronics 

and eace Clarostat Manufacturing Cor 
trooklyn, N. Y., has acquired tl 
ntire outstanding stock of Kurma 


Electronics Corp., Long Island Cit 

N. Y., manufacturer of relays, timins 

otors, and self-starting clocks. It 
vill operate as a wholly-owned sul 
sidiary of Clarostat with its own engi 
neering and production personne! 
New officers of Kurman Electronic: 
Nichrome ire: Victor Mucher, president; Georg: 
Mucher, executive vice-president; 
Nathan Kurman, vice-president in 
charge of research; William Muche 
treasurer ; and Charles H. Burnell, sec 
retary 


is made only by 


Farm Employment Increases 


Some 11,111,000 persons were en 
ployed on farms on September :. 





1946, according to the U. S. Depart 
This number was 2 percent larger 
than a year earlier. With this liberal 
vere thus able to work tewer hours 

HARRISON NEW JERSEY per day than the previous year, even 


. . 
a] 4 AAA > : : . Re: wheel 
Dy \NWA, - | La } 75S ment of Agriculture’s recent report 
y ~~. ? 

C 0 ; \] PA N j supply of labor available, farm op- 
erators, their families and hired hands 
BRANCHES Chicago ro Lo ngele e San Francisco with a record volume of crops being 

produced and harvested 
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MODEL F-2000 


@ It is still true, despite current inflationary tendencies, 
that you get what you pay for. Quality never 

comes cheap. Shrewd buyers, from housewives 

to purchasing agents, have always known 

that value received is the genuine standard 

of choice. Measured by this sensible yardstick, 
WHITING HOME FREEZERS return a 

greater degree of satisfaction, reliability and long-life 
service for every dollar invested. Make sure 


the freezer you sell bears ‘‘the new 


GREAT NAME” in home freezers—WHITING ! 





Spacious 11 cu. ft. capacity of 





opprox. 385 ibs. Powered by a 4 hp. 
removable “Packaged Power" sealed 
unit. Heavily insulated with 

4.5" Fiberglass. Thermostatically 
conbolled to maintain rero temperature) 


















MODEL F-1000 





Convenient 4'> cu. f. capacity of 





opprox. 165 lbs. Powered by a '% hp. 
seoled ‘Packaged Power" removable 
unit. Insulated with 4°'-5"’ Fiberglass. 


Thermostatic control maintains 














constant zero temperature. Extra large 

















or odditional cooling devices. 





For “Cold Facts” on a hot sales opportunity . . 
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FIRST NATIONAL BANK BUILDING, CHICAGO 3, ILLINOIS 
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«=< moon LIGHT BIE WAS 
BATTERY : 


- MADISON, WISCONSIN > 











HED BY RAY-O-VAC COMPANY 





 PUBLIS 


YOUR PROFIT ON 
RAY-O-VAC. 


LEAKPROOFS 
INCREASED 812“ 


e retail sales 


QUICK AS A FLASH: Here is the 

first commercial application of electronic 

cooking, the Radarange, pride of Ray- 

| theon Mfg. Co. The sandwich size model 

| shown here will cook you a frankfurter 
in ten seconds, hot gingerbread in 29 
seconds, or a hamburger in a little over 
half a minute—all with the help of radar. 
Frozen foods, Raytheon says, can be 
cooked directly, since they are thawed 
out almost instantly. 






















Radarange Offers New 
Electronic Cooking 


A new electronic type of cooking 
device—the Raytheon Radarange— 
was demonstrated in New York City 
recently, by Raytheon Mfg. Co., 
Waltham, Mass. Grilled frankfurters 
on rolls were cooked in eight to 10 
seconds; hamburgers and_ cheese- 
burgers in 35 seconds; and frozen 
foods were cooked without first de- 
frosting in two models—a sandwich 
model for restaurant use, and a model 
designed for use aboard airplanes. 
This new cooking device operates on 
a principle of radar somewhat similar 
to diathermy, which applies soothing, 
| pentrating heat internally. In the new 
range the magnetron tube—the heart 
of all radar—gives high efficiency 
on frequencies never before used and 
>... on which radio energy could be con- 
trolled in much the same fashion as 
» light, without losing its property of 
penetration. The Radarange consists 
of a power supply, a magnetron unit 
and an applicator or “horn” through 
which energy from the tube is beamed 
and concentrated into the food. This 
horn is situated so that food may be 
placed in an open “oven” directly 
beneath it. Two push-buttons and a 
timer automatically shut unit off 
| when the food is cooked. All that is 
required is to set the timer for the 
desired cooking time and push a 


With OPA approval, th ye 
a - 
price of Ray-O-Vac Leakproo 4 





light Batteries has been increase . 
11¢ per cell. This means 3/10¢ “— 
ditional profit on every battery the 
dealer sells. Here is quality far be- 


d the price because of Ray-O- 
ruction, 





yon 
Vac's sealed-in-steel construct! 
the absolute guarantee against 
damage to flashlight, and the fact 
that Ray-O-Vac Leakproofs stay 
fresh for the time when light is 
needed. Ray-O-Vac's hard-hitting 
advertising campaign continues In 
a wide list of publications. Custo- 


mers are urged to 


“BUY SPARES—THEY 5 TAY FRESH !” 


button. At the expiration of the pre- 
set time the unit shuts off and the 
food is ready for serving. 

Raytheon’s Radarange will be of- 
fered in a variety of sizes and models 
to meet many applications. Require- 
ments for a home range with the same 
kind of power supply and radar tube 
used in larger models are being studied 
by Raytheon engineers. 


Du Mont Gets Permit 


or oka BS A LITTLE i Ceh’a- | for Television Station 


A permit for construction of the 
| first television station in the nation’s 
WwW capital has been granted by the Fed- 

¢ ) R T a A L @) T M @) be f { eral Communications Commission to 
e Allen B. Du Mont Laboratories, Inc. 

The 5kw. station will have the call 

letters WTTG, in honor of Dr. 

Thomas T. Goldsmith, Du Mont’s 
| director of research and engineering. 
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HE BEST SALES STORY IS THE EASY ONE 








lady. Most people 

to get a new washer 

anybody bothering 

ks. And we cao under- 

stand why some dealers hate to take the time 

today what with slow deliveries and plenty of 
prospects: 


But with Easy it’s different—for several reasons: 


1. Easy has been in business for 69 years 
and expects to be the partner of Easy dealers 
for a lot more years. 


2. Every properly-demonstrated sale these 
days, with interest in washers at a all-time 
high, will convert 4 flock of friends and neigh- 
bors into future Spindrier buyers. 


3. Easy gives you all the sales helps you need 
for a quick, dramatic demonstration that will 
make every Spindrier stay sold! 


4. Easy is easy to demonstrate- It’s easy tO 
see why the Spindrier’s two tubs wash more 
clothes faster! 
the Spindrier “know-how” and 
idea working— 
and whe ition comes, you'll be way 
out in front! Easy Washing Machine Corpor® 
tion, Syracuse, New York. 





WASHES MORE CLOTHES FASTER 


—— 
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The Handi-Cube Tray model 
illustrated combines striking 
beauty with sensational perform- 
ance. Tray lifter is optional. 


Pastel-tinted or transparent plastic 
grid partitions add both eye-catch- 
ing beauty and functional utility to 
the Inland Handi-Cube Tray. 

The striking new plastic grid 
delivers ice cubes with revolution- 
ary ease, and a touch of the tray 
lifter instantly loosens the tray from 
the freezing compartment. 


For complete details and prices write to— 


The newly designed actuating 
mechanism is strong and rugged 
for permanent ice releasing service. 
A trip of its lever releases any quan- 
tity of ice cubes, instantly — full 
sized and dry. 

Sensationally new in every impor- 
tant detail of eye-appeal and per- 
formance, Inland’s Handi-Cube 
Tray is designed to sell faster be- 
cause it serves better. 


INLAND MANUFACTURING DIVISION, General Motors Corporation, Dayton, Obio 


NOVEMBER 


FIRST FOR VIDEO IN CHICAGO: 
When Commonwealth Edison Co.'s ad- 
vertising agency and Balaban & Katz 
signed a contract at Station WBKB, the 
firm became the first purchaser of tele- 
vision time in the Chicago area. Signing 
is George B. Bogart, vice-president of 
J. R. Pershall Co., Edison's ad agency. 
Standing are John Balaban, secretary- 
treasurer of Balaban & Katz; Adrien B. 
Rodner, Edison's television official; and 
Captain Bill Eddy, director of WBKB. 


Conference Will Study 
Farm Use of Electricity 


The theme of the first National 
Farm Electrification Conference will 
be a study of the problem of making 
electricity as useful on the farm as 
it is in industry, officials announced 
recently Scheduled for November 
7 and 8 at the Sherman Hotel in 
Chicago, the meetings will bring to 
gether leaders in agriculture and edu- 
cation and industrial organizations 
including the National Electrical Re- 
tailers Association, National Electri- 
cal Contractors, NEWA, and the 
American Washer and Ironer Asso 
ciation. 

Discussions of the conference will 
center around electrification interests 
of national farmers’ organizations, 
electrical uses in the farm home, 
in service electrification training of 
agricultural workers, research manu- 
facturer participation in farm electri- 
fication, adequate wiring, distributing, 
selling, installing and financing farm 
electrical equipment, what electricity 
means to the farm wife, and others. 

Officers of the conference include: 
George Kable, editor of Electricity on 
the Farm Magazine, chairman; Tru- 
man Hienton, U. S. Department of 
Agriculture, vice-chairman; Roy God- 
ley, rural service manager of the EEI, 
secretary ; and Karl Gorham, business 
manager of Electricity on the Farm 
Magazine, treasurer. 


Lear Leases Space 
from General Motors 


An additional 68,000 square feet of 
floor space has been leased by Lear, 
Inc., in the General Motors Diesel 
Equipment plant in Grand Rapids, 
Mich., William P. Lear, disclosed re- 
cently. The space, which brings Lear’s 
total manufacturing area to 286,000 
square feet, will be used for the con- 
struction of variable capacitors and 
other radio component parts which 
Lear is now making in the Manu- 
facturers Building and a smaller plant 
on Buchanan Ave. Mr. Lear said 
that about 650 table model radios a 
day are being produced in the Manu- 
facturers Building. 
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Get these colorful displays 


to help you sell MORE 
RCA Radio Batteries 












aye , 
age & oF ad 
Pa 
% 
ne; 


O HELP YOU PROFIT more from RCA 

Preferred Type Radio Batteries and in- 
crease your store traffic, RCA has designed 
this attention-compelling group of sales aids 
for counter and window display. Each sells 
RCA Radio Batteries . . 
mind your customers when fresh batteries 


. each serves to re- 


are needed. 


Remember—your customers naturally 
look to RCA for the best in radio products. 


Be 


Flashlight Portable A's Portable B's Portable AB's 


TUBE DEPARTMENT 





HARRISON, HM. J. 
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That’s why it’s important to let them know 
you have RCA Preferred Type Radio Bat- 
teries in stock. So, get these eye-catching 
displays today from your RCA Distributor 
and capitalize more fully on the fast moving 
line of RCA Batteries. 


Listen to “THE RCA SHOW,” 


Sundays, 2:00 P.M., EST, 
‘NBC Network. 


3 
| Peas eT ere) 


Farm A's Farm B's Farm AB's Industrial 


RCA BATTERIES 
| are RADIO ENGINEERED 
for Extra Listening Hours. 


RADIO CORPORATION of AMERICA 
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THESE ARE SOME of the men who attended the Hoover Co.'s first International 





Conference at the company's North Canton, Ohio, plant. The conference was held 
to give staff members of the company's plants in Great Britain, Canada, and the 
United States a chance to exchange ideas and to visit the firm's various plants. 

















Doctoring sick refrigerators and ranges 1s a profession. 


To make it pay, you've got to diagnose the trouble and 
cure it as fast as possible. If you guess wrong the first 
time, the call may cost you money. 


Besides, it makes a better impression when the job is 





done in a business-like, scientific way. And don’t over- 











look the fact that if handled properly, today’s service 
builds tomorrow's sales. 





























]-B-T’s new Model 60-JRT Appliance Temperature Tester, 
designed for servicemen, factory maintenance men and 




















maintenance engineers: 

















































































































































| J-B-T INSTRUMENTS, INC. 








481 CHAPEL STREET e NEW HAVEN 8, CONNECTICUT 
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Get one from your jobber. 
Put it to work for you, today. 








4 Million Vets Seeking 
Low Cost Dwellings 


That there’s an aggregation of 4 
million former G.I.’s seeking homes is 
not surprising to the man on the street, 
but that the average ex-serviceman 
is only making $40 a week is some- 
thing else again. The Census Bureau 
comes up with some interesting in- 
formation garnered for the NHA. It 
seems that 2 million married veterans 
are living with other families, that 
6,100,000 of the 11,800,000 returned 
vets were married by June. Of 
5,200,000 married before they left the 
service, 2,300,000 had separate homes 
to return to. More than 2,100,000 of 
the 10,500,000 returnees living in non- 
farm areas are in dwellings needing 
major repairs or lacking private baths. 

Of the 4 million wanting to move, 
2,800,000 want to buy or build. The 
remaining 1,200,000 prefer to rent. 
However, only 2,200,000 feel they can 
afford new quarters at present prices. 
Less than half of them would buy or 
build. 


Low-Cost Quarters Needed 


The average veteran seeking hous- 
ing reports ability to pay not more 
than $43 for rent or not more than 
$5,500 to buy a house. Average 
weekly earnings of prospective renters 
is $44, of buyers, $48, the survey re- 
veals. 

Of the prospective home owners, 
about 1,700,000 expect to pay less than 
$6,000, while 1,100,000 would pay 
more. Almost 700,000 are looking for 
homes costing less than $4,000. Among 
the 1,200.000 prospective renters, 
more than 800,000 say they can 
afford rents only up to $50 monthly. 

Those planning to buy or build gen- 
erally wish five rooms, while the 
renters would like four to five rooms. 
It was learned the majority of the 
former servicemen plan to stay in their 
present areas, and while some 10,500,- 
000 plan to “stay put”, 600,000 want 
to migrate and 700,000 are undecided. 


Continental Radio Starts 
Production of Table Models 


The Continental Radio Corp., which 
recently opened for business in Orange, 
Calif., has been forced to readjust its 
original production plans. The firm 
was organzied with the intention of 
manufacturing custom-built radios to 
sell from $500 to $1,000 retail, but 
the lack of Phillipine mahogany for 
cabinets has required the company to 
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turn to the manufacture of smaller 
table models with plastic cases. Most 
of the sets made are sold to major 
radio companies who place their own 
brand names on the finished product. 

Operators of the plant are Edward 
Critz, Hal Rivlin, Hurley Talpis and 
Dave Gindorff. Present output is 
between 2,000 and 3,000 sets per 
month. 


Labor Bureau Surveys 
Housing Activity 


The Bureau of Labor Statistics has 
begun a project to assemble regular 
data on average construction costs of 
privately-financed home building in 
selected industrial areas of the country, 
as well as a compilation of contractors’ 
estimates of length of time expected 
to be needed to complete single family 
units. First tabulations received by 
MERCHANDISING are based upon re- 
ports from 27 communities in all parts 
of the country covering building per- 
mits issued for June, 1946. Here are 
some of the significant findings: 

Contractors expected to be able to 
complete, within six months or less, 
only 64 percent of the 7,179 single- 
family homes for which they took out 
permits in June. Percentage of com- 
pletions by the end of 1946 range from 
a high of 92.4 percent of 121 homes in 
Des Moines to a low of 35.2 percent of 
461 homes in Minneapolis-St. Paul. 

Average estimated cost of single- 
family homes in the area reporting 
was $7,080, exclusive of land and im- 
provements. The estimated costs range 
from an average of $3,770 for 70 units 
in Fall River-New Bedford to an 
average of $11,040 for 57 homes in 
Westchester, N. Y. 

Average estimated cost of all types 
of dwelling units started in June is 
$6,720, exclusive of land and improve- 
ments. Range is from a low of $4,190 
for 149 units in Des Moines to $10,120 
for 68 units in Westchester. 


Prevore Mfg. Corp. Buys 
2-Story Brooklyn Building 


The Prevore Electric Manufactur- 
ing Corp., maker of table broilers, 
roasters, hot plates and other appli- 
ances of 122-18th St., Brooklyn, N. Y., 
has announced the purchase of a two 
story building at 899 Fulton St, 
Brooklyn. 

Modern equipment and manufactur- 
ing methods will be installed to in- 
crease present production and provide 
for the introduction of new lines. 
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lhe téastor moat people wari | 


The toaster asked for most is the one you'll sell in the greatest volume. Most 
folks prefer the “Toastmaster” toaster because they know it best. It’s the 
original—the oldest, most respected name in automatic toasters—the brand 









that more people own than all other makes combined! It’s that active, over- 
whelming preference for the “Toastmaster’’* toaster that makes it the easiest 
for you to sell... in the greatest numbers. 


TOASTMASTER ZZ 











To the visitor it's 
a charming col- 
onial brass door 
knocker... but 
instead of 
knocking, it 


chimes. 














This chime box 
mounts right on 











——— 
Unique 


) 











Push Button: Chime 


™" inside of door. 


3 SUBURBAN 











Yew Tdea 


MAYFAIR 


COLUMBIA 


Push Button and 
Cathedral Chime 


alse 


PARKCHESTER with Look-out (tor Apartments) 


SERVIS—The Portable Chime 
SENTINEL—Door Announcer 


ia Door Chimes 


What a reception the new AuthOtone 
mechanically operated door chimes are 
getting! With no transformers, wires, 
or other accessories required, the new 
patented chimes combine simplicity, 
beauty, and quality into an item that 
means profits for AuthOtone dealers. 


All these beautiful, melodious chimes are 
simple to install, and once on the door 
they'll give a life-time of satisfaction. 


THIS COUNTER DISPLAY 
iS YOUR BEST SALESMAN 


You'll want to push this line. An 
attractive counter display, taking 
less than half a square foot of 
counter space, does most of the 
selling. Our newspaper ad mats, 
envelope stuffers, electros, etc., 
will also help. Use the coupon be- 
low for more information. 














AUTH ELECTRIC COMPANY, INC. 


34-20 45th STREET 
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SINCE 1892. 


LONG ISLAND CITY 1,N.Y 


Principal Cities 

















In the Women's Magazines 


Freezer requirements for four 4ijf- 
ferent types of families is the top; 
of Elizabeth Beveridge’s article “Hoy 
About Your Freezer Set-Up” in 
Woman's Home Companion October 
issue. The proper place for the 
bination freezer-refrigerator, the s 
rate home freezer, the walk-in freezer 
and the community frozen-food-locker 
is illustrated by example in this articl 

Other articles in the October Coy 
panion dealing with electrical appl; 
ances are “Your Home is as Clear 
its Floor”, by Arlean Pattison 
which she gives six pictorial tips 
cleaning floors with the va 
cleaner, its attachments and the « 
tric floor polisher; Helen 1 
eray’s “Simplify Suds-Day” with s: 
suggestions for making was 
easier; and “The Radio for \ 
Room” by Sydney Watkins, outlining 
the new designs to be found in 1946 
radios—consoles, combinations 
in-the-wall models. 


-+ » 
3 5 « 


Truman L. Henderson and Kat 
erine Fisher of Good Housekee; 
Institute tell their homemaker readers 
how to make their own time 
motion studies for planning effx 
work-saving kitchens, in an artic! 
entitled “What Every Kitchen Needs” 
in the October issue. 


McCall’s October issue carries a 
minute movie strip edited by Elizabeth 
Sweeney, entitled “How to Use a 
Drier” which illustrates how much 
easier washday can be when the laun- 
dry equipment includes an electric o1 
gas drier. 


Better Homes and Gardens, in its 
October issue, continues its series of 
Better-Buy Guides. The sixth in the 
series, written by Ida Ruth Younkin 
entitled “Here Are the 1946 Electri 
Ranges,” lists in detail all the features 
of electric ranges from surface units to 
deepwell cookers, to ovens and broil 
ers, to timers and clocks, lights. sto: 
age and warming drawers—a complete 
and comprehensive study of the man 
different features offered by the var 
ous electric range manufacturers 

“14 Tested Kitchen Plans” 
Harry Swenson is another article 
Better Homes and Gardens which 
presents floor plans laid out according 
to the best concepts of sensible, tested 
kitchen planning, and taking into con- 
sideration shapes and sizes of preset 
kitchens to be remodeled. And “T! 
Town That Tested Television” by Hal 
Borland tells an interesting story 
the experiments in television that 
families in Newburgh, N. Y., h 
been making since 1939 


An article in The American Hoi 
by Edith Ramsay, “Ask Your Self B 
fore You Buy” briefs the features 
electric, gas, oil and wood ranges 
now on the market. 


In October House Beautiful, Cha 
lotte Eaton Conway highlights in piv 
torial form the features of 11 manu 
facturers’ refrigerator models. Th 
article is called “How to Shop for 
New Refrigerator” and compare 
moist cold compartments, shelf ar 
rangements, evaporator sizes, meat 
keeper facilities in four page article 
and in addition, a fractional unit i 
the back of the book—“Conside 
These Points When You Shop for 
New Refrigerator,” sums up _ th 
special points to be considered in the 
purchase of an electric refrigerator 
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1946.47 NATIONAL 
ADVERTISING CAMPAIGN 


Look for these ads 
in Such leading 


PUDlications as 


ESQUIRE 
WOMAN’s DAY 


brance, the Holl; 
t 


lated by Two-He 


* 

« 

9 

* 

* 
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° 
* turn of the E-Z1 
BETTER Homes AND GARDENs 2 €45y, thorough 

WOMAN'S Home COMPANION b 

LADIES’ Home JOURNAL 2 
AMERICAN Home ° 
e 
= 
# 
® 


HOUSE BEAUTIFUL 


2 3669 South Michigan Avenue 
Manufacturing Company 
Finder's 


1946 
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ELECTRIC BROILER 


A joy to ive ang blessing tO receive "++ Yours for every day remem. 
Wood Electric Table Broiler! Its “Even-Heg}” Coil, regu- 
at Contro} insures Over-qll, 


all-at-once broiling, A simple 
Ock Device Gnd out comes the complete heating Unit for 
Cleaning Of the entire broil 


er. Well-tree Platter, grand 


for table S€rvice, has NOn-hegt Conducting handles Gnd legs, Gnd it’s 
Sturdily Made of cast aluminum with q Sparkling hammered effect, 


phen you Og the best 


- Chicago, Illinois 
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From heater to fan in 29 seconds 
... simply remove heater housing 





A powerful fan when the 
weather’s hot . .. and an 
efficient forced air heater 
when it’s chilly. Surf 
| SEASON-AIR is either — at 
a moment’s notice. Here at 
last is a room-conditioning 
appliance with DOUBLE 
sales appeal that means 
steady profits all year ’round! 
Production of Surf 
SEAsON-AIR still is being 
slowed by material shortages. 
| But keep after your jobber 
and make sure you'll be first 
| 


BEAUTY... Handsome crackle finish 
e Chrome heater grill e Modern-de- 
sign fan blades e Separate fan guard. 





STABILITY. . . Sturdy all-metal con- 
struction e 744-inch base e Finest 
materials and workmanship 


UTILITY... For summer, powerful 10- 


inch fan with air displacement of 


00 cu. ft. per minute e For winter 
1320-watt forced air heater 


SILENCE. .. Incredibly quiet —nearest 
thing to noiseless you've ever seen 


in a motor-driven appliance 


ECONOMY... Heater and fan COM 
BINED for one low price 


in your neighborhood to 
feature this great new appli- 
| ance when deliveries begin. 
| G-M Laboratories Inc., 4292 


| N. Knox Ave.,Chicago 41, Ill. 
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NORTHWEST SHOW: The first electri- 
cal appliance show in Portland, Ore., 
which was sponsored by the First Na- 
tional Bank, drew some 80,000 visitors 
during its three day tenure and included 
over 50 exhibits like the one of the F. B. 
Connelly Co. pictured here. In the 
smaller photo, E. B. McNaughton, center, 
president of the sponsoring bank, is in- 
troduced at the opening by Bill Ross and 
Margaret Allen of radio station KALE. 


Portland Bank Sponsors 
Home Appliance Show 


Twenty-three guest distributors 
from Oregon and Washington dis- 
played their wares at a home appliance 
show, sponsored by the First National 
bank of Portland in the Portland 
Municipal auditorium September 20-22. 

So great was public interest in the 
show that 6000 persons stormed the 
doors of the auditorium at a preview 
for retail dealers the night preceding 
the opening and when the doors were 
formally thrown open more than 1500 
persons were lined up outside the 
building to gain admission. The total 
attendance was more than 80,000. 

William Bell, vice president of the 
First National, provided 18,000 square 
feet of booth space for the distributors, 
who set up their own displays. It was 
strictly a wholesalers’ party and no 
attempts were made to obtain orders. 


Renews Consumer Interest 


The purpose of the bank in arrang- 
ing the show was to create renewed 
interest in household equipment, some- 
what discouraged recently because of 
inability to obtain deliveries. 

When the bank first announced plans 
for the exhibition, some distributors 
were inclined to discourage the pro- 
posal because of the shortage of goods, 
but eventually virtually all of the 
wholesalers in the region gave their 
support. The bank’s chief incentive in 
sponsoring the show was to promote 
its program of installment loans to 
customers, based on a thrift plan of 
purchasing home 
ncome, 


appliances out of 


Distributors Represented 


Among’ distributors represented 
were: General Electric Supply, Har- 
per Meggee, Inc., Marshall Wells, 
Bargelt Supply, Household Distribu- 
tor, Graybar, Lou Johnson, Appliance 
Wholesalers, Huletz Electric, F. B. 
Connelly, Stubbs Electric, Westing- 
house Supply, C & H Supply, Fields 
Sales, Sunset Electric, Central Appli- 
ance, Electric Distributing, and the 
Pacific Coast Heating & Appliance 
Co. 


NOVEMBER 1, 1946—ELECTRICAL MERCHANDISING 





VEPCO Survey Shows 
Appliance Preference 


An indication of consumer prefer 
ence for home appliances was revealed 
by a recent survey of 23,286 families by 
the Virginia Electric Power Co., 
Richmond, which disclosed that people 
want washers, ranges, refrigerators, 
and home freezers, in that order, fol- 
lowed by electric water heaters, iron- 
ers, and dish washers. 


Help for Dealers 


Che utility, which prepared and con- 
ducted the survey among consumers in 
Virginia, West Virginia, and North 
Carolina, plans to use the informatior 
obtained in helping appliance dealers 
determine their possible markets. E 
T. Moore, sales promotion manager of 
the company said, “This is an instanc: 
whereby Vepco can build up good will 
among appliance retailers. With th 
information we have compiled from 
this survey, I can contact large groups 
of appliance retailers and give them a 
fair outline of their market, with 1! 
exact location of the demand. H« 
added that at some later date the util- 
ity would make the list of survey re- 
spondees available to dealers as a 
prospect list. 

The survey was conducted by th 
use of space on monthly statements to 
power consumers. Over 7 percent, or 
23,286 families, responded. According 
to the results electrical appliances 
were owned prior to the war in the 
following percentages: refrigerators, 
75.3; washers, 46.5; ranges, 35.5; 
ironers, 18.4; water heaters, 13.1; 
freezers, 1.3; and dish washers, 1.2. 

To Mr. Moore the indicated prefer- 
ence for home freezers was significant. 
He said, “Such units are compara 
tively new to the field and known to 
the majority of the public only by 
means of a slight amount of national 
advertising.” 
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Proctor Presents 


“SAVED BY THE 
COLOR GUARD” 


lis sad fellow is Thomas Toast. Once 
he was a happy healthy piece of bread. 






























- — “Tasty Tom” they called him. But like many “ 
others of his kind he was lured to ruin by 
Mr. Smith’s toaster. 
| 

“No! No! Thomas . . . not that!’’ cried the ast ip 1° eve 

Proctor Color Guard galloping up in the nick 

of time. ‘a 

Or further informar; 
3 ’octor Color ard Boo n Sor the 

“Never darken my door again,” cried Mr. . “8 soon, 
Smith. “J wanted a golden delectable piece ee 
of toast and you are... ugh! .. . burnt!” Oo ~L 





“You are not to blame, my 
boy,” explained the Color 
Guard. ‘You were merely two-timed by an 
irresponsible, old - fashioned toaster that 
couldn’t tell dry bread from moist bread. It 
could happen to any piece of toast . . . except 
in a new Proctor! That’s where /’m on guard 











“Look at me,” sighed Thomas. “‘All burned to see that every slice of bread gets to be a 

up! And so young, too!” successful, perfectly-done piece of toast.” 16° 
Fed. Biss 
Tax included 
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GLIDE-O-MATIC Iron 


Century Precision Wks., Inc., 503-7 W. 
56th St., N. Y. C. 
Century Glide-O-Matic Y 
k eature 1000 watts. a 100 
120) tS weilgk 34 Ibs iuto 
! v1 te erature control 
w ric indicates correct 
lor eac fabric automat 
iction type thermostat; special 
| aluminum alloy soleplate ym 
rt rip cool plasti handk irg 
eveled lige le entilati 
es It ( piat 
ientl attached l sick 
mted 
rical Merci sD N mbe 
1] 04¢ 
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| NUMERAL CLOCK 


Michael-Stuart Co., Inc 
Bidg., Syracuse, 2, N. Y. 


| Synchronou el t 
) al clock t 

i mr ce 
| eatur I 

‘ ‘ , 











EXCELLO Iron 


Michael-Stuart Co., Inc 
Bidg., Syracuse, 2, N. Y 


Exce t it 


leatures OOO-watt ¢ 
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608 City Bank 


608 City Bank 


ox heating element; automatic 
ibric selector dial set for tempera- 
tures recommended by Good House- 

eping Institute; hard aluminum 
lloy soleplate; 64 ft. cord; 110-115 
Its, a also available in d.c.; 





streamlined design; weighs only 
>t Ibs 
rica Vi nandisy November 
| 1904¢ 
v 
re 
o 
= 
£ 
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DEW FREEZE Home Freezer 


G. |. Hawk & Co., 3041-43 Locust St., 
St. Louis, 3, Mo. 


Mod No. 20, Dew Freeze freeze 
or home and farm 
Yellu Features: 20 cu. ft. capacity: 


quipped with 4 hp. unit and 
Yoder full flood refrigeration plates ; 
netal cabinet, baked enamel finish 
vith single lid top opening; con 
enser unit hood has smoothly 
ounded corners and louvres with 
sufhcient air capacity to handle air 
flow through condensing unit; 75 in 
ong, 34 in. high, 274 in. wide—hood 

mly 14 high and 20 in. long; 
ilso available in a 2-temperaturs 
nodel—1l compartment for storage 
ot trozen foods and 1 for foods for 


laily household use; 6.2 cu. ft. and 
15 cu. ft. models also available 
trical Merchandisin November 





Fold-Up Dinette Set 


Ideal Stee! Co., 666 Lake Shore Drive 
Chicago, Ill. 


[he ( Higg Noo 

I utility dinette set with applian 
eatures: Consists of a kitche 

I with 25x40 in. white porcelan 
p, chrome plated tubular steel legs ; 
th 2 upholstered benches whi 
yp» on cleverly designed arms ; 


in dual appliance outlet neces 


tates one cord to the wall, for sup 
lying any number of appliances o1 
t table; easy to move trom 
oom to another 
rical Merchandising, November 
Lo4e 





AIR-O-HEET Heater 
Lasko Metal Products, West Chester, Pa. 


Device: New improved Lasko Air-O- 
Heet space heater 

Selling Features: Convection-radia- 
tion type heater for even, uniform 
heating; 1320 watts; 110 or 220 
volts, a.c.-d.c. heavy gauge steel 
construction 


Verchandising, 


v 
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SHIRLEY Base Cabinets 
Shirley Corp., Indianapolis, 2, Ind. 


Device Shirley pantry base and 
drawer base cabinets 
Selling Features: Designed to match 
all Shirley sink and cabinet com- 
binations:; synthetic-enameled steel 
mounted on recessed 3-in. sub base 
vith ample toe space ; doors and 
tronts insulated, sound- 
roofed, fitted with chromeplated 
pulls; positive plunger-type door 
itches; rubber bumpers on doors 
semi-concealed 
nges; linoleum finished, stainless 
steel trimmed counter tops; pantry 
base units 18, 21 in. wide models 


drawet 


il | drawer Ironts: 














NOVEMBER 1, 


with 1 drawer and | stationary shelf 
in storage compartment; and single 
door; 24 and 30 in. models fitted 
with double doors. Drawer base 
units fitted with 3 utility drawers 
and are available in 18, 21 and 24 
in. widths; corner base filler units 
are also available with or without 
counter tops. 

Electrical Merchandising, November 
1, 1946 

















HANDYHOT Iron 


Chicago Electric Mfg. Co., 6333 W. 
65th St., Chicago, 38, Ill. 


Device: Handyhot automatic iron No 
1501-H. 

Selling Features: Thermostatic knob 
with legible fabric markings con- 
veniently located for fingertip con 
trol; cast aluminum ss soleplate; 
beveled edges; broad heel rest 
black plastic streamlined handle in- 
sulated for coolness; chrome finish ; 
permanently attached 6 ft. cord; 
1000 watts, 115 volts, ac. only; 
weighs 3 Ibs. 


[electrical Merchandising, November 
1, 1946 
v 








DUO-THERM Tank 


Duo-Therm Div., Motor Wheel Corp., 
Lansing, Mich. 


Device: 5-gal. fuel tank for use witl 


Duo-Therm new line of automati 
fuel oil water heaters. 
Selling Features Attaches to side 


of heater by simple operation; for 
use where large capacity fuel tank 
is not available immediately; white 
enamel finish to harmonize with 
heater. 

Electrical Merchandising, November 
1, 1946 
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© Never in all our 26 years of manufac- 
turing Arvin Products have we produced 
such volume in so short a time. But never 
have we known such consumer demand for 
Arvin radios, appliances and home equip- 
ment. Arvin dealers may be sure that the 
tremendous output of our eleven plants will 
catch up with orders before long. In the 
meantime— we're doing our best! 


\e* . . . the name on many fine products from 


NOBLITT-SPARKS 


«.. 
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INDUSTRIES, INC., Columbus, Indiana 


PA 





GE 

















, customers will appreciate 
four big advantages of 
appliances with a porcelain en- 
ameled finish. Tell them and you 
sell them—with a good profit to 
your store. 


these 


@ Children playing in the kitchen can’t harm porcelain enamel. This lad has just bumped the 
range with his scooter, but all it has done is leave a smudge that can easily be wiped clean. 


SALESMEN FOR YOUR PROFITABLE 
PORCELAIN ENAMELED APPLIANCES 




















Porcelain enamel is a hard, smooth, durable finish. 


® Lay a lighted cigarette on a porcelain enameled ap- 
pliance. The yellow stain comes right off. Nor will hot 
cooking pots harm the surface. Porcelain enamel with- 
stands great heat because it is a solid mineral substance 
fused on a special kind of iron at 1550° F. 


® Here a cake of ice was allowed to sit in the sink till 
the surface was thoroughly chilled—then scalding hot 
water was poured over and around the ice. But the porce- 
lain enamel finish wasn't affected because it is completely 
fused with the special Aramco Enameling Iron base and 
can withstand “thermal shock.” 


® Porcelain enamel is easy to clean and is one of the 
most sanitary of all finishes. It seldom needs scrubbing 
or scouring and its beautiful appearance lasts the life of 
the appliance. 


M..; modern appliances and other 
equipment — ranges, _ refrigerators, cooking 
utensils — are porcelain enameled on Armco 
Enameling Iron. It is the most widely used metal 


base for this exacting purpose. You will find that 


The American Rolling Mill Company 


Special-Purpose Sheet Steels 


£ 
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NATIONALLY ADVERTISED FOR OVER THIRTY-TWO YEA 


























the familiar Armco triangle trademark on these 
products will help you establish confidence and 
make quicker sales. The American Rolling Mill 
Company, 2841 Curtis St., Middletown, Ohio. 


Export: The Armco International Corporation. 
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Rite-Way Water Heater and Washing 
Tank 


RITE-WAY Water Heater 


Rite-Way Products Co., 1241-1249 
Belmont Ave., Chicago, 13, Ill. 


Device: Rite-Way water heater No 
10 for farm use. 

Selling Features: 10-gal. capacity; 
non-pressure, portable type; fully 
automatic shut-off; easily adjustable 
to desired temperatures; 500 watt 
element, 110 volts, a.c., can also be 
furnished for 220 volts; heavily in 
sulated 1-piece cover; easy to fill, 
full size opening at top, 14 in. diam. ; 
reserve water space; sediment space 
below heating element easily acces 
sible; outside diam. 18 in.; overall 
height including stand 53 in. 

Electrical Merchandising, November 
1, 1946. 


RITE-WAY Washing Tank 


Rite-Way Products Co., 1241-1249 Bel- 
mont Ave., Chicago, 13, Ill. 


Device: Rite-Way washing and rins 
tank No. 32-20. 

Selling Features: Tank for use with 
Rite-Way milking machine line to 
keep milk utensils clean and sterile; 
zine lined interior resists chlorine 
solutions and rust; no_ soldered 
joints, all electrically welded; brass 
drain valve; slip on adjustable 
strong steel legs; 32 in. high and 
long; 20 in. wide; 14 in. deep. 

Electrical Merchandising, November 
1, 1946. 

















HANDYHOT Toaster 


Chicago Electric Mfg. Co., 6333 W. 65th 
St., Chicago, 38, Ill. 


Vlodel: WHandyhot turn-over toaster 
No. 5809-H. 
Selling Features: Spring _ tension 


doors hold 2 slices bread in posi- 
tion for even toasting; bread turns 
over when doors open fully; mica 
type element, 400 watts, 115 volts, 
a.c. or d.c.; permanently attached 
6 ft. cord; chrome finish ebonized 
handles. 


Electrical Merchandising, November 
1, 1946. 
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How were putting [E73 into G-Es 
C''%, biggest Heat Lamp 





ta 


"™ = campaign! 





eo 





Here’s the promotion to help ~~ 
you sell more G-E Heat Lamps 


General Electric’s big Heat Lamp campaign 
works five ways to help you cash in on a fast- 
growing market: 


Take a peek in LIFE for Oct. 21, and you'll see what we mean. This 
eye-catching lass is featured in a full-page G-E ad that’s just one part 
of a powerful campaign to help you make more money selling these 
1. EFFECTIVE DISPLAYS, including a 4-color counter two popular General Electric Heat Lamps: 

card and a 2-color window streamer. 


1. NEW! ...G-E “HARD GLASS” HEAT 
LAMP with a “built-in” red filter. Reduces glare 
and gives added protection against breakage by 
splashing water. Retails at only $2.95. 


2. AD MATS to give this big sales event a real send- 
off in your local newspapers. 


3. NATIONAL ADVERTISING in Life, and Better Homes 
& Gardens. 





4. NEW Literature. A 2-color, 6-page consumer 
folder on the many uses of G-E Heat Lamps, 
and a 2-color envelope stuffer. 


2. NOW! ... REDUCED PRICE for the 
Standard G-E Infra-red Heat Lamp—drastically 
cut from $1.60 to $1.25. This economy appeal 


5. SELLING TIPS on how to use this promotion ma- will build bigger sales and better profits for you! 


terial to increase your G-E Heat Lamp profits. 





DON’T MISS THE PAYOFF! There’s real money 


for you in this campaign if you tie-in. Keep 
plenty of G-E Heat Lamps in stock! And use 
G-E Promotion Material to keep em moving! 
GENERAL €} ELECTRIC 
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Vornado dealers now enjoy all-year 
sales and profits. For Vornado, the 
only true air circulator, is being sold 
for both winter and summer use. 
In summer for cooling; in winter for 
circulating all the heat in the room. 
No more “hot heads” and “cold feet” — 
certainly not for Vornado owners. 















GET IN ON THE 
GROUND FLOOR! 


A great new advertising campaign has just 
been launched. Your customers are hearing 
why it's healthier, wealthier and wiser to 
buy a Vornado. They're ready—ready to 
buy the circulator that gives comfort 12 
months of the yeor. Are you? 





Immediale overiveries 
See your distributor or write direct. Produc 


tion lines are humming. Deliveries are 
prompt. 


puret O8 pM iumy OM 


SENSATION OF THE INDUSTRY 


THE O. A. SUTTON CORP. 
WICHITA, KANSAS 
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HANDYHOT Iron 


Chicago Electric Mfg. Co., 6333 W. 65th 
St., Chicago, 38, Ill. 


Model: Handyhot folding ire 
1203-H. 


Selling Features: Weighs only 2 
folds compactly into fabric carrying 
case; large cool handle |! 
securely in upright position 
size beveled soleplate; 400 watt 
115 volts, a.c. and dc.; 6 it 
tachable cord. 

Electrical Merchandising, Nove) 
1, 1946. 














TIP-OUT Toaster 


National Acoustics Products, 120 N. 
Green St., Chicago 7, Iii. 


Model 40-T2 Tip-Out toaste 

Selling Features: Toast 2 slices bor 
sides at once; a touch of lever tip: 
out toast where it can easily 
removed; 1000 watts, 110-120 volt: 
a.c.-d.c.; molded black Bakelin 
handles; chromium plated. 

Electrical Merchandising, Novemh 
1, 1946. 





PILOTRON Timers 


Pilotron Co. of America, 3774 Surt Ave 
Brooklyn 24, N. Y. 


Device: Pilotron signal timer of hig 
low watt heats. 

Selling l‘eatures: Attached to bro 
ers, toasters, iréns, heaters, it signa 
bright on high heat and dim on | 
heat; also indicates overload; 
well as telling when appliances a! 
left on when not in use—comes con 
plete in cord-sets or may be secur: 
to equipment directly; available i: 
250, 300, 400, 500, 750, 850, 10 
1250, and other sizes up to 2% 
watts; operates on a.c. or d.c. an 
on 250 or 125 volts. 





Electrical Merchandising, Novemb« 
1, 1946. 
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No. 461D 
Desk or Mantel Clock 





clocks, simply made- to-oF 
you to make mroney on: k 
only beautiful atid: Neca mode, * 
in design, but also: hacked | by: 
— the most-effective 
consufffer advertising inthe mag- 
~ azines téday! ae 
% The Sésions campaigns run, 
»in generouSspace,in TheSaturday 
‘Evening Post. - — House Beautiful 
_ AmericantMagazine — The | 
- American Heme — Christian | 
Ye SGence MonitorsA total of more 
“i stign 9 million giaranteed adver- 
“ti <tisiplg messages téhelp you build 
‘ e! Models ahove are now 
Jable in re 
stock up now, ¢nd build a 


re trade withSessions! 





No. 456D 
Desk or Mantel Clock 






No. 458M 
Desk or Mantel Clock 

















No. 339K 
Wall Clock No. 386K 


Wall Clock 





Desk Clock 
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A new HOT BOY is a superior circulating forced- 
air gas-fired heater, a precision-built packaged unit. 


Here is a low-priced, astoundingly efficient “packaged” 
heating unit that will supply an abundance of warmth 
for homes, stores, offices and business places at low cost. 


HOT BOY is modern in design and styling, finished in 
rich Cordovan brown enamel. Its size compares to that 
of a console radio, and its smart appearance fits the 
modern home. This outstanding unit provides uniform 
warmth and clean, ample heat. Its remarkable efficiency 
is due to the positive forced distribution of warm air 
created by the large sixteen-inch, slow speed, high air 
volume delivery fan. HOT BOY has a built-in brazed 
steel Heat Exchanger of tubular construction which dif- 
fuses the heat and directs it evenly throughout the entire 
space being heated. 


The HOT BOY burner saves fuel, produces a clear blue 
flame and intense heat. HOT BOY—entirely self-contained 
—is easy to install. Simply connect to gas and electric 
outlet, vent to a flue and HOT BOY will heat 3 to 6 
rooms supplying clean, even heat to the entire space 
in a matter of minutes. 


HOT BOY represents an unequalled value in the heating 
industry. It is as attractive in appearance as it is out- 
standing in performance. 


THE “OTF BOY GIVES YOU THESE VITAL FEATURES 





e@ CABINET—Heavy steel of bolted 


construction. 


e HIGH AIR VOLUME DELIVERY FAN 
— Quiet in operation. Cold air is 
drawn through a fine screen filter 
and is forced around the Heat Ex- 
changer tubes for quick heat. 


@ HEAT EXCHANGER—Oval Tubu- 
lar Type, transfers heat more rapidly 
to the circulating air-stream. 


@ DE LUXE FINISH—Rich Cordovan 
brown HAMMERLOID baked 


enamel. 


e@ ACCESS DOOR—Located at side 
of anit which facilitates inspection, 
lighting and service. 


@ MOTOR— 1/20 H.P.—built for long 
hour duty and trouble-free operation. 


@ BURNER — Accurately drilled — 
blue flame, raised port type. 


@ SUMMER CIRCULATION—Switch is 
provided for constant fan operation. 


@ DOWN-DRAFT DIVERTER—A. G. 
A. Approved. 


@ FORALLTYPES OF GAS—Available 
for use with Natural, Manufactured, 
Mixed and L-P gas. 


e@ AIR FILTER—I ndestructible—fine 
wire mesh screen—filters dirt and 
dust—reduces cleaning bills and 
redecorating expense. 
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RCA VICTOR Television Sets 


R. C. A. Victor Division, Radio Corp. of 
America, Camden, N. J. 


Models: 630TS and 621TS table 
model television sets. 

Selling Features: 630TS has 10-in. di- 
rect-view screen, designed to receive 
television sight and sound, and to 

perate on 13 channels from 44 to 
216 mes. ; Eye Witness Synchronizer 
reduces outside electronic interfer 
ences such as diathermy equipment ; 
high velocity cathode ray electron 
beam permits high brilliance; con- 











tains 30 tubes; RCA Victor Golden 
rhroat; Walnut finish cabinet 26 in. 
wide, 144 in. high, 19 in. deep. 
621TS-7-in. direct-view model of- 
fers a picture 44x5-§ in.; 21 tubes 
including picture tube and 2 recti- 
fier tubes; 13 channels; Eye Wit- 
ness Picture Synchronizer; Golden 
Throat; walnut, mahogany or blond 
mahogany finish cabinet, 19 in. 
wide, 154 in high, 164 in. deep. 
Electrical Merchandising, November 
1, 1946 





EMERSON Radio 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., N. Y. 11, N. Y. 


Device: Emerson dual-purpose re- 
ceiver for hard-of-hearing. 

Selling Features: Dual-control ar- 
rangement, including a_ standard 
speaker and moulded plastic ear re- 
ceiver with indivdual volume con- 
trols brings normal radio reception 
into home at same time delivering 
accentuated audition for hard-of- 
hearing; plug-in attachment with 
separate volume control regulates 
reception to the degree of one’s 
deafness without disturbing others 
in room; -earpiece attachment also 
makes it possible for person of 
normal hearing to enjoy radio in 
rooms where “quiet” is demanded 
without disturbing others in room; 
individual ear molds are available 
for cord and plug attachment, users 
of hearing aids can use their own 
earpieces. 

Electrical Merchandising, November 
1, 1946. 
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MOTOROLA Television Set 


Galvin Mfg. Corp., 4545 Augusta Blivd., 
Chicago, 51, Ill. 

Device: VK-100 home television con- 
sole. 

Selling Features: Equipped with 10- 
in. screen; @hand-rubbed matching 
walnut cabinet, 414 in. high, 312 in. 
wide, 22] in. deep. 

Electrical Merchandising, November 
1, 1946. 
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ANDREA Radio 


Andrea Radio Corp., 27-01 Bridge Plaza 
North, Long Island City, 1, N. Y. 


Models: T-U16 and T-16 table radios. 

Selling Features: T-U16 all wave 
3 band, a.c.-d.c. table model, T-16 
all wave 3-band a.c.‘ table model; 
large, full-vision flood-lighted glass 
dial: Electro Dynamic speaker with 
over size magnet; climate sealed; 
self-contained loop antenna; phono 
and television connections; AVC; 
2-tone walnut cabinet. 

Electrical Merchandising, November 
1, 1946. 





ee 














ECA Radio 


Electronic Corp. of America, 170 53 St., 
Brooklyn, 32, N. Y. 


Device: ECA table model No. 201. 

Selling Features: 5-tube a.c.-d.c. em- 
ployes new miniature tubes; 1-watt 
undistorted power output; 5-in. Al- 
nico V speaker; uniform sensitivity 
over entire tuning band from 540 to 
1700 kc; full vision slide-rule il- 
luminated dial with bombsight in- 
dicator and convex dial shield; 
built-in loop antenna; improved 
frequency amplifying system. 

Electrical Merchandising, November 
1, 1946. 


1946 





ARVIN Radio 
Noblitt-Sparks Industries Inc., Columbus, 


Indiana 
Device: Arvin No. 555 A and 555 
table radios. 
Selling Features: An a.c.-d.c. model 
with increased power output, good 


sensitivity and selectivity and a 1- 
piece cabinet known as the bottom 
loading type; “piano key” type auto- 
matic station selectors blend into 
contour of cabinet; No. 555A, in 
ivory finish plastic; No. 555 in wal- 
nut plastic. 

Electrical Merchandising, November 


1, 1946. 





OLYMPIC Radio 


Olympia Radio & Television, Inc., 3401-19 
38th Ave., Long Island 1, N. Y. 
Device: Model 6601 Olympic table 

radio with “Tru-Base.” 

Selling Features: “True-Base” built 
into audio circuit expands audible 
range to include full tonal scale; 
tuning ranges include standard 
broadcast (535 to 1700 kcs) and 
shortwave (5.6 to 18.2 mc) ; 6x9 in. 
electrodynamic speaker; built-in 





dual “Hyper-Q” antenna contains 

specially designed shortwave loop; 

5-watt output; 5 tubes plus rectifier 

tube; complete with video, phono 

and FM connections ; plastic case. 
Electrical Merchandising, October 15, 

1946. 

Vv 


ECHOPHONE Radio 


Echophone Div., Hallicrafters Co., 2600 
S. Indiana Ave., Chicago, Ill. 


Model: Echophone model EC-600 
farm radio. 

Selling Features: 4-tube, battery-op- 
perated table radio for farm homes, 
summer cottages etc.; designed to 
operate from a single battery unit 
providing 1000 hrs. under normal 











use—(Burgess 17GD60, General 
60DL-11L, Eveready 748 or Ray-O- 
Vac ABS82 batteries will provide 
corect voltages and fit into cabinet) 
broadcast band -535 to 1750 kcs; 
superhet circuit; AVC; 64 in. 
permanent magnet speaker with 
beam-power amplifier; walnut cabi- 
net; beveled slide rule dial. 

Electrical Merchandising, November 

1, 1946. 
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BENDIX FM Consoles 


Bendix Radio Div., Bendix Aviation Corp., 
Baltimore, 4, Md. 

Models: 747-B, 1117-B and 1417-A 
radio-phono consoles with FM. 
Selling Features: No. 747-B superhet 
for AM and FM with 6 tubes and 
rectifier; No. 1117-B with 10 tubes 
and rectifier; No. 1417-A, 13 tubes 








COR 














and rectifier; all models equipped 
with automatic record player which 
plays and changes 12-10 in. od 10-12 
records; featherweight crystal tone 
arm; long-life semi-precious alloy 
needle; standard broadcasts from 
540-to 1620 kc; full FM reception; 
88-108 mc; dual channel IF coils; 
747-B has 10 in. Alnico V speaker; 
1117-B has 12 in. Electrodynamic 
speaker; 1417-A has dual Coaxial 
speakers including 14 in. electro- 
magnetic and 5 in. high frequency 
speaker. 


No. 747-B has_ next-to-changer 





Tr 





record storage; walnut finish cabi- 
net. No. 1117-B has spread band 
short wave 6-14 mc; 8-button auto- 
matic tuning; built-in Dipole plus 
super-signal antenna and short wave 
antenna 8-watts undistorted output; 
large record storage space; ma- 
hogany cabinet. 
No. 1417-A has 8-button automatic 
tuning; short wave, 6-14 mc; 1 
watt output with push-pull; tone 
color slide rule dial; large record 
storage; mahogany cabinet. 
Electrical Merchandising, November 
1, 1946. 
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Solution to High Volume, High Profit Sound Sales! 





Operadio Gives You —New Designs — 
New Features —Increased Sales! 


The ever-increasing demand for OPERA- 
DIO’S FLEXIFONE intercommunication 
equipment is setting the pace for this entire 
line. The quality engineering, quality con- 
struction, and smart new styling ot every 
unit in the line multiplies your profit oppor- 
tunities. Whatever your intercommunication 
or amplification needs might be 


ADIO has a quality unit for every purpose. 


Sound Eguijament 


OPERADIO MANUFACTURING CO., DEPT. EM-11, ST. CHARLES, ILL. 


Gentlemen 


Please send us free information on the items checked. 
Flexifone Intercommunication 
Operadio Sound Equipment 


NAME... 


ADDRESS... 


FLEX/FONE 


INTERCOMMUNICATION 
« SYSTEMS 
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AMPLIFIERS 


.-- OPER- 
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BENDIX FM Table Radio 


Bendix Radio Div., Bendix Aviation Corp.., 
Baltimore, 4, Md. 


lodg No. 747-A table radio with 
kM 1 eption 
n Features: Superhet circuits 


\M and FM with 6 tubes and 


ctifiers: new advance-engineered 


FM circuit utilizing@ratio detector ; 
vice annel FM _ tuning 88-108 
me.; built-in FM line-coupler an- 


built-in supersignal AM an- 
tenia; a.c. operation 3-position tone 

, - - 
control; dual channel IF trans 
jormet full tone audio feedback; 
ibinet in blond walnut 


leila ; 


mtinental 
Electrical Merchandising, Novembet 
1 1946 
v 








BENDIX Radio-Phono 


Bendix Radio Div., Bendix Aviation Corp., 
Baltimore, 4, Md. 

Vodel No. 667-A table radio phono. 
lling Features: Superhet with 5 
tubes and selenium rectifier; 6 in. 
Alnico \. speaker; standard broad- 
cast; full vision slide rule dial; a-c. 

ly; automatic record changer with 
| control; automatic 
ord changer with single button 
control; l-oz. crystal tone arm; 
ermanent type needle; push-pull 
beam power pentode output; Amer- 
ican walnut cabinet. 


ingle button 


Electrical Merchandising, November 
1, 1946 
v 








TRAV-LER Portable Radio 


Trav-ler Radio Corp., 571 W. Jackson 
Bivd., Chicago, fil. 


Device: Model 5020 combination ac/dc 


NOVEMBER 1, 


and battery operated portable radi: 
receiver. 

Selling Features: 3-way operation— 
plays on its self-contained long-life 
batteries or on 110 volts from any 
a.c. or d.c. outlet; power changeover 
affected by convenient switch located 
on front panel of cabinet ; advanced- 
type superhet circuit; large 5 in 
P. M. Alnico V_ speaker; built-in 
loop antenna; 2-tone simulated 
leather covering; easy-grip handle 

Llectrical 


1, 1946 


November 


Verchandising, 











TELEX Pillow Speaker 
Telex, Inc., Minneapolis, 1, Minn. 


Device Magnetic uader-pillow 
speaker. 

Selling Features: Electro-magnetic 
sound generating unit for normal 
sound reproduction when placed 
under a pillow or as a personal radio 
soft speaker without use of head- 
phones and without disturbing 
people nearby; unit is completely 
enclosed in a smooth, shock proof 
and water proof hermetically sealed, 
continuous housing; 3§ in. diam.; 
weighs 5 oz. 

November 


cctrical lerchandising, 


1. 1946 

















DEARBORN Radio-Phonos 


Dearborn Industries, 122 W. Hubbard St., 
Chicago, 10, Iii. 


Models: 100-W, 100-B table combina- 
tions 500-W and 500-B consolette 
combinations. 

Selling Features: 100-W is a 5-tube 

super-het with automatic changer in 
a hardwood walnut finish cabinet; 
100-B is similar, except cabinet is 
in light Swedish modern wheat 
color; 16 in. long, 16 in. wide and 
14 in. high. 
500-W consolette type, 35 in. high, 
19 in. deep, 21 in. wide with 6-tube 
chassis, slide rule dial, automatic 
changer, and ample provision for 
record storage space; 500-W cabi- 
net in walnut finish; 500-B in light 
Swedish modern finish. 

Electrical Merchandising, November 
1, 1946. 
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CAPITOL Phonographs 


Capitol Records, Sunset & Vine St., 
Hollywood, Calif. 
dels: T-13, U-24, D-17. 
lling Features: Table model T-13 
as constant speed motor, plays 10 
und 12 in. records with lid closed; 
advanced audio circuit; bass boost 
at low volume level ; electronic pick- 
up; solid walnut panel construction. 
U-24, 3-way portable operates am- 
plifier on a.c. or d.c or on a battery; 





Electromaster has designed and built a new three-quarter-million-dollar factory. 
It is located in Mount Clemens, near Detroit As the illustrations show, its 
production line is already turning out ranges in ever-increasing quantities 
Electromaster now has all the advantages of up-to-the-minute manufacturing 
facilities, and is prepared for the large-scale production of tomorrow—TODAY! 


constant speed electric and a spring- 
wound motor ; teatures electronic Right: The Luxurious Electromaster Banquet Model 
tubes, permanent Alnico No. 5 mag- ’ 

net type speaker; plays 3-10-in. 
records with one winding. 

D-17 demonstrator phonograph de- 
signed to imcrease record sales 
through ultra-brilliant reproduction 
and at same time stand up under 
constant playing by salespeople and 
ustomers; extra heavy turntable; 
plays 10 and 12 in. records with lid 
closed; 15 watts output; 8-in. per- 
manent dynamic magnet-type speak- 
er. Walnut panel construction. 
lectrical Merchandising, November 
1, 1946. 






Left: The Streamlined Electromaster Doric Water Heater 


v 


GOULD-WINTER 
Changers 


The Gould-Winter Co., 1696 Main St., 
Bridgeport, Conn. 
Models: No. 101 and No. 401-P auto- 
matic record changers 


elling Features: No. 101 record Automatic porcelain enamel sprayer Entrance and exit of 93-foot continuous type 
changer can be connected to any type 


porcelain enamel furnace 
radio; plays 12-10 in. or 10-12 in. 


records; shuts off automatically. FOR THE BEST IN COOKING -¢ Lec teec ily © FOR THE BEST IN ELECTRIC COOKING 
No. 401-P, same type as 101 set in 


simulated leather case with 3-tube 

amplifier. El CSLEN 
eee eee ctr cree ee ee ee mee ee en ae ee eae Sis age ee eee nin ees es wi mS cae en ts oe exe ees 
1, 1946 | Executive offices: Detroit 31, Michigan 


Plant address: Mount Clemens, Michigan 
































THAT HAS EVERY 





‘ote ADVANTAGE 


AC current 
1000 wotts, 110/120 volts 






Approved by 


Underwriters’ Laboratories, Inc. 


Retails $9.95 


Slightly higher, Zone 2 


GUARANTEED agains! manufacturing defects for one year from dote of purchase, used os directed. 
Should any part prove inherently defective it will be replaced without charge. 


We 3'/, Ibs. — bolonced construction — omfort - Grip 


Cool Plastic Handle designed for 
streamlined design for effortless, efficient ironing 


perfect balance and ample clearance 
A » Te ‘ . ele 


with easy txtra Large Beveled Edge for easier gliding under 
to-read, easy-to-set dial — indicates correct range for buttons, pleats, etc 

fabri ' - 
cach fabric side Ventilating Grooves keep shell and hondle 
Avion j ype Thermostat operates air-cooled 
close to ironing surface for precise, constant heat control Permanently Attached Cord, Side-Mounted 


Nickel Chrome Heating Element —sealed-in for long 


ife — assures instant heot — saves waiting time ond 
electricity 


for free motion, no tangling. Rubber sleeve ot handle 
protects cord 


Tilt-Up Heel Plote permits resting iron securely up 
right — eliminates nuisance of lifting iron on ond off 
seporate stand 


pecio! Hard Aluminum Alloy Sole Plate provides 


quick, even heat distribution—lightness plus durability 
Satin finish—glides as it presses 


NOW BEING FEATURED BY AMERICA’S LEADING STORES 


00 Matt 


REG. U.S. PAT. OFF. 


Eee Ee CTF E C 


ae & Fe 


o N o Ff ', @ G cenrtruee:i*’Y 


CENTURY PRECISION WORKS, INC. + 503-7 WEST S6th STREET, N.Y. 19, N. Y. 
Copyright 1946, by Century Precision Works, inc. 
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Air-Way Electric 
Appliance Corp. 
William D. Hart, 
the Air-Way Electric Appliance Corp., 
Toledo, Ohio, for the past 19 years, has 


. been appointed sales manager as the 


company’s first move to expand its 
manufacturing and merchandising pro- 
gram, according to a recent announce- 


an employe of 
* Beautiful 


Rival Mfg. Co. 


Richard G. Warner, until recently 
promotion director of House 
Magazine, has become 
director of sales of the Rival 
Manufacturing Co., Kansas City, Mo 


sales 


While with the publication Mr 
Warner launched the “Better Your 
Home . better your living” promo- 





W. D. HART 


ment by president Joseph H. Nuffer. 
Mr. Hart joined the firm as a sales- 
man, became a factory liaison man, 
installed a special service plan, was 
made business manager of various 
branches and was advanced to the 
post of factory sales representative, 
He became assistant to the president 
in 1944, 


Coroaire Heater Corp. 


A. W. Conley, executive vice-presi- 
dent and general manager of the 
Coroaire Heater Corp., recently an- 
nounced the appointment of John D. 
Conley, former plant superintendent of 
the Butler Mfg. Co., as vice-president 





J. D, CONLEY 


in charge of the engineering and serv- 
ice departments. He has been a direc- 
tor and assistant secretary of Coroaire 
since its organization as a corporation. 


Electrovox Co., Inc. 


Lowell Walcutt, president of the 
Electrovox Co., Inc., Newark, N. J., 
recently announced the appointment of 
Roy Dally as chief engineer in charge 
of phonograph needle and pick-up 
design. 


NOVEMBER I, 


R. G. WARNER 


tion. Prior to serving as a major in 
the Army in the war, he was at 
account executive with Louis FE. 
Wade, Inc., Fort Wayne, where he 
handled Magnavox radio-phonographs, 
Horton washers, and other accounts 


1 


Sylvania Electric Products, Inc. 


The sale of small metal and mica 
parts, wire and welded wire products 
of Sylvania Electric Products, Inc., 
is now under the direction of Ralph S. 
Merkle, manager of parts sales re- 
cently appointed by H. Ward Zimmer, 
vice-president in charge of the radio 
tube division. Mr. Merkle joined the 
staff in 1929 and served progressively 
as sales engineer, sales representative, 





R. S. MERKLE 


commercial engineer and in custome: 
technical service. During the war h« 
served as a major in the Signal Corps 


Victor Electric Products, Inc. 


The appointment of Howard F. 
Doll as vice-president in charge of 
engineering has been announced by 
Charles L. Harrison, president of 
Victor Electric Products, Inc., of 
Cincinnati. Victor was _ recently 
acquired by W. L. Maxsun Corp. 
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a 
That coluratone’ 


kyle 
Sedteh! 


MODEL 609 


Available in Walnut or Blonde Maple 


immediate delivery! 


Ideal for your holiday, gift 
and regular promotions! 


*Coluratone—copyright pending 


Write For 
Full Details Now. 











MODEL 608A 
Chairside Combination 
Walnut or Blonde Maple 








MODEL 607A 
Table Top Combination 
Walnut or Blonde Maple 
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@ Herwer Sal Fok 





that turns Prospects into 


CUSTOMERS! 





This is a reduced re- 
production of a four- 
color advertisement 
(also in black-and- 
white), that will be 
featured in many na- 
tional publications 
during November and 
December. 


To tell the Rittenhouse story of Tone, Style 
and Engineering leadership to more than 
155,458,065 readers, Rittenhouse has con- 
tracted for the tremendous advertising power 
of one of America’s greatest batteries of big- 
circulation Magazines and Sunday Newspaper 
Magazine Supplements! 

Frequent big-space insertions, coupled with 
the appeal of black-and-white, rotogravure 
and full-color art work will constantly suggest 
“See Your Rittenhouse Dealer’—to create 
easier, faster Rittenhouse Chime sales in cities. 
towns and hamlets, alike. Turnover will be 
more rapid, volume greater; profits more 
handsome than ever! 


*Tie up with this money-making . 
opportunity. Contact your Ritten- Chimes 
house jobber NOW or write by 
Rittenhouse direct. 

PAGE 144 







Door Chime sales. 


Here’s the Rittenhouse line-up of big- 
readership National Magazines and Sun- 
day Newspaper Magazine Supplements: 

LIFE—SATURDAY EVENING POST— 
AMERICAN HOME—McCALL’S—GOOD 
HOUSEKEEPING — HOUSE BEAUTI- 
FUL—BETTER HOMES & GARDEN— 
HOUSE AND GARDEN —N. Y. TIMES 
MAGAZINE—ELECTRICITY ON THE 
FARM— COMBINED MAGAZINES OF 
25 MAJOR SUNDAY NEWSPAPERS. 


The Rittenhouse Co., Inc., 11-16 East Street, Honeoye Falls, New York 





DITTENHOUSE 
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Advertisements 


ececrcccece « to build 
EXTRA VOLUME 
EXTRA PROFIT 


The Biggest, Most 
Powerful and Penetrating 
Consumer Advertising 
Schedule ever used for 


continuous promotion of 








Allen B. Du Mont 
Laboratories, Inc. 


The new sales manager of the re. 
ceiver division of Allen B. Du Mor 
Laboratories, Inc., is Victor E. Olson 
whose appointment was recently ap. 
nounced by Ernest A. Marx, gener 
manager of the television division 
Prior to assuming this post, Mr. Olsog 
was eastern sales manager of the Meiss. 
ner Mfg. Division of Maguire Ip. 
dustries. He was formerly regional 
sales manager for the Magnavox Co 
and sales manager of E. H. Scott 
Radio Laboratories. At one time he 
operated his own retail establishments 
and is credited with the organization 
of the radio sales departments of 
W. & J. Sloane. 

















Schick, Inc. 


George A. Graham, former vice. 
president of the Gillett Safety Razor 
Co., has been elected executive vice 


te «1s A 4S £4 





president and director of Schick, Inc. 
Mr. Graham was midwest district 
sales manager for Gillette from 1923 
to 1931. For several years he was 
merchandising director of the Asso- 
ciated Chain Drug Stores, returning to 
Gillette as sales promotion manager in 
1933. The following year he was 
elected to a vice-presidency. He retired 
from the company in 1944. 
Larry H. Simmonds, vice-president 
in charge of sales, has announced the 
appointment of two new sales repre- 
sentatives for the Cleveland and Wash- 
ington territories. Hollis Brewer, 
former Walker Electric and G-E em- 
ploye, takes over in Cleveland. Ted 
Miller is the new representative in 
Washington. He was recently dis- 
charged from the armed forces. Prior 
to service he introduced electric shav- 
ers to the men’s wear field. 





MANU 


Correction 


On page 162 of the September 
1 issue of Electrical Merchandising 
it was erroneously reported that 
Lawrence Glasner had been ap- 
pointed supervisor of the New York 
City sales staff for Schick, Inc 
Mr. Glasner its supervisor in De- 
troit and Frank Drago is a member 
of the New York staff. 
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in minutes.-- Swe 
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ce tiii1,— 
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1 | 
ELECTRIC MODELS: 
220 volts to 240 volts AC, for : — 
drying as fast as you wash. | ‘ “oe 
110 volts to 120 volts AC, aan t d 
for drying as fast as you iron. i} | | 
| | | 
GAS MODEL: RE ati 
For manufactured, natural, iow, eis! Hy] 
mixed, or bottled gas. iene wes || 
Requires 20,000 BTU input. 7 aun | 
: | 
vas 
$o- 
the <4 sa 
ih mw “HANGING OUT” machine-washed clothes to dry is like quill-pen transcription 
“ of dictaphone notes. Machines have freed the housewife from her washboard 
° but until she has a Hamilton, she’s still doing the hardest job by hand. 
‘ FULLY AUTOMATIC DRYING, done for her by Hamilton, offers the final freedom 
of ‘amilton. from washday work and worry. The tiresome stoop and stretch of hanging out 
7 WAN T FA C T T R l N G F 0 M PANY heavy, wet wash, the uncertainty of sunshine or shower, the risk of rewashing 
| from airborne smoke and soot, ALL are canceled out by installation of a Hamilton 
; TWO RIVERS, WISCONSIN Automatic Clothes Dryer. It’s ready, rain or shine, to fluff-dry everything gently, 
‘ © thoroughly, and free of all effort...three average washerloads an hour! 
k World’s Largest Manufacturer 
- 8 E if S , SELL your customers this ultimate convenience in the brightening of “blue Monday.” 
P 0 uipmen , ° es o ge ° ° 
r : ms P : You'll be paid for it in multiplied good will...and in hard cash profit that you can 
for the Professions | ONTY gee with Hamilton. Write for details. 
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On th e Christmas 
iff Parade oe 


G-E CLOCKS! 


NOTE: Surveys show that G-E Electric Clocks are the 
clocks most people want. Now, clocks are again tops on 
Christmas gift lists! See your jobber now regarding these 
new (-1 ( low ks: 


THE PRISTINE 


ished brown mahogany finish with white dial, black 


-Perfect for the small mantel. In pol- 


| numerals. Has self-starting mechanism similar to other 


dependable G-b. Clocks. A beautiful. inexpensive number. 


THE GAY HOUR—Featuring the new G-E 


Select-A- 
his ingenious feature enables users to adjust 
volume control from a gentle purr to a rousing shout— 
or anything in-between. The handsome mahogany- 


finished wooden case is ri hly beautiful. 


Appliance and Merchandise Department, General Electric Company, Bridgeport 2, Conn. 








THE CANDLELIGHT—This handsome new occasional 
clock adds distinction to any home. Available in: (1) 
sparkling, jewel-like black glass, polished to a shimmer- 
ing elegance. (2) in smooth, brown East Indian Lamb- 
skin, or brown Pigskin. with white stitching. 





ie, 


: 


THE MORNING GLORY— Its flawlessly cast metal case 
has a satin-like, butler silver finish. Its fluted brass feet 


are gold-colored. Ideal for the bedroom, yet decorative 


enough as an occasional clock. 





THE “‘SELECT-O-SWITCH”— Electric clock and timer 
controls the radio and other household electrical appli- 
ances. [t turns on radio for any length of time, then turns 
it off. It works the same way with other appliances for 


pre-selected intervals over a 12-hour period. 


General Elecitic Clocks 


The Christmas Clock Most People Want 


GENERAL @ ELECTRIC 
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NEW POSITIONS 





Shick, Inc. (Continued) 


Schick, Inc.’s new vice-presice 
charge of manufacturing is Andrey 
W. Anderson, Jr., until recently plan 
manager of the electric shaver ar 
Shaverest firm. Kenneth C. Gifford 





A. W. ANDERSON, JR. 


president of the company, stated t 

Mr. Anderson’s promotion was due t 
his good work in organizing produ 
tion for civilian demand. The ne 
vice-president was with the Monr 
Calculating Co. before joining Schic 


Philco Corp. 


All radio receiver sales to the au 
mobile industry made by the Philc 
Corp. will henceforth be handled by 
A. J. Rosebraugh, new sales manage: 
of the company’s industrial radi 
livision. In announcing the appoint- 
ment Leslie J. Woods, manager oi 
the division, said that Mr. Rosebraug 





A. J. ROSEBRAUGH 


would be assisted by Martin F. Shea 
Mr. Rosebraugh joined Philco 
1929 as a salesman. From 1939 to 1942 
he was the district representative in 
Indiana and Kentucky. In 1942 | 
was named sales manager of the ( 
cago branch of Philco Distribut 
Inc., becoming Philco southwest div!- 
sion manager two years later. 


National Electronic Mfg. Corp. 


M. W. Gasner, Toronto, Cana 
was recently appointed Canadian 1 
resentative for the National Electr 
Manufacturing Corp., Long Is! 


Cie. KF. 
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le 1941, and again in 1944, the above illustration was used in Bendix 
Automatic Washer advertisements that appeared in a number of trade 
publications. We believe it is more pertinent today than it was five, or 
even two years ago. 

The real test of any appliance lies in successful performance in its 
natural element ... the home. 

Today, more than 500,000 enthusiastic Bendix Automatie Washer 
owners are telling the story of workless washdays— selling the Bendix 
idea. As a result, the Bendix Automatic Washer currently enjoys greater 
public preference than any other appliance. 

With their product story so strongly told, with the store identification 
program fully developed, with the sales, home service and service training 
programs nearly completed, and with none of the uncertainty which 
accompanies unproved merchandise — it is no wonder that Bendix Home 
Appliances dealers and distributors face the future with a confidence 


born of their experience and accomplishme nt. 
BENDIX HOME APPLIANCES, Inc., South Bend, Indiana 
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Only YCLLZ Dealers can sell : 
A VAPORIZING OIL BURNER 


WITH ELECTRIC IGNITION 
in a Complete, Low-Cost Line 


And Thus Dominate 
The Small-Home 


arket... - 
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THE IDEAL OIL BURNING 
EQUIPMENT FOR SMALL HOMES 


For nearly 20 years, H.C. Little Burner Co. has specialized in vaporiz- 
ing oil burners and furnaces specifically engineered for five- and six- 
room houses—and priced within small-home owners’ budgets. Here 
are just three reasons why H. C. Little units sell so well in this market: 





UMITS ESPECIALLY DESIGNED 
FOR 5- AND 6-ROOM HOMES 


Floor Furnace — 
Needs No Basement 








Basement Type 
Winter Air Conditioner 


én 


Conversion Oil Burner 





Utility Room (or Closet) 
Winter Air Conditioner 





ia. 





1 EXCLUSIVE, PATENTED H. C. 
LITTLE ELECTRIC IGNITION gives 
complete freedom from “furnace tend- 
ing”. When the thermostat calls for heat, 
the burner operates at high efficiency — 
otherwise it is entirely shut off. There is 
no pilot light or “low fire” stage to 
waste fuel, cause soot or smoke. Electric 
ignition is a BIG SALES FEATURE 
that ONLY H. C. Little has successfully 
applied in the low-cost vaporizing 
furnace-burner field. 


2 THERE IS AN H.C. LITTLE UNIT 
OF EXACTLY THE RIGHT SIZE to 
heat any small home in complete com- 
fort with minimum heat loss and “long 
cycle” operation, which is extremely effi- 
cient. This is accomplished by“balancing” 
the capacity of the H. C. Little oil burner 
against the heat load, providing even 
heat flow and maximum economy. Here 
is a big advantage over pressure type oil 
burners, which generally must be set for 
at least a gallon an hour consumption— 
entirely too much for atypical small house! 


3 THE ELONGATED, PATENTED 
H.C. LITTLE VAPORIZING BURNER 
DESIGN converts low-cost furnace oil 
(including catalytic oil) into a rich, soot- 
free vapor, which burns with a clean, 
smokeless flame at very high efficiency. 
There are no moving parts to service—no 
motors or blowers 
to wear out—no 
nozzles to clog.... 
Years of trouble-free 
operation are as- 
sured — over 100,000 
units in successful 
Operation prove it. 


TO APPLIANCE DEALERS 





NOTE 
You will find that factory assembled H. C. 
Little units are merchandised like any other 
major appliance— and often at a higher 
NET profit. Literally hundreds of electric 
appliance dealers are selling H.C. Little 
equipment —to our mutual benefit 





BURNER CO. 





San Rafael, 


Factory Representatives 
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NEW POSITIONS 








Wayne Home Equipment Co. 


B. G. Duer, vice-president in charge 
of sales of the Wayne Home Equip- 
ment Co., recently announced the ap- 
pointment of Herman C. Tille as man- 
ager of water pump and softener sales. 
Mr. Tille was formerly associated 
with Decatur Pump Co. and with the 
Caterpillar Military Engine Co. He 
will handle sales of Wayne pump and 
water systems, industrial pumps, and 
water solteners 


llg Electric Ventilating Co. 


J. J. Friedler, southern district man- 
ager of the Ilg Electric Ventilating 
Co., has been elected to the board of 
directors, according to an announce- 
ment by president J. M. Frank. Mr. 





J. J. FRIEDLER 


Friedler began with Ilg in 1925 as a 
salesman in the New Orleans office. 
In 1928 he was named manager in that 
city and in 1930 he became a district 
manager. 

P. D. Briggs, vice-president and 
general sales manager, has announced 
the appointment of G. C. Jelliffe, 
former Navy lieutenant commander, 
as his assistant in the New York office. 
Mr. Jelliffe was, prior to the war, 
metropolitan division manager of 
Western Union Telegraph Co. in New 
York. 

The Houston office is now under the 
management of Keith P. Ribble, 
former Allis Chalmers representative, 
while the Phoenix office is being man- 
aged by E. B. Bomar, a sales engineer 
in that area for several years. 


Safeway Heat Elements, Inc. 


H. K. Stroud, president of Safeway 
Heat Elements, Inc., Middletown, 
Conn., recently announced the appoint- 
ment of Charles J. Hall, formerly ex- 
ecutive engineer of the American Ra- 
diator and Standard Sanitary Co., as 
vice-president in charge of engineer- 
ing. While working with American 
Radiator, Mr. Hall designed the Birds- 
eye Frosted Foods cabinet. During 
the war he served on several govern- 
mental advisory committees. 


Domestic Sewing Machine Co. 


The new Tulsa district manager for 
the Domestic Sewing Machine Co. has 
been announced by president Dodge 
E. Barnum as Perry L. Rosenbalm, 





P. L. ROSENBALM 


former OPA investigator. Prior t 
the war he was sewing machine dis- 
trict representative for the Southern 
Sales Co. of Oklahoma City and pre- 
viously had been a salesman and 
assistant store manager in Oklahoma 
and Texas. 


Tracy Mfg. Co. 


James W. Derr has been appointed 
southern sales manager for Tracy 
Manufacturing Co., Pittsburgh cabinet 
sink manufacturer, according to an 
announcement by T. E. Dela Court, 
president. Mr. Derr’s headquarters 
are in Atlanta. He was formerly 
regional sales manager there for the 
American Central Manufacturing Co 





New ILG Appointments 





G6. C. JELLIFFE 


NOVEMBER |, 


K. P. RIBBLE 


E. B. BOMAR 
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a Detroiter=—- 
lo Deliver 
on Detroit 


Sure, you know Detroit! Or do you? 
Detroit is 75% of the automotive industry. 


Are you also aware that Detroit is steel, 
shipbuilding, drugs and chemicals? That 
Detroit is farms’ tools and machinery, air 
conditioning and refrigeration equipment? 
That Detroit is copper, brass, aluminum, 
heating equipment and paint? And that 


Detroit is a major shipping center? 


And beyond that — Detroit is also nearly 
2,000,000 people, hundreds of thousands 
of whom moved in during the past few 


years. Detroit is a conglomeration of folks 






from other cities and towns, from remote 


villages and country crossroads. Detroit is 
a mixture of backgrounds, tastes and 
habits. 


Here is a situation which calls for up-to- 
the-minute, on-the-spot knowledge of a 
market—the kind of information that is 
being collected every day in Detroit by 
the Hearst Advertising Service through its 
“reporters with a nose for sales.” Already 
a storehouse of information on the current 
situation is available to sales and advertis- 
ing executives. Why not call the Hearst 


Advertising Service man now? 


Hearst ADVERTISING SERVICE 


HERBERT W. BEYEA, General Manager 
959—8th Ave., New York 19, N. Y.—Offices in principal cities 


Representing: 


New York Journal-American «+ Pittsburgh Sun-Telegraph - 
Baltimore News-Post-American * Boston Record-American-Advertiser + Detroit Times + Albany Times-Union 


Chicago Herald-American 


San Francisco Examiner +* Los Angeles Examiner + Seattle Post-Intelligencer 
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SENTINEL 


( Reg. U. S. Pat. Off. ) 


CLOCKS AND WATCHES 














.o8°***@,, = 
. , wee S. inet a icve . gent 
. gon "s tT nm $ 
‘ : prise? : yo ae 4xem 
pavis* hf wnat 
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/ *.. & so y “ff aprownen 4 uP {in . 
Pe **-....0 me *. er . 5.00" 
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AUTOCRAT: Sentinel's new awh ld : 
Pocket Watch. A chromium 
ed beau ith ide black 
none! mumera! dial. Has ~~ noo 
2 dial type second paud lea 
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THE E. INGRAHAM COMPANY [ \ H 
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NEW POSITIONS | 











Graybar Electric Co. 


* New northwestern district manager 


for the Graybar Electric Co. is John 
P. Lawton, succeeding J. I. Colwell, 
retired. Mr. Lawton began his Gray- 
bar career in 1923, becoming a sales 


specialist in 1926, and manager of the 
appliance department in 1928. In 1940 
he became manager at Des Moines. In 
1944 he was named district sales man- 


ager in Seattle where he will continue 
to maintain headquarters. 


4 
Farnsworth Television & 
Radio Corp. 

c 





J. P. LAWTON 


New assistant manager of the special 
products sales division of the Farns- 
worth Television & Radio Corp. is 
J. J. Broderick, who joined the firm [Prove to y« 
in 1940 as assistant manager of distri- clean, : 
bution services. Subsequently he be- 










: fashi 
came assistant to the sales manager, ashione 
assistant purchasing agent, and, dur- Tak 
ing the war, worked on priority data Use the 
and controls. Prior to his most recent the ve 
appointment he was an administrative 
assistant to E. H. Vogel, vice-presi- cloth. Pr 
dent in charge of sales. air-f 

escaping fi 

All 

Stromberg-Carlson Co. throug 
William C. Lewis, former chief of No 
the Stromberg-Carlson government McAllist 
terminations department, has been pro- filtere 


moted to the position of assistant sales 
manager, according to an announce- 
ment by Arthur F. Gibson, assistant 
general sales manager. Mr. Lewis 
is a veteran of 17 years with the 
firm and will assume many of the 
duties of the radio, telephone and 
sound equipment sales executives. 


t 


Westinghouse Electric Supply Co. 


Robert S. Sloan has been appointed 
district appliance manager of the 
Westinghouse Electric Supply Co’s. 
northern California district. He was 
formerly metropolitan appliance man- 
ager for the company in Seattle. 

E, M. McAfee, former west central 
district apparatus and supplies man- 
ager, has been named district manager 
of the Westinghouse Electric Supply 
Co., in the west central district to re- 
place L. A. Pixley, who recently re- 
signed to devote all of his time to 
radio broadcasting activities. 
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‘ does NOT leak dust | 
op PROVES 


m [Prove to your customers the difference between the ee 





clean, sanitary McAllister system and the old- a oo , 
7 fashioned cleaner with its dirty bag that leaks dust. . 
2 Take any bag-type cleaner that has been used. Turn on the motor. t ! y 
“ Use the crevice tool or any pipe-like object open at both ends and cover V f | | IS Th R 
ns the round end with three folds of handkerchief or similar clean, white 
i. cloth. Press the cloth covered round end of the tool firmly against the THE Oo N LY COMPLETE 

air-filled bag and move it to several places so it “filters” the air 4 1N1 APPLIANCE 
escaping from the bag. Then examine the cloth. 
All three folds will be covered with the fine dust that has escaped 1. Vacuums best by actual test. 

through the porous bag. 2. Actually washes, rinses, dries rugs and other furnishings; 
p Now take three clean cloths and cover the exhaust opening of the restores colors. 
nt McAllister. Turn on the current. The entire volume of air is now being 3. Aerates bedding, rugs, clothing with clean, fresh, filtered 
ns filtered through the cloths, but even if the pan is full of dirt, — on : 
ho Gath wil thaw 00 Gut, 4. Actually mothproofs clothing, furnishings; sprays, paints; 
oe! waxes floors. 
is This truly post-war cleaner, thoroughly field tested and anal yas 
he proved, is produced by an old, reliable appliance manufacturer ee ae ee ee ee ae 





ne ——— 


ee ee ee oe 


e 











Now toke three clean cloths 
and cover exhaust opening of 
McAllister that has dust in pan. 
Start motor. 


an 









Open cloths. They will be covered 
with dust that has escaped 
through the bag. 





that hes been 
ysed.Toke crevice e 
tool and piece 
several negro . : 
ses of clean pon F 3 
over round -_ ~~ 
Hold cloths firmly 
against bag- 









@ McALLISTER-ROSS CORPORATION 


General Offices: 135 South LaSalle Street, Chicago 3, Illinois Factory: Newton, lowa 
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No question about it, you’re selling the best when 
you stress Fiberglas Insulation in home appliances. 
And your customers know this—know Fiberglas, in 
| most instances, as an old and dependable friend. 
Yes, millions of homemakers know Fiberglas to be 
an outstanding insulating material, proved through 
exceptional performance in their pre-war appliances, 
not to mention thousands of difficult war applications. 





Such “acceptance” of Fiberglas means not only 
easier selling in the store; it means greater customer 
satisfaction with their purchases (and more future 
business for you). 





Owens-Corning Fiberglas Corporation, Dept. 853, 
Toledo 1, Ohio. 


In Canada, Fiberglaa Canada Ltd., Toronto, Ontario 





OWENS-CORNING 
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Easily demonstrated advantages 






of FIBERGLAS insulation 











WATCH FOR THIS SEAL! 


You'll find it on quality ranges, re- 
frigerators, hot-water heaters, many 
other appliances. These seals make 
it easy for you to cash in on the 
Fiberglas feature. Look for them 
on the products you’re handling. . . 
and make the most of them in your 
selling! 








JD OsP ORES DAC THERMAL INSULATION 
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Belden Mfg. Co. 


Alfred E. Kayworth has been ap. 
pointed sales representative for th 
New England states to handle all of 
the Belden Manufacturing Co's. auto. 








A. E. KAYWORTH 


motive, radio and electrical lines. He 
was stationed at the company’s Chicago 
plant prior to graduation from the 
special sales training course for vet- 
erans. He spent over three years in 
the Navy during the war as an ad- 
ministrative instructor. 


Deepfreeze Division, 
Motor Products Corp. 


The Deepfreeze Division of the 
Motor Products Corp. has announced 
the appointment of Sidney Lee Faust 





S. L, FAUST 


as sales manager for the Kansas City 
district with headquarters at 1400 E 
74th St., Kansas City, Mo. 


Connecticut Light & Power Co. 


John J. Daly, sales promotion man- 
ager for the Connecticut Light & 
Power Co., has been named retail sales 
manager to succeed William ™M. 
Walsh, merchandising manager, who 
died on July 24. According to A. V. 
S. Lindsley, vice-president in chargt 
of sales, Mr. Daly will be responsible 
for the staff planning phase for the full 
development of the company’s retail 
markets with the assistance of Charles 
A. Byron, newly appointed appliance 
manager. Mr. Daly was a major is 
the Army during the war and priof 
to that was commercial manager of the 
firm’s southern division. 
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Heater series. 


Scheduled to reach 4,721,056 consumers all across the 
country via “Better Homes and Gardens” and “American 


Second G-E Water Heater ad to 
| reach over four million buyers! 


Market wide open with 95.6% of possible homes unsold! 


It’s for you—the second ad in G. E.’s new Electric Water 


Home.” 


Slated to help you sell this wonder G-E Heater 


that keeps floods of piping hot water on tap day and 





He 
—1Z0 
the 


ad- 


the 
ced 
just 





4 





jan- 


ales 
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E DB GE xviii: WATER HEATER f 
GENERAL @ ELECTRIC l : 


QB GE tice 


All the AOT_WATER you need — 
without even a thought on your part! 


Completely evtomatic! G.E.'s Postwar Electric 
Water Heater Brings You A Continveus Supply 
Of Het Water! Ne work, no worry, ne fuss! 


er meratt thie G-E Electric Water Heater 
That's all you have to do to get flands of hot 
water day and night, year after year 


For the G-E Electric Water Heater is com- 
pletely automatic. Keeps hot water on tap 24 hours 
a day. Needs no attention. No f oking, 
or checking. No more ashes or waste. Itt vare 
of iteelf 






G-F precision-built all the way through—the 
G-E Electric © ater Heater brings you piping het 
water the very second you want it 

It's «0 safe. too. No flame —no fumes—no odors 
It comes as a complete appliance in a sparkling, 


white-enameled hnsh 





peet the needs of your family 
G.-E retailer and see the 


Heater. today. Also ask him about 





electric cate for heating water. General 


Flectric Company, Bridgeport 2, Conn 


G.E.'s “Automatic Brain” —The Ther- 
mosnap— Keeps the Water Hot! © hen 
the cold water comes into the heater, 
Thermosnap snaps quietly on — starte 
rent? Unit —heate the 
piethy off again, aute 






water — anape 
matwally 


G.E.'s Heat Trep end Cold- 
Water Boffie Seve You Money! 
These two G-E features guard 
againat heat lone bet wren tape and 
the heater munemize the mining 
Mf cold and hot water. They keep 
he operating costs way down 





llere’s one type of heater you can place anywhere 
in your home without regard to flues of chimncys. 
For « G-E Electric Water Heater has a0 smoke or 
flame by-products. It's neat, clean, 

compact. There's a perfect-sined mod. = g— 

1 for your household. 
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WATER HEATER 


GENERAL @ ELECTRIC 


night—automatically. 


And just look what’s happening to the market: 


Utilities Offer Special Help 


lo help you sell more heaters, utilities offer special, low electric 
heating rates—attract scores of electric-water-heater buyers in mid- 
dle and low income groups. 

Women demand more and more automatic hot water as they buy 
more and more washing machines and automatic dishwashers. 


95.0% of the electrified homes in the country do not have electric 
water heaters—the market has barely been touched. 


G. E. Offers New Campaign 


And now, G. E. follows through with a smashing, new advertising 
campaign—urges home builders cross-the-country to investigate the 
amazing G-E Electric Water Heater. 

The rest? That’s up to you. The market’s wide open. Profits are 
there. Contact your G-E Distributor for full facts—right now. Find 
out how to get your share. Appliance & Merchandise Department, 
General Electric Company, Bridgeport 2, Conn. 


GET YOUR COPY NOW! 


For the First Time In Appliance History: a folder 
that organizes the complete selling story for 
electric water heaters. And it’s yours, while the 
supply lasts. 





Here, in G. E.’s new folder, you can find at a 
glance how big a tank to recommend for different-sized families— 
how much it will cost a family to operate an electric water heater 
(based on your home-town, local-utility rates) and a host of other facts. 

The folder is designed to fit into your salesman’s pockets. To help 
him answer customers’ questions intelligently, quickly. To speed 


up sales. 








Get a copy of G. E.’s new folder for each of your 
salesmen, now, while there are plenty in stock. Order 
through your G-E. Distributor! : 
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| APPLIANCES 4 
a LS PROVEN IN 


J PERFORMANCE! 


Distinctive matched design of White Cross appliances, 
coupled with proven dependability of this quality line, in- 
sures complete customer satisfaction, profitable repeat 
sales. The appliances shown below embody features and 
styling that identify White Cross as the appliance line that 
captures popular imagination. 






AUTOMATIC 
POP-UP 
TOASTER 


Fully Automatic Pop- 
Up Toaster. This 
silent, automatic pop- 
up toaster, an entirely 
new development, 
has no clock mecha- 
nism to cause trouble. 
Thermostatic timing 
fully governs the 
toasting temperature 
at all times, regard- 
less of fluctuatin 
voltages. Toasts bread evenly to any color selected win 
color dial. Equipped with convenient crumb remover. Fin- 
ished in lustrous chrome with massive bakelite base and 
handles to match. Heavy cord attached. A. C. only. 


Matched Design 


TWIN 
WAFFLE 
IRON 


Matched Design 


Bakes two individual waffles at the same time on stickproof 
aluminum grids, each 5 x 5%" size. meng enclosed 
i ing temperature. 

fining and side 


hinges. Heat indicator announces ba 
Finished in lustrous chrome with matched 
handles. Detachable cord set. A. C. or D. C. 







LARGE 
AUTOMATIC 
WAFFLE 
IRON 


Matched Design 


Fully Automatic Waffle Iron. Requires no watching. Jewel 
signal light announces baking temperature. Waffles are 
baked everytime as set by color selector. No-stick grids, 
7% size, with batter groove. Finished in high lustrous 
chrome with matched walnut-color lift and side handles. 
Detachable cord set. A. C. only. 


NATIONAL STAMPING & ELECTRIC WORKS 


Subsidiary of Eureka Williams Corporation 


3214 W. LAKE STREET CHICAGO 24, ILLINOIS 
EE SES A eA 
54 








TABLE TALK: Distributors for Gould Pumps, Inc., are currently receiving field 
training in the selling and application of Gould water systems. Shown at a recent 
meeting are representatives of Canfield Supply Co., Kingston, N. Y., Central Hudson 
Gas & Electric Co., Poughkeepsie, N. Y., and Gould officials. 








DISTRIBUTOR NEWS 














ARIZONA 


Rene Larriva, manager of the Ari- 
zona Appliance Mart, Phoenix, states 
that his firm has been appointed dis- 
tributor of Crosley products in the 
state of Arizona, and also that con- 
struction is progressing on a ware- 
house for the firm. 

Samuel B. Schurgin recently re- 
opened the Arizona Power & Light Co. 
in Phoenix, which before the war dis- 
tributed fluorescent lighting and elec- 
trical specialties. Mr. Schurgin now 
announces that he plans to expand to 
other lines. 


CALIFORNIA 


The J. N. Ceazan Co., distributors of 
appliances, radios and tires, held the 
formal opening of its new San Diego 
home recently. The new location is 
1945 E. Harbor Drive. 

Raymond P. Flint has joined the or- 
ganization of Russell & Co., manufac- 
turers’ representatives, with headquar- 
ters in the Western Merchandise Mart, 
San Francisco. He will have charge of 
sales promotion for Electromode do- 
mestic and industrial heaters. 


FLORIDA 


A veteran of twelve years’ standing 
in the electronics and appliance field 
in Florida, Hugh C. Ford has been 





HUGH C. FORD 


added to the sales organization of the 
Florida Radio & Appliance Corp., 
Miami, according to George B. Gray, 
vice-president of the firm. The sales 
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force is being augumented to meet the 
increase of factory shipments, Mr, 
Gray added. 


GEORGIA 


The Electrical Equipment Co., 624 
Ellis St., Augusta, has opened a new 
department. The move enables the 
firm to handle the distribution of major 
electrical appliances. 


KANSAS 


Morris F. Paulsen has been ap- 
pointed merchandise manager of the 
Graybar Electric Co. in Wichita. 


MAINE 


David Gillman and Earl Brand of 
Gill-Brand Products, Inc., announce 
that they are about to move into new 
quarters occupying two buildings on 
Middle St. in Portland. 42,000 sq. it. of 
space will be available. 


MINNESOTA 


Cotie, Fleming & Associates manu- 
facturers’ representatives, are moving 
their office and lighting fixture display 
room from the lobby to larger quarters 
on the same floor of the same building, 
the Foshay Tower in Minneapolis. To 
acquaint members of the lighting in- 
dustry in the territory with the new 
quarters, a contest is being held for the 
best layout to display lighting fixtures. 


NEW JERSEY 


Krich-Radisco, Newark distributors, 
held a series of meetings recently to 
acquaint dealers with the new RCA 
Victor television sets. Four sets, rang- 
ing in price from $225 to $1,000 were 
displayed. Presentation and promo- 
tional plans were handled by A. K. 
Leach, general sales manager, A. J. 
Hirsch, merchandising manager, and 
Earl Pullen, radio sales manager of 
Krich-Radisco. The firm has an- 
nounced the appointment of Mrs. Al- 
berta Ellinger as Bendix home service 
director. 


NEW YORK 


Ben L. Kulick, president of Fay-San 
Distributors, Inc., Buffalo, Admiral ap- 











The Greatest Sales Story 
in the Oil-Burning 
Home Heater Field! 














Vay. , Capit yy tn The Home ~ 
MEANS A MAGIC CARPET OF PROF/T IN YOUR STORE! 


aa 

VS with any other oil- 

© heater on the marker! 
fire you'll find it to- 





7A 
7% 

oa 

ae 


FEATURES 


* FLOOR LEVEL HEAT 
Spreads a Magic Carpet of 
Comfort over the floors. 


* ALL-DIRECTIONAL HEAT 


h heater profit 
lusive features shown 





© EVANS the heater your 
S will want . . . the heater 
rant to sell. 
‘hong : : 
profit-making line 
thome heaters that con- 
uper DeLuxe Low-Boy 
Wels of 45,000—55,000 
'B.T.U. output and 2 


. vy * ‘“¢ 
tr 
hg ormeell 
er . 
a ie alt: ‘ 
2 


° dels providing 31,000 
B.T.U.’s. Write TODAY 


aang f° 
> ' oa ‘ 


+28 


op 





or: a 
i} Ste 
Set oa 


} but a few of many © 


Warms entire home, 
No cold corners. 

* HEAT-WAVE BLOWER 
Circulates 350 cv. ft. 
heated air per minute. 


* DOWN-FLO ACTION 
Waste ceiling heat 





re-circulated at floor level. 


* HORIZONTAL HEAT CHAMBER 
Largest of any heater, 
Low, close to floor. 


* FLAME-THROWER OIL BURNER 
Throws a double- 
length U-shaped 
Golden Fiame. 








PANY —Detroit 27, Mich. 6 
WESTINGHOUSE 
o>! 



















DEALERS KNOW THAT A PRODUCT THEY CAN SINCERELY RECOM- 
MEND AS BEING THE FINEST OF ITS KIND MEANS SATISFACTION TO 
THEIR CUSTOMERS—AND THAT MEANS “REPEAT” BUSINESS... 


THAT’S WHY YOU FIND MORE DEALERS EVERYWHERE ASSUR- 
ING THEIR CUSTOMERS’ SATISFACTION—AND THEMSELVES, FURTHER 
PATRONAGE—BY RECOMMENDING THE RITZ ELECTRIC TABLE BROILER—A 
“BRANDED” PRODUCT OF WORLD-WIDE ACCEPTANCE AND REPUTATION. 


THE RITZ ELECTRIC BROILERS are precision built from the 
finest materials and include many additional features for 
multiple selling “punch”! 


To help you increase your sales of this time-tested product 
a hard-hitting, fast action National Advertising and Sales 
Promotion Campaign is now in full swing! .. .To bring 
your customers in to ask for a “RITZ” instead of a broiler. 


A NATIONAL RADIO PROGRAM... 
CONSUMER MAGAZINES... 
Good Housekeeping + Ladies Home Journal 
Woman’‘s Home Companion 
Farm Journal « House Beautiful 


AND NEWSPAPERS IN YOUR OWN CITY 
to make your customers “RITZ” conscious. 


GET IN THIS DRIVE FOR FASTER SALES AND GREATER 
PROFITS. Write today requesting attractive counter and 
window displays, brochures, and newspaper mats pre- 
pared especially for you. 


A Product of 


MARLUN MFG. CO., Inc. 


37-39 East 21 St., New York 10, N. Y. 
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TELLING THE DEALERS: Dave Wag. 
man, sales manager for radio and tele- 
vision for Bruno-New York, Inc., tell the 
dealers who gathered in the Hotel 
Pennsylvania to see the new RCA tele- 
vision sets about the “brighter, clearer 
steadier" pictures. Over 150 dealers saw 
the two table models and two console 
models on hand at the meeting held late 
in September. 








DISTRIBUTOR NEWS 








pliance wholesalers, was host to deal- 
ers who viewed the Admiral Dual- 
Temp refrigerator for the first time. 
Richard J. Levi, general manager of 
Fay-San, outlined advertising and sales 
plans of his firm, and S. H. Rogovin, 
regional manager for Admiral, told of 
the factory’s plans for local dealers. 

In White Plains, the complete line of 
Quaker space heaters was presented to 
franchised dealers in Westchester and 
Long Island by officials of Dale Dis- 
tributing Co., N. Y., and O. B. Nelson 
of the Quaker Mfg. Co., Chicago. 100 
dealers were in attendance. 

The Westinghouse Electric Supply 
Co., has opened its 94th branch supply 
house, this one in a two-story building 
at 1167 Atlantic Ave., Brooklyn, it was 
announced by David M. Salsbury, ex- 
ecutive vice-president. H. P. Neher, 
Jr., will manager the branch, R. E. 
Roberts will direct sales of apparatu! 
and supplies, and L. T. Wood has beer 
named appliance manager 


OHIO 


A new Columbus enterprise in the 
distribution field is John J. Getru & 
Son, who are opening at 188-190 E 
Gay to engage in the wholesaling of 
small electrical appliances and allied 
lines. 


OKLAHOMA 


Kenneth T. Gillespie has assumed 
the vice-presidency of the Oklahoma 
Electrical Supply Co. in Shawnee. 


PENNSYLVANIA 


The Anchor Distributing Co., Pitts 
burgh, has announced three new aj 
pointments through S. I. Lasner, vic« 
president. Eric K. Orne has been mad: 
northern district manager; Alan R 
Marti has been appointed Wheelin 
district manager, and H. H. Goulding 
has been named a district representa 
tive. 
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the Sensational 


NEW WAY 


to Play Records! 
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@ Ask prospects to listen—for needle noise, 
hiss, scratch or rattle—for annoying sounds 
they hear in ordinary radio-phonographs . . . 
sounds that are conspicuously absent in a 
Zenith. Then, turn the volume all the way 
down. Even then there is no mechanical chat- 
ter. That’s because Zenith’s ‘Sensational New 
Way To Play Records”, with the COBRA Tone 
Arm, is an entirely new method of record re- 
production. The Cobra’s delicate filament 
floats gently on the record with less than 24 
ounce pressure, picking up every modulation 
and beaming it into the amplifier on a Radionic 
Wave. Yes, listen to a Zenith, and make this 
“listening test” part of every demonstration, 
for only with a Zenith can you listen for some- 


thing that isn’t there. 


The Cobra brings out every note of every instrument . . . the sparkling highs . . . the mellow 


bass notes. . 


. the rich overtones—just as the artist himself would like to hear them. And, 


complementing this new method of reproducing records radionically, Zenith’s Silent-Speed 


Record Changer operates so quickly, so quietly, that there is virtually an unbroken flow of 


music. Once your prospects /isten and hear the difference, only Zenith will satisfy them. 





BACKED BY 30 YEARS OF RADIONICS EXCLUSIVELY 
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HAS THE COBRA TONE ARM 
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Unlimited uses: 


Unlimited sares 
OPPORTUNITIES IN 


LAU «niteair” 
EXHAUST FANS 


for Homes, Offices and Factories 


5 Diometer Sizes 
Ronge of 8 Discharge Capacities 





Everyone wants comfortable, refreshing sleeping, working, and 
shopping conditions. Lau propeller-type (“Niteair”) fans pro- 
vide more real, long-term comfort than anything that could 
possibly be devised or procured on such small investment. In- 
stalled in homes—large or litthe—Lau fans expel daytime heat; 
replace it with fresh, cool, night 
air. Many practical applications 
besides homes—in offices, fac- 
tories, commercial buildings, 



































stores, cafes. Mass manufactured 
in straight line production for | 
low-cost competitive selling. i U 
Sales are a snap. | a - 
DIMENSIONS AND SPECIFICATIONS 
Unit_| FonSixe | A | 8 c | CRM. =| RPM. | WP. 
226L 22 2 | 24% | 1 | 3800 | 20 | % 1 
“30au | 30° | 38 | 38 | 13% | 7,100 | 460 V4 _| 
a eee | 42 | 13% | 9000. | 350 | % | 
3eae | 36" | 42 | 42 | 13% | 10150 | 400 | 4 | 
42xu | 42” | 48 =| «48 16 12,600 330 "Vy 
“47st | 42" =| 48 | 48 T | 4500 | 300 | % | 
~485L | 48 | lUs4#)™SC~*sYé=<‘(OQSCd|!tSCé«tNS SOU} «290 ~«dSt;éC‘SCSd’ 
fp 48" | sa | 54] ~COéSSC*@Y:CS*é‘iOOODSC*«SY:«Cazs—iédG;sC‘ 














Write us direct or contact your jobber. 


AU 


WORLD'S LARGEST MANUFACTURERS OF FURNACE BLOWERS 


BLOWER 
COMPANY 


DAYTON 7, OHIO, U. S. A. 





Engineers and ftabricators of general Air Handling Equipment 


Blower Assemblies * Wheels * Propeller Fans © Accessories 
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PERUSING THE PLANS: Krich-Radisco, Newark, N. J., distributors, have decided 
to modernize their Electronic Parts Division. Here (left to right) Kenneth H. Joy 
general executive of Brisacher, Van Norden & Staff, advertising engineers of New 
York, B. Gordon Krich, secretary of Krich-Radisco, and Fred Rosenstein, manager 
“of the Electronic Parts Division, discuss the proposed layout. 





DISTRIBUTOR NEWS 








In Pittsburgh, Walter Butler, for- 
merly sales manager of the Pittsburgh 
Electric Supply Co., has been elected 
vice-president in charge of sales, and 
William Hoge has been named sales 
manager. The firm is awaiting the 
green light on a new 27,000 sq. ft. 
building to be used for offices, display 
rooms and a warehouse 


TENNESSEE 


Ten sales training schools on all 
Philco products over the Mid-South 
area have been held recently by Mc- 
Donald Brothers, Philco distributors of 
Memphis. They were under the super- 
vision of John L. McDonald, general 
sales manager for the distributing 
firm. 

The new building of the Mills-Mor 
ris Co. in Memphis, located at 171 S 
Dudley St., gives the company a total 
of 47,000 sq. ft. of space. About 4,000 
sq. ft. will be given over to displays of 
appliances, radios and parts. The com- 
pany operates seven stores. 


TEXAS 


Two new appointments have been 
announced by G. T. Marchmont, 
southwestern district manager of the 
Graybar Electric Co. at Dallas. John 
E. Fontaine is the new manager at 
Houston and Lynn A. Haley takes the 
same job at Beaumont. 

E. H. Krohn, general manager of 
Al Mathias & Co., El Paso, for the 
past 15 years, has opened his own 
appliance distributing firm, E. H. 
Krohn & Co., at 1617 Bassett Ave., El 
Paso, and plans to open a branch in 
Phoenix, Ariz., in the near future. 
The new concern has acquired a ware- 
house with 14,000 square feet of floo 
space and the company headquarters 
contain 12,000 square feet of space. 
Seven salesmen will cover the south- 
western territory. 

The Mission Radio Distributors 
have moved to a new home at 814 
South Presa St., San Antonio, accord 
an announcement by H. M 
Fischman. 


ing to 
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SILKWORTH DISTRIBUTING CO. 


— WHOLESALE 


DIST BUTOR OR 


Ri 
INAW ST —_ FLINT MIC —— 


FAIR DEAL: Here.is the contribution made to the Saginaw County (Mich.) Fa 


recently by the Silkworth Distributing Co. of Flint. 


only appliances, but is branching out, as you can see. 


NOVEMBER |, 


Silkworth's formerly handled 
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“Model 284-Ni as advertised in The Saturday Evening Post, Woman's Home Companion and Liberty Magazine” 


LIFE TESTED 


FOR 


CUSTOMER 
SATISFACTION! 


Like every other Sentinel set the new Catalin Model is 
Life Tested* . . . for unqualified customer satisfaction. 
And Sentinel makes a precision radio for all of your 
customers . . . AM and FM, AC and DC, Battery and 
Electric, table models, portables, consoles and combina- 
tions. Yes, there is a genuine Sentinel for every prospect 
that enters your store. .. . for every room in every home, 
for every purse and purpose. And it has been proved 
time and time again that, with Sentinel, elimination of 
service makes the dealer's first profit his net profit! 





*Every Sentinel radio is Life-Tested for Reception-Perfection! 
Each component part is thoroughly and accurately tested and 
measured to insure longer radio life, maximum fidelity of tone. 


SENTINEL RADIO CGR ORATION 


Sentinel 


EVANSTON, ILLINOIS 


Kicclio for Studio Tone in Your Home / 








— 
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Quality and mode- 
rate prices have, 
over the years, 
made Signal a 
leader in fans, tele- 
graph instruments 
and portable elec- 
tric drills. 
















ie es 

a . aa ae te 

A PLANT FOR PROGRESS: When the Allied Appliance Co., Boston, Mass., dis- 
tributor, held its Open House celebration recently, one of the highlights was the 
presentation of a plant (garden variety) to firm members instrumental in post-war 
progress, as a gift from department heads. The recipients (sitting) are Herman 
Dorfman, Harry Lampert and Samuel Dane, firm members, and R. S. Cron, vice- 
president and general manager. Standing are the department heads: Mitchel 
Laudau, Thomas J. McCue, Guy G. Smith, Wilbur H. Eisenmann, Albert W. Nelson 
and James C. Harrington. 








DISTRIBUTOR NEWS 














WASHINGTON 


Frank C. Porter, vice-president of 
the F. B. Connelly Co., Seattle dis- 
tributors, has announced that an Open 
House ceremony has been held as a 
formal showing of the extensive re- 
modeling and expansion recently fin- 
ished by the firm. 


WISCONSIN 


The Kenosha Refrigeration Sales & 
Service Co. has been incorporated at 
Kenosha with 100 shares of capital 
stock at $100 per share, to deal in 
refrigeration units, household appli- 


ances and supplies, both wholesale and 
retail. Incorporators are Mark J. and 
Josephine Graser, Frank C. Witmer 

The Taylor Electric Co., distributors 
of RCA Victor radios in Wisconsin, 
Michigan, Iowa and Minnesota, have 
announced the appointment of Arthur 
E. Kronenberg as sales manager of 
RCA Victor radios. The firm also 
handles Coolerator, Ironrite, Hamilton 
and other lines. 

The Hein Electric Supply Co., has 
been started in Milwaukee, and has 
taken out incorporation papers as a 
wholesale business only, with store at 
604 W. Wells St. Its territory is the 
entire state of Wisconsin. 



















VENT FANS h 
Designed and 
built for long 
life. 


MENOMINEE, MICHIGAN Offices in Principal Cities 


OFARIAT 


J i — Ae - 


SIGNAL ELECTRIC MFG. CO. 











SIGNING WITH SPARTON: Fred T. Sterrit, vice-president and general manager 
of Columbia Electric Co., Chicago, signs the papers which make his firm a distributor 
of Sparton radios. Left to right, Edward C. Bonia, sales manager of the radio and 
appliance division, Sparks Withington Co.; Mr. Sterrit; David Davis of R. H. Macy; 
and N. H. Terwilliger, advertising and sales promotion manager of Sparks Withington. 
In the Sparton set-up, a distributor is called a district merchandiser. Mr. Sterrit was 
once advertising and sales promotion manager for the company. 
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TWO SMART ITEMS | 


MODEL 
150 


$8.95 “A ROYAL MASTER 
= YAL MASI 


AIR HEATER 


One of the smartest designed heaters to reach the 
market, The Royal Master Portable Electric Air 
Heater is proving to be a star sales performer wher- 
ever it is displayed. Not only does it look smart — it 
is smart because it combines all 3 essentials for the 
perfect portable heater: one — protection — its 
Nichrome A heating element is totally enclosed; two 
— complete air circulation through scientific design ; 
three — complete radiation of heat for maximum 
heating capacity. And it’s Underwriter Laboratory 
approved. 1320 Watts — 110-120 Volts — plastic 
trim. Packed one to carton complete with approved 
cord and plug. 








Size 15” high — 13!5” wide — 714” deep. 
Designed 


by 


Ps Underwriters Laboratory |. 


ROYAL MASTER 
Electric 
BROILER 


Vt Srila! Vt Pruies! Jt Cooke! It Warma! 


The Royal Master Electric Table Broiler, the cast 
aluminum broiler that has everything, meets a gen- 
uine need for a smart looking and practical appliance 
that offers a complete solution to meal preparation 
at the table. It is a broiler, a frying pan, a cooker, 
a bun warmer, all-in-one. That is why every woman 
who sees it — wants one. It is sturdy with cast 
aluminum top and tray, both highly polished at 
strategic points with a simulated hammered finish 
to add an attractive touch. The trim is heat-resistant 
plastic. 

me Complete with grilling platter, broiler rack, and 
MODEL . approved cord set. The only 3 heat broiler — High 
225 — — 1400 watts; Medium — 850 watts; Low — 550 

, watts — 110-120 volts AC-DC. Packed one to a ear- 


$ 17 65 - ton. Instructions accompany each appliance. 
° 


Size 20” long — 101%” wide — 5%” high. 
plus 90 cents 
Federal Excise 
Tax. 
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No. 4 of a series telling how Graybar helps dealers increase profits 





DISTRIBUTORS | 
APPOINTED 








Admiral Corp. 


The following are new distribut 
of Admiral products, according 
W. C. Johnson, Admiral Corp.’s n 
ager of field activities: 





Hennigh's Inc., Wichita, Kan. 
Earle Appliance Distributors, Inc., £s. 
canaba, Mich. 





, / Musitron Co. 


Gerald H. Rissman, sales manager oi 
the Musitron Co., portable phonograph 
makers, announces the following dis 
tributor appointments : 


Braid Electric Co., Nashville, Tenn. 
Dunckelman-Pace Co., Shreveport, La. 
United Distributors, New Orleans, La. 
R. H. Kyle, Charleston, W. Va. 

Capital Paper Co., Indianapolis, Ind. 
R. P. McDavid Co., Birmingham, Ala. 
H. E. Sorenson Co., Des Moines, lowa 
Shobe, Inc., Memphis, Tenn. 

Alamo Distributing Co., San Antonio, Tex 








Tone Products Corp. of America 





Howard A. Jacobs, sales manager 
of Tone Products Corp. of America 
has announced a preliminary distribu 
tion set-up for the Merry-Go-Sound 
phonograph and children’s recoris 
The firm has appointed the Educa 

| tional Equipment Co. of New York as 
national educational distributor. R: 
gional distributors are: 











General Electric Supply Corp., New 
Orleans and Shreveport, La., and 
Jackson, Miss. 

Greater City Radio Corp., New York 
City 

Melody Products Co., Chicago, Ill. 

All State Distributors, Inc., Newark, N. J. 


an important merchandising aspect which Graybar can help you develop mosteffectively “dc. "9" 


Dobbs-Skinner, Inc., Dallas, Tex. 

Empire State Distributors, Albany, N. Y. 

Milhender Distributors, Inc., Boston 
Mass., and Providence, R. |. 

Broome Distributing Co., Syracuse and 
Binghamton, N. Y., and Scranton, Pa. 








The Tom-Kon Co., Inc., Indianapolis, Ind. 
How powerful a sales-builder is your store front? The FREE TO DEALERS! = The “Profit-Flasher” Dale-Connecticut, New Haven, Conn. 
; , z handy device for rapid, accurate calculation : $ 
local Graybar Merchandising Man can help you plan a of selling prices, profit percentages, etc. To receive Lanken-Magid Co., Philadelphia, Pa. 
1 , . < one of these time-savers free, just ask your Graybar Allied Music Sales Co., Detroit, Mich. 
new front — or liven your present one — to make your representative — or phone or write our nearest Clevelead d Toledo. Ohi 
oes : . 1 +} lau: " ” office. Graybar Electric Company . . . in over 90 evelang an oledo, 10 
store more Inviting, make it stand out as “hea quarters prim ncipal cities. Executive ofices: Graybar Building, 
. or 7,1 
for the merchandise you offer. He knows the best sources ' York 17, N. Y. 
of signs and store-front materials. He can show you how P ° 
Res gh * Fast-selling lines... | 
to save money through cooperative deals with merchan- 


dise manufacturers. 





* profit-building ideas... 


In addition, he knows your local sales conditions and 
has been trained by masters of modern merchandising. > 4 time-saving deliveries... 
He is equipped with a wealth of “idea material” which 
leading manufacturers have prepared to help you im- 
prove your window display, interior layout, personnel 
training, advertising and promotion, and other mer- 
chandising aspects of your business. 

As a Graybar dealer, you have free call on the profit- 
building assistance of the Graybar Merchandising Man. 
And you get local delivery of leading lines of major 
appliances, traffic appliances, and home radio — from 
an independent distributing organization which is free 
to select merchandise and to make recommendations in 


your best interest. 4672 Merchandising Department 











| |"YOU HAVE TO MAKE A LOT OF iil 
MAJOR APPLIANCES e TRAFFIC APPLIANCES e HOME RADIO | SIONS THESE DAYS TO GET HELP 
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for NOMA is absolutely safe—for children, pets and invalids— 
"7 parents, home owners and apartment dwellers— 
; Check your own stock now against the outstanding selling features | 
that make NOMA the leading heater in volume sales and customer | 
¢ satisfaction: | 
1 CONVENIENCE — The DURABILITY —NOMA’s | 
NOMA heater is conven- spot-welded construction | 
.. iently portable, plugs into provides lifetime dura- 
% any outlet. bility. Nothing to wear 
out, lasts indefinitely without servicing to 
EFFICIENCY — Delivers maintain your reputation for quality sales. | 
thorough comfort. Not just . : 
o> coer incense, GME ce For complete information and 





name of your nearest distributor, 
write or wire NOMA today. 


Spectfications 
pean ae Waite nea 
SAFETY — Baby-safe and eight 842", Width 6", 115 and 2 
sehareet The heat’s in the Sous 1000 Watts, AC or DC, Weight 
NOMA “A4” HEATER ...Lengt 


h 22", 
H 8%", Width 6", Li5 and 220 
Veli 320 Watts, AC or De Weight 


ries warmth to every cor- 
ner of the room — 100% efficient — all 
electricity is converted into useful heat. 








Ie 














_ = 
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OOM HEATER 


. OMA ELECTRIC R 


3 Durable Colors: Brown 
wrinkle, smooth Ivory and 


——— 
} 


Reprinteg from the N.Y ecu 







Taupe finishes. 





asa 
-Dryer, too 


NOMA has no dust-catching 
fans or moving parts, so it dries 
hair and personal 
wash items really 
clean. Extra-length 
plug-in cord (8 ft.) 
lets you move the 
NOMA heater 
around where you 
want it. 


A 
2 


} 


























DISTRIBUTORS 
APPOINTED 


2 ¢ 
Camfield Mfg. Co. 
Joseph F. Egan, sales manager of 
the Tray Division of Camfield Mf 
Co., announces the appointment of tl 


following sales representatives: 


4 . - : 
builds consumer preference ere Sed Sn tee Yarn 
i. 
D. E. Sanford Co., Dallas, Tex. 


e D. E. Sanford Co., Salt Lake City, Utah: 
...builds dealer profits Se eee ee 


Los Angeles and San Francisco, Cal. 













































Domestic Sewing Machine Co. 


C. A. Lange, sales manager, Do- 
| mestic Sewing Machine Co., has an- 
nounced the following distributor 
appointment : 


Appliance Division, Capital Paper Co., 
Indianapolis, Ind. 


Young Corp. 





M. A. Aasgard, sales manager of 
the Young Corp., manufacturer of the 
Monitor and Young washers, an 
nounced recently that the following 
Young distributors had been appointed: 


Alfred Distributing Co., 29 Green St., 
Albany, N. Y. 

Alfco Products Co., 718 Louderman 
Bldg., St. Louis, Mo. 

Atlantic Coast Distributors, Inc., 600 
F St., N. W., Washington, D. C., and 
New York City and Miami, Fla. 

Branch Sales Corp., 15 Mulberry St., 
Worcester, Mass. 

R. D. Clayton, 216 South Front St., 
Philadelphia, Pa. 

D & M Distributing Co., 21639 Moross 
Rd., Detroit, Mich. 

Emerton Wholesale Distributors, 2220 
Pine St., St. Louis, Mo. 

Forston Distributing Co., 422 Washing- 
ton Ave., Houston, Texas. 

Indiana Appliance Co., 302 North Rural 
St., Indianapolis, Ind. 

Jones & Gowing, Inc., 2133 Temple St., 

Model 2205 “ivanhoe” Console oil burning Space “Firelight” the world’s most famous Chill Chaser Los Angeles, Calif. 

Heater — with radio-type heat control diol Perfection oil burning Portable Heater Model 750 | Page Tire & Supply Corp., 195 Union St., 
Memphis, Tenn. 

Schuyler-Wilson Co., 1355 Market St., 
San Francisco, Calif. 

Steckman Brothers, Inc., 843 Broad St., 
Newark, N. J. 

|. and M. Sufrin, 1207 Muriel St., Pitts- 

































@ QUALITY Products built Perfection into the largest 


burgh, Pa. 

manufacturer in the world of oil-burning appliances for the Mr. Henri Trumbull, ¢/o William Lamm, 
} — OUALITY i nat é ale Elisco No. 24, Mexico, D. F. 
1oOme uncompromising VYUAL in design, materials, William & Shelton Co., Inc., Charlotte, 
workmanship, performance. N. C. 

Wisconsin Appliance Distributors, 259 
QUALITY goes along with every prized Perfection Heater East Wells St., Milwaukee, Wis. 
you sell. It has no substitute for building consumer good Union Products Mfg. Co. 


will, “call again” trade and confidence in the man who Sesnene $ Slead eoles emeneer of 


sells it. Union Products Mfg. Co., has made 
known the following list of distributors 
If you can't supply all who are demanding Perfection for the Astor line: 
Heaters now, it will be worth your while to persuade them Alabama Appliance Co., Birmingham, 
P , . . , Ala. 
to wait until they can enjoy the fine quality and perform- Mey Hardware Co. Washington, D. C. 
ance of Perfection heaters. Appliance Distributors, Inc., Portland, 
Me. 


Associated Industries, Detroit, Mich. 
The Mark Dutton-Lainson Co., Hastings, Neb. 
Seaboard Appliance Co., Jersey City, 
N. J. 
Newark Specialty Co., Newark, N. J. 


PERFECTION STOVE COMPANY J. C. Boylan, Cleveland, Ohio 


7863-B Platt Avenue ® Cleveland 4, Ohio R. L. Calkins Co., Portland, Ore. 






of Quality 


ELECT! 
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UNIVERSAL’S Mew 


Voted fe GOES THEM ALL ONE BETTER! 


—IN BEAUTY, FEATURES, SALES APPEAL! 





ee eT 


Se 








 sgeoyesone is proud to announce the new addition 1. Toast-Timer Dial— Makes toast to your taste from 
to an illustrious family—a new, fully Automatic dark to light. 


Toaster in the best tradition of top-quality table appli- 2. Ser-Vue Feature—You can look at toast without 


ances. It is beautifully streamlined with new exclusive interrupting toasting cycle. 
automatic features which make it the leader in the field. 3, Clean-Easy Tray—Hinged bottom tray is easily 
No other Automatic Toaster equals it in sales appeal. opened for cleaning. 


: \ LANDERS, FRARY & CLARK , NEW BRITAIN, CONN. | fer 


Universal Appliances distributed in Canada exclusively by Northern Electric Co., Ltd. 














LEADERSHIP THAT BUILDS YOUR DEALERSHIP! 
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THERMOSTATIC 
HEAT 


REGULATOR SET 













... They're the Owners of A-P 
Controlled Oil Heaters Purchased 
from You since 1939! 





Take your Oil Heater Cus 
tomer-list out of ‘moth 


balls." Make it an active 











source of extra sales and 











profits! Offer every one 








of these old friends the 










































modern luxury and oil-sav- 
ing convenience of Awto 
matic Temperature Control 
for their heaters Show 
them how savings in avoid- 
ing overheating can practically pay the 
low cost of the complete A-P Model 
240-ED Heat Regulator Set. Tell them 
how they'll save time, enjoy more uniform healthful room temperatures 


by regulating their heaters by the mere setting of a Thermostatic Dial 


Any Vaporizing Oil Burning Heater using the A-P 240-DR or UR 
Constant Level Oil Control can be equipped with this AUTOMATIC 
Heat Regulator Set. This means most of the leading makes produced 
since 1939. It's easy to install, too. Complete ‘Sales Package” includes 
an Electric Conversion Top which mounts on present manual control, an 
attractive and accurate Wall Thermostat, a Transformer, and all neces- 


sary accessories and instructions, for simple and quick installation. 


Write TODAY for prices, samples, and other advertising and selling 
material — to help you to EXTRA sales and profits this winter. 


AUTOMATIC PRODUCS COMPANY 


2400 NORTH THIRTY-SECOND STREET, MILWAUKEE 10, WISCONSIN 


MODEL 
240-ED 

Heat Regulator 
Set. 


Adds AUTOMATK 


Temperature Control 















to all Oil Heaters 
equipped with A-P 
Model 240-DR or UR 


Manual Controls 





Be SURE your new Heater Lines are equipped with 
A-P DEPENDABLE Oj! Controls — for faster sales, 
greater customer satisfaction. 


Ou 
DEPENDABLE 3.010 


DESIGNED TO ELIMINATE SERVICING 





DEALERS PLEASE REMEMBER: John Bobb, who is with Telechron in Chicago's 
Merchandise Mart wishes the trade would remember to get 20% on alarm clocks 
selling for more than $5. The kitchen clock, which he holds in his right hand, bears a 


20 percent excise tax, regardless of price. 


percent tax. 


Clocks priced at $5 or less, carry a 10 

















CALIFORNIA 


The Sterling Furniture Co., San 
Francisco, has established a branch at 
1800 Telegraph Ave., Oakland. Like 
the San Francisco Store, the Oakland 
branch will put emphasis on a large 
appliance department 


FLORIDA 


Che Appliance Sales Co., located at 
509 N. Monroe St., Tallahassee, held 
open house recently for a display oi 
ranges and refrigeration equipment, 
both domestic and commercial. C. T. 
Burt will manage the new business, 
which is owned by J. Ed Bell, Jr. In 
addition to equipment and appliance 
sales, the company offers services on 
appliances. 

The Les Leavitt Appliance Co. has 
innounced the opening of a new show 
oom at 24 Broad St., Jacksonville. 
The firm has operated for several 
years at 608 W. Forsyth St., where 
it will continue to operate a service de- 
partment 


INDIANA 


William S. Moore Stores of In- 
diana, Inc., now operating 14 stores in 
the state, have leased a warehouse in 
Kokomo, and plan expansion to 75 
stores. The building has 80,000 sq. ft. 
of floor space at Vaile Ave. and Dia- 
mond St., part of which will probably 
be used for a retail outlet. The firm 
handles large and small appliances, 
radios and various household items 


KANSAS 


Mid-Town Appliance Co., 211 S. 
Broadway, Wichita, has a new man- 
ager in M. L. Porter, formerly asso- 
ciated with the Kansas Gas & Electric 
Co. 
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INDIANA 


Fritz Schneider has bought th 
building and business of the A. C 
Muntzinger Furniture Store, 1814-1824 
S. Calhoun St., Fort Wayne, at an 
estimated amount of $100,000, and has 
changed the name to Fritz Schneider 
Co., Inc., Furniture & Appliance 
Store. Remodeling and expansion 
plans for the store are in the process 
of being formulated. 

Schueler Appliance and Radio Sales, 
2126 Fairfield Ave., Fort Wayne, has 
opened its second sales room at 126-128 
E. Wayne St. Herbert H. Schueler, 
founder, has taken his two sons, War 
ren H. and Neal J., into partnership 
with him, 













IT'S ALL HERS: Mrs. Frank T. Molinari 
home economist with Public Service Elec- 
tric & Gas Co., has evidently decided 
not to refuse the automatic blanket given 
as a door prize at a G-E sales meeting 
in Newark, N. J., recently. With her is 
Ralph J. Mowry, sales manager of the 
North Jersey appliance distributing 
branch of General Electric. 
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The § urn of the Century 


Heating the water for the 
bath was a backbreaking 
chore in conservative house- 
holds of a half-century ago 
... but the progressive own- 
ers of certain brownstones 
boasted hot water at the 
turn of a tap. 


The first water heaters 
gushed water tinged with 





rust from iron pipes...demanded constant trips 
to the cellar to light the gas. Nevertheless, enter- 
prising families bought them... later improved 
them with the copper coils, the automatic 
thermostat controls of newer models. 


Today, House & Garden keeps its alert audience 
timed to new trends in heating . . . new trends in 
living. Like the first-to-buy group in the 90's, 
House & Garden’s influential market is a front-line 
group who can start sales for you now. 


House & Garden 
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sells America’s most influential families 












@ There's one thing about selling ‘‘Teletalk’’ 


intercommunication systems—you don’t lack 


prospects. 
or small, can use this time saver to advantage. 


Practically every business, large 


The group shown above is a reminder that 
you can talk to any one or all of them and 
recommend a ‘‘Teletalk’’ model that will meet 
their needs. 


Small business has taken a tip from big busi- 
' is daily be- 


coming more commonly used in groceries, 


ness and, as a result, ‘‘Teletalk 


drug stores, garages and in smaller businesses 


Licensed under U.S. Patents of 


for Garages 


for Doctors’ Offices 


Western 


al 


for Meat Markets 











































Model shown is the No. 105, 
particularly suited for small 
offices, service organizations, 
retail stores or factory 
groups, etc. 


in general. Regardless of whether a business 
is large or small, everyone appreciates an op- 
portunity to save steps, avoid delays and save 
a costly waste of time. 


Why not call on this group and demonstrate 
how easy it is to operate? 


If you are not selling ‘‘Teletalk’’, now is the 
time to get started and make sure that you get 
your share of this profitable business. A letter 
to Webster Electric Company, Racine, Wis- 
consin, will bring full information. 


Electric Company, Incor porated, 


and American Telephone and Telegraph Company 





WEBSTER 


RACINE 





ELECTRIC 





ELECTRIC 


WISCONSIN 








EKatablished 1909 


Export Dept. 13 E. 40th Street, New York (16), N. Y. Cable Address “ARLAB” New York City 
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WIDE AWAKE advertising man: Only 
long acquaintance would enable a pho- 
tographer to sneak up and shoot a pic- 
ture of Jim Pease, advertising manager of 
the Hurley Division of Electrical House- 
hold Utilities Corporation, while said 
gentleman was asleep at the switch. Ac- 
tually Jim Pease is nodding at the end 
of a hard convention in which he demon- 
strated the new Thor washer and talked 
with umpteen thousand people. Jim 
Pease has a ranch in Colorado, and 
when he faces West and puts his feet 
upon the radiator you just know he is 
thinking about being a rootin', tootin’, 
son-of-a-gun on @ cow pony. 
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LOUISIANA 


A new White Bros. store has been 
opened at 3133 Gentilly Blvd. in New 
Orleans. Mainly a jewelry store, the 
concern will handle such related items 
as clocks and radios. 


MICHIGAN 


Ned’s Auto Supply Co., operators of 
eight retail outlets in the Detroit area, 
have opened two new stores. These, 
like the others, will feature both 
major and traffic appliances, in addi- 
tion to other housewares. 


MISSOURI 


A sizable basement housewares and 
appliance department has been opened 
in the basement of the large new store 
recently started by the Katz Drug Co. 
at Washington Ave. and Eighth St. in 
St. Louis. 

3401 S. Kingshighway Boulevard is 
the new address of the Newberry 
Radio Co., sales and service firm of 
St. Louis. Clarence H. Newberry is 
owner of the company. 

A new building is being constructed 
by the Better Homes Appliance Co. at 
5910 Natural Bridge Road, with 
rounded glass corners to permit mass 
display of appliances. Joseph M. 
Kelley will operate the firm. 


NEW YORK 


Gus Weiner is filling the new post 
of buyer and manager of Ransom Ap- 
pliance, Inc., Flushing, which is affi- 
liated with Abrahamson’s department 
store, also located in Flushing. Mr. 
Weiner was formerly manager of the 
Abraham & Straus store in Jamaica. 

Joe Steinberger has joined the 
Greenwood chain of Jewelry stores 
located on Long Island. He will act 
as merchandise manager, handling 
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Now—for Christmas sales 


Slobo-Sonic Jone 


in beautiful modern and 18th century period radios 


How the master cabinetmakers would applaud the beauty and crafts- 
manship of these Stewart-Warner radios! And how the great 
music masters would marvel at the beauty of their Strobo-Sonic Tone! 
For here is superlative radio and phonograph performance 
matched by the finest cabinets, period and ultramodern. 
Fine woods, handsomely worked, they will always be in good taste 
in every home. Thrilling beauty—for your prospects to see 


and hear—never achieved in prewar radios regardless of price! 


ee Console radio- 


phonograph in Sheraton 
tradition. All the new 


ey, 
rea Stewart-Warner radio fea- 
tures. Finger-tip automatic 
- a record changer. No-lift 


top. Walnut or n thogany. * 





nv. Five tubes 
and reetifier, 2 bands, new Ferro- 


ch push-button tuning. 









Strobo-Sonic Tone 
Music in its true dimen- 


sions, rich and picture- 





clear! Exclusively 
Stewart-Warner. 





_ al SeO82OQ Lz, oe 
x The Headliner! All-new table Fn ‘ FG - 


radio; 3 smart finishes in modern CHICAGO 14, ILLINOIS 
woods; illuminated dial. Strobo- 


Sonic Tone plus hbig-set power, 


ae 
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Tut Worro:s Apvertrisine Meni™ 


From all quarters of the globe, spontaneous 
letters come from gratified advertisers in THE 
CHRISTIAN SCIENCE MONITOR. The following 
significant statement is typical: ‘‘Our records 
show that space in the Monitor has con- 
sistently brought us not only more in- 
quiries at lower cost than any other pub- 
lication on our list, but has also brought 
us more actual accounts.”’ 

Such plain talk is convincing proof of the 
extraordinary pulling power of this great 
international daily newspaper. The loyalty 
of MONITOR readers in many parts of the 


world has been demonstrated as exceptional. 


Branch Of 


NEW YORK: 4500 Fifth Avenue 
CHICAGO 
DETROII 
MIAMI 49 Ingraham Building 

KANSAS CITY: 1002 Walnut Screet 

SAN FRANCISCO: 625 Market Street 

LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 

PARIS: 56 Faubourg Saint Honore 
LONDON, W 21-23 Shaftesbury Avenue 
GENEVA: 28 Rue du Cendrier 

SYDNEY: 46 Pict Street 


4 N. Michigan Avenue 
1 General Motors Building 





They have learned through experience that 
they can rely upon what they read in the 
MONITOR, whether it be in the news columns or 
in the advertisements. Added to this is the fact 
that MONITOR readers have far better than 
average ability to buy. 

There is one best way to reach this impor- 
tant consumer group with full effectiveness 
and that is through regular advertising in THE 
CHRISTIAN SCIENCE MONITOR. You may obtain 
the MONITOR 
MARKET at our nearest branch office. — THE 
CHRISTIAN SCIENCE MONITOR, One, Norway 
Street, Boston 15, Massachusetts. 


complete information about 


The (“H{RISTIAN 
SCIENCE 


WY Foye une). 


International Daily Newspaper 





NOVEMBER 
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major and traffic appliances for the 
firm’s nine stores in Queens and 
Nassau counties 

C. Dauchy Thorne, Inc., 43 Fourth 
St., Troy. have decided not to let 
these trying times of shortages affect 
them too much. A little humor is 
being injected into their ads these 
days. Customers who have toasters on 
order are invited to bring in their 
bread in the mornings and Thorne’s 
will toast it for them (light, medium 
or dark) absolutely free. Not to be 
taken too lightly (we hope) is the 
firm’s offer to wash, rinse and damp 
dry laundry while the customer is 
downtown shopping By the way, 
coffee is served along with that toast. 


NORTH CAROLINA 


A new store has been opened by 
Blackwood’s, Inc., at 108 W. Gordon 
St. in Kinston, with Craig Noble as 
manager. Although the store deals 
primarily in tires, a selection of ap- 
pliances is carried. 


OHIO 


Cussins & Fearn Co., Columbus 
chain organization, has moved its 
Lancaster outlet into a new store 
building built for it at 236 W. Mul- 
berry St., according to B. A. Durrant, 
president. The firm sells Whitehouse 
appliances, and now has seven stores 
in Columbus, 30 altogether in Ohio. 


OKLAHOMA 


The Northwest Appliance Co 
Blackwell has been sold by Farl E. 
Watson and his son Robert F., t 
Talmadge G. Kiser and LeVerne 
Albin. Mr. Kiser was formerly with 
the Rite-Way Products Co. in Okla- 
homa City. 


VIRGINIA 


The Home Electrical Appliance C 
is opening at 2822 “Q” St. in Rich- 
mond with Richard J. Roane as 
buyer. Small appliances will be fea- 
tured. 

Jones & Gooding, “The Finest in 
Home Appliances,” held open house 
recently at 3158 W. Cary St., Rich- 
mond. 


WASHINGTON 


The Radio Shop, 603 Broadwa 
North, Seattle, is now in new quarters 
three times as large as the old an 
two doors south. Neil M. Jaeger i 
manager of the store, which handle 
Farnsworth, G-E, Philco and RCA 
Victor products. 


WEST VIRGINIA 


The Jones-Cornette Electric Co 
will construct a one-story business 
structure on Kanawha Blvd., E. The 
$32,000 building will be used for dis- 
play and storage purposes. 


WISCONSIN 


Orlo Spears and Roy Short have 
opened an appliance and radio sales- 
room and repair shop at Elroy. They 
will operate under the name of Acme 
Radio Service. 
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A BIGGER 


Housewares and Appliances Market 
January 6" to 18° 
IN THE WORLD’S BIGGEST BUYING CENTER 





Housewares have always been a prominent 
factor in the success of The Merchandise Mart’s 
January International Home Furnishings Market. 


At this year’s Market —to be held January 6th 
to 18th—housewares, including domestic appliances, 
toys, games and wheel-goods, will assume even 
greater importance, will offer buyers greater re- 


wards for attendance. 


The recent relinquishment by the Government of 
considerable space needed by Industry has made 
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possible a major increase in the number and extent 
of our housewares exhibitors.* Long acknowledged 
the world’s largest concentration of permanent year- 
round displays in this field, this expansion further 
emphasizes The Mart’s leadership and underscores 
the advisability of shopping this January Market for 
what is new and available. 

This expansion in Market scope is a major step 
in The Mart’s program of post-war service to 


American manufacturers and retailers. But make 
your hotel reservation today! 


*Houseware and Appliances now on 11th and 14th Floors 


THE MERCHANDISE MART 


Centered for Efficient Year-Round Buying and Distribution 
CHICAGO 


PAGE 171! 








I 





WS COLD AIR 


— 


NO EXPOSED COILS 


““EVER-COOL” HANDLE 
vagage type cobinet 
never gets hot! 
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--- The Portable “Heating Plant” 


wanted for hard-to-heat rooms 


Ni ‘ 
Cir r Heater 
r i res of Satfet 
| olts AC 
rogra 
€ta WwW Y 
ype 11 -ron 


Fast. sure with o 


oOnoMy and Loe 
only. Wittie Heater is pre-sold throug! 
of national idvertising For 
int Stafrt selling this new 2 
m Aeati play f rh 






« AND LOOK! 
; te rea 
t wri a Aa Ti 


WITTIE MFG. & SALES CO., 
1414S.Wabash Ave., Dept. 28, Chicago 5, Ill. 


helos 


‘Ul 


oS > 

* Guaranteed by ™ 

Good Housekeeping 
« HHI Oe 


WITTIE 


Electric Steam 


CIRCULATING HEATER 


PORTABLE 







PUTTING THE HEAT ON FANS: At Westinghouse's East Springfield plant, the life 
span of a fan can be clocked in a specially insulated chamber where temperature is 
The fan which H. B. Standley is installing will run 
continuously day and night, except for a short test of the switching mechanism once 
a week, and an inspection of the fan once a month (with no repairs done). 


kept at 100 degs. Fahrenheit. 













One 


model has run for 3'/2 years—30,000 hours—the equivalent of 20 years’ rugged service. 








LEAGUE ACTIVITIES 








Northwest Ass'n Studies 
Electric House Heating 
James H. Polhemus 
Co., president of the 
Light & Power 


f the group's exe 


Northwest El 


Portland G-E 


\ssociation, told 
utive com- 


( net August 15 that the 
al industr ld he epare 
¢ ( l eall t 
ib iblic is willin ) pa 
H ) t that the probl 
| let mit ing lat 
lin uu eat 
i nbe in 
’ ; 1 
( t it € rt 
i cn 110 { yr? 
1 pus 4 i! 2 ) 
are gathering custome 
" i uniform method 
, { rdinatin 
i lf the iil 


Home Planning Classes 
Led by Cleveland League 


A free series of four meetings 


signed to cover important phases 
modern home planning was conduct 
recently under the sponsorship ot t 
Electrical Leagu i Cleveland Ri 
ning from September 17 to Octohx 

) anvol | 


the lectures were open te 
i remodel |! 
minute trend 


g to buy, build or 
included last 








building technique 
equipment, financing and site selé 
Coope rating wit the league 
enting the meetings were: the A 
an Institute of Architects, the P 
ers’ | ange, the Chamber o 
merce, the ( thoga Saving 
Loan League t Clevelat R 
Estate Board, t Home Build 
Associa Mortgage Banl 
\ss i and the Products ( 








WHIRLPOOLS FOR AFRICA: Arranging for distribution of 1900 Corp. products 
in South Africa are Leonard Young, second from left, managing director of Ameri- 
can Steel Export Co., Ltd., Johannesburg, South Africa, Maurice O'Grady, vice- 


president of American Steel, and Gordon Young. 


assistant to the president of 1900. 
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On the left is Robert Mitchell 
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S$ ell ranges in pieces? No, we're 
not suggesting that. 

Our illustration simply dramatizes 
the average woman’s cooking habits. 

It’s the top of the range that’s 
really important. Practically every 
housewife cooks on top three times 
a day! 

You see. about 4 out of 10 women 
cook a roast once a week. Five out of 
10 bake once or twice a week. An- 
other 5 out of 10 use their broiler 
only “occasionally.” 

But surface heating units have a 
full-time job. It’s a job that calls for 
the rugged strength and long-lasting 


dependability which leading range 


manufacturers provide through use 
of INCONEL* Sheathing. 

Strong and tough and completely 
rustproof, INCONEL resists the cor- 
rosive attacks of spilled foods, and the 
ravages of high temperatures. It per- 
mits the design of a surface unit that 
heats rapidly and evenly, a unit that is 
easily controlled.and serves faithfully. 

Hundreds of thousands of IN- 
CONEL Sheathed Heating Units are 
in use today. Untold numbers of them 
have served for 10 years and more. 

When you talk to prospects, play 
up the advantages of INCONEL 
Sheathed Units. You'll find it helps 


in clinching sales. *Reg. U.S. Pat. Of, 


THE INTERNATIONAL NICKEL COMPANY, INC., 67 WALi STREET, NEW YORK 5, N.Y. 
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What is INCONEL? 
What does it do? 


INCONEL is a trade-mark name, regis- 
tered by The International Nickel Com- 
pany, Inc. 

INCONEL is an alloy which consists of 
80 per cent nickel, 14 per cent chromium 
and a small amount of iron. 


It is used by electric range manufactur- 


ers for protective sheathing of surface 
heating units. 


INCONEL Sheathed units are tough, 
strong and rustproof. They resist heat 
and corrosion. They won't warp, crack 
or scale. They are not damaged by spill- 
overs. 





IS TOPS! 
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"Design for Marketing” Is 
Topic at Washington Meeting 


R. C. Cosgrove, vice-president and 
general manager of the Crosley Corp., 
and E. L. Dillard, general manager of 
the Commercial Radio Equipment Co., 
were the chief speakers at a recent 
meeting oi the Electric Institute of 
| Washington. Mr. Cosgrove spoke on 
“What's Ahead in the Radio and Ap- 
pliance Business,” and Mr. Dillard dis- 
cussed the potential market of FM 
radios. Both speeches were part of tly 
Institute’s “Design for Marketing” 
series of meetings. 





Fond du Lac League Troubled 
by Plumbers’ Non-Cooperation 


Chief topic of discussion at a recent 
meeting of the Fond du Lac, Wis 
Appliance Dealers’ Association was 
the current difficulty in obtaining 
plumbers to install water heaters, 
dishwashers, automatic washers, and 
| other piped appliances. Members of f 
| the league declared that a bonanza of f 

plumbing jobs was creating a spirit of , 
non-cooperative independence among 





the plumbers. At the same meeting, 
Earl Kissinger, district sales super- 
visor of the Wisconsin Power & Light 
Co. was elected secretary to replac 
M. R. Norton, transferred by tl 
utility to Madison, Wis., as deal 
cooperation manager 





Lighting Meetings Held 
| by Rochester Association 


First of a series of special meeting 
featuring post-war lighting equipment 
and light sources was held recently 
the auditorium of the Rochester Gas & 
Electric Building under the sponso 
ship of the lighting division of 

| Rochester Electrical Association. Dean 
| Warren and Albert Thomas, district 
| engineers for General Electric, are i 
| charge of the series. 





Hurdle Heads Huntington 
Appliance Dealers Assn. 


The Appliance Dealers Associatiot 
of Huntington, Ind., recently elected 
Paul M. Hurdle to head the organiza- 
tion for the coming year. Everett 
Smith was named vice-president; R. E 
Minton, secretary; and Gerald Stech, 
treasurer, 


North Central Electric 
Ass'n. Elects Officers 


Stuart Willson, division manager 
for the Northern States Power Co., 
Faribault, Minn., was recently elected 
president of the North Central Elec- 
tric Association. T. C. Wright, 
president of the Otter Tail Power Co., 
Fergus Falls, was named vice-presi- 
dent. 





Houston Dealers Elect 








acruse® Craig to Presidency 
4 Bo* Mar? airs ’ The recently organized Houst 
ero" i, and BY ™ Retail Appliance Dealers Associati 
woot, ee a\r Houston, Texas, has elected M. 
Poot 4 a, we Craig as first president. Other officers 
cnices® ——— include Stokes Edmonson, vice-presi- 





| dent; S. W. Morris, Jr., secretar 
and S. J. Eubanks, treasurer. 


PORTAE 
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Ut TH Wid Teletiefle seoers Electric 


presents eight outstanding receivers in its new 1947 
line, in full color two-page spreads in Life, Look, 
Collier’s and Saturday Evening Post during 
November and December. This campaign features 
the great new FM Radio-Phonographs, Self-Charging 
Portable, ““Wake-up-to-Music” Clock-Radio, 

Table Radios and Radio-Phonographs. Place your 
order today to get in on this triumphant Christmas 
campaign. See your G-E Radio Distributor for full 
details or write to Electronics Department, 
General Electric Company, Bridgeport, Conn. 













MARGARET O'BRIEN 
Lovable young star of the 
new MGM production, 
“TENTH AVENUE ANGEL” 


Margarit O Ceicre stars ww 6-t 


TMAS CAMPAIGN REACHING 50 MILLION CUSTOMERS! 


























GENERAL ELECTRIC FM 
RADIO-PHONOGRAPHS 








din whem ever ite enciont heme: sate. fa 
a cece! Ageiun « batt “ 
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natural color tone radios 











hanted ¢ ‘ crtainment 
Here are magic pass keys to an enchant d realm of ent 








—heard in the full glory of Geo 
from both radio and recordar 

are the new clectromic features 
waited for these many years... He 

he new 1947 instruments whose 
breath-taking beauty matches their uo 


equalled dependability and performance rr eco 
4 





THE FIRST AND GREATEST NAME IN ELECTRONICS 


GENERAL (3 ELECTRIC 
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PORTABLES - TABLE MODELS - CONSOLES - FARM SETS - AUTOMATIC PHONOGRAPH COMBINATIONS ~- TELEVISION 
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UNION PACIFIC RAILROAD SERVES SUN VAiLE. 





| LEAGUE ACTIVITIES | 


St. Petersburg Dealers 
Adopt Code of Ethics 


The St. Petersburg Electrical 
S Dealers Assn., comprising 17 firms 
recently adopted an 11-point code of 
ethics which regulates the merchan 
dising of home appliances. Officer 
of the group include: FE. J. Peters, 
president; W. J. Cihla, vice-president 
and E. B. Brant, secretary-treasurer 


























Los Angeles Electric Club 
Elects Stickel President 


Walter L. Stickel of the Leo J. Mey- 
berg Co. was made president of the 
Los Angeles Electric Club at recent 
elections. Other new officers include: 
Sam W. Scott, Graybar Electric Corp., 
first vice-president; Walter G 
Willson, Westinghouse, second vice- 
president; Theodore H. Van Law, 
Southern Calif. Edison Co., third vice- 
president; George R. Best, General 
Electric, secretary-treasurer; and D. 
G. Kendall, Square D. Co., sergeant- 
at-arms. 
























Southern Calif. League 
Runs Refresher Course 



















William J. Quinn, manager of the 


=~ - - “sf . . 
v , Southern California Radio and Elec- 

=> on ——_ —~ 4 > 4 S 
ee trical Appliance Association, has an- 
me ' nounced that recent activities of the 


organization include the forming of a 
contractors’ division, a refresher 
course for dealers of the North Holly- 
wood division, a project of community 
advertising, and a group insurance 


plan for dealers. 
. d ho Shoppers Check Salesmanship 
in Washington Institute Stores 








The Electric Institute of Washing- 
ton, D. C., has announced that it will 
soon introduce a shoppers’ check 
service on member stores. Experienced 
shoppers will call on the dealers and 
ote the attitude and courtesy of sales- 





For experienced and intermediate skiers—a variety men in particular and the appearance 
-¢ ‘ ‘ . ‘i. and lighting of the stores in general 
of fast open and partially timbered ski-runs. For Salesmen doing a good job will be 


Z . NS rewarded with $2 checks and unsat 


So 


beginners especially— but available to all—instruc- 


re ‘ sfactor ‘rformances will be reported 
ACK FOR P 5 ; istact ry performance wi 1 
preenypcaringyfommenscon tions by a selected staff ‘xperts headed by Frie by confidential letters to the stores 
FUN AFTER @ YEARS l y a selected staff of experts headed by ried| g 1 The Insti | 
“ “ ee E a : concerned. 1e Institutes new appli 
IN THE NAVY Pteiter. Special skiing events have been scheduled ance showroom will be opened about ‘ 





- a f Ss 
November 15. 


for the winter season. 





Electrically operated chair-lifts make it possible t 


) 


A COMPLE TE 
uin€ oF 
ELECTRICAL Gov0! 









enjoy a maximum of ski-runs. 










Ag EE agente cp Other activities include skating, sleighing, and 
swimming in warm-water outdoor pools. And in 


evening hours—music and dancing. 


Accommodations at a wide price range. For pro- 





tection of guests, reservations must be confirmed 


in advance. Write or wire 


W. P. ROGERS, Gen’! Mgr., Sun Valley, Idaho 





WINTER SPORTS UNDER A '*'SUMMER SUN’? tes 
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COROAIRE 


a is rolling—on two fast-moving 
n 


ew gas-fired heaters at two great plants—to 
bring you new COROAIRE profits and your cus- 
tomers new COROAIRE comfort. Heating experts 
say that the COROAIRE Console heater is the sen- 
sation of the heating industry and the COROAIRE 
Hi-Boy is a packaged heating miracle! 
The COROAIRE Hi-Boy has the same exclusive 
patented features that give the COROAIRE Console 


an amazing efficiency and economy never before 


achieved Both are complete, automatic winter 


air-conditioners that clean, filter, humidify and 


evenly distribute heat. Both are easy to sell, simple 


to install. Read what MacTavish says below! 


Here are FIVE PROFIT-POINTS for 
distributors and dealers: 


Only COROAIRE has the exclusive patented 
Venturi tube heat exchanger. 

- Only COROAIRE has a five-to-one wiping 
surface that heats more economically, holds 
heat longer. 


- Only COROAIRE has the patented Venturi 
restricted flame travel that holds hot gases, 
utilizes heat that otherwise would escape. 


- Only COROAIRE has the patented revolving 
louvre grille. 
Only COROAIRE provides outstanding 
economy of operation—such as heating Great 
Lakes homes for less than $5.00 a month. 


1946 


Heat Exchanger 


FLAME TRAVEL 


BURNER 


AIR TRAVEL 


(iiiemngy 
: 


j 


INSIDE OF HEAT EXCHANGER 
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Two MERCH Smash Hit | 
ELECTRICAL MERCHANDISING 


presents 
SMASH HIT No. I 


- ii i IN|] ch 





t is being shown by 
dealers, distributors, and manufacturers in the com- 
ing January Chicago Markets. No wonder! This big 
2 in 1 Show, including the Merchandise Mart and the 
Furniture Mart, is the curtain-raiser for what should = 
prove to be a record-breaking year in appliance and . i 
radio history. Every appliance and radio manufac- 
turer of importance will be on hand featuring exhi- a 
bits with the selling punch and appeal to fire the en- 
thusiasm of the trade. Dealers and distributors will 
be out in force to reap the selling ideas and product 
allotments which will give them the competitive 
strength they'll need in 1947. 


GREET DEALERS AND DISTRIBUTORS throughout 
the country three full weeks before the Big Show 
opens in the Dec. 15th Issue of ELECTRICAL MER- 
CHANDISING. The Dec. 15th Issue will reach over 
35,000 subscribers, including practically every whole- 


sale and retail appliance and radio outlet from coast 


to coast. Accepjed as most authoritative, i aieiiidiaits 
preferred, ELECTRICAL MERCHANDISING is the best 
medium in which to inform dealers and distributors every- 
where you'll be at the January Chicago Markets with a 
not-to-be-missed exhibit. 





COMPETITION WILL BE KEEN at the January Chicago Markets. For 

A FULL AUDIENCE for your pre- the first time since V-J Day manufacturers will be offering more than good 
show story is assured by these ey eenay _ th ill be i d radi 

sly features é< a ong term promises... there wi appliances and radios, 


1. A‘complete list of the manufac- available either immediately or in the near future, and there will be keener 
turers who will exhibit in the 
January Chicago Show together 
with information as to the loca- 


tion of their booths. 

2. Complete pre-show news cover- 
ing important and up-to-the- 
minute developments affecting 


competition among manufacturers to gain the attendance, attention, and 
enthusiastic dealer acceptance so vital to the attainment of their sales and 
distribution goals of 1947. 


YOUR AD IN THE DEC. ISTH ISSUE will be seen by the entire trade. 
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the distribution of appliances 
and radios. 


Regular timely news features 
on New Products, New Litera- 
ture, New Positions, etc. 


In short, the Dec. 15th Mid-Month News 
Issue will be a full dress “pre-view" of 
the January Chicago Show, and will in- 
clude, in addition, all the news the trade 
needs and wants to know fo be fully up to 
date on industry developments before the 
Big Show. 


Give ‘em the facts in 


“MERCH” 


IMPORTANT 


Make sure all the important dealers and distributors visit your booth at the 
Show by telling them an interest ‘rousing story about the sales ideas, sales 
aids, and products you intend to feature. Make your ad an appealing 


“coming attraction"’ that will ‘keep ‘em coming” to see you at the January 
Chicago Markets. 


., 1947 is destined to be a crucially competitive year for 
manufacturers, distributors and dealers. Strengthen your competitive posi- 
tion by making sure the men whose loyal and enthusiastic support you need 
to compete successfully in 1947 visit your booth in Chicago . . . learn the 
exclusive advantages you offer. Start selling now the men who'll sell for you 
in 1947 and do it best in the publication they all want to read — the Dec. 
15th Issue of ELECTRICAL MERCHANDISING. 


NOVEMBER 1, 
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MOST AUTHORITATIVE source book of market data and 
market potentials for the appliance and radio set industry .. . 
providing detailed statistical analysis and expert appraisal of 
, production, distribution, and sales trends and developments 
' ... successfully tested by 25 years of outstanding service to 


the industry ... 


THE JANUARY STATISTICAL AND MARKET PLAN- 
NING ISSUE IS THE ONE AUTHORITATIVE AND 
ENTHUSIASTICALLY ACCEPTED FULL-COVERAGE 
REFERENCE IN ITS FIELD. 

MOST WIDELY 


LSED ... this Issue will serve over 35,000 


regular subscribers . . . in addition there's a pass-on readership 
of more than 115,000. No other publication assures this wide 
and thoroughly selective readership completely covering im- 
portant dealers, distributors, utilities and manufacturers from 


coast to coast. 


MOST CONSTANTLY REFERRED TO. .. it's the day-to- 
day reference book for retailers, wholesalers, and manufac- 
turers of appliances and radio sets . . . for one full year it pro- 
vides the industry with the basic statistical information it needs 
and uses for continuing appraisal of market potentials . . . in- 
formation that's vital background for the formulation of manu- 


facturing, distribution, and sales policy. 


THIS ISSUk PRESENTS an outstanding opportunity for 


manufacturers to display completely their full line of products 
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Issues Coming Your Way! 


ELECTRICAL MERCHANDISING 
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franchises, dealer helps, sales promotion and ‘advertising plans 
. . . to provide the trade with information on company products, 
plans and policies that can be used and acted upon throughout 
the year... to maintain a continuing and economical contact 


with dealers and distributors in the publication they prefer. 


LTMOST IMPORTANCE IN 1947. will be the informa- 
tion contained in the January Statistical and Market Planning 
Issue. Ability to weather successfully the difficulties inherent 
in the coming buyers’ market will be dependent on sound market 
judgment involving the correct appraisal of market potentials. 
Strict day-to-day attention to the kind of market information 
contained in this issue will be imperative as dealers and dis- 
tributors attempt to arrive at profitable buying decisions in the 


keenly competitive markets ahead. 


Dec. 15th Issue Closes Nov. 25th e Jan. Ist Issue Closes Dec. 5th 


Tell your Product Story to... 
THE ENTIRE INDUSTRY 


inform, influence, and strengthen your competitive position with dealers and 
distributors throughout the entire year in ELECTRICAL MERCHANDISING'S 
Statistical and Market Planning Issue 
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For extra profits stock Chromalox 
Superspeed and Heatfio Units 
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means “cf? Cooking at Its Best! 


ylar Range Units 


For Replacement on all Electric Ranges 


With CHROMALOX Triangular 
Units, two stock sizes are all 
you need to service any range. 
CHROMALOX Adaptor Rings give 
perfect fit and fast, easy installa- 
tion! A screwdriver is your only 
tool .. . and time saved on the job 
means more profit per sale. 

Housewives prefer the fast, 
easy-to-clean and economical fea- 
tures of the CHROMALOX design. 
Longer life, too, for CHROMALOX 
Triangulars are made with 
INCONEL, the finest heat-resisting 
alloy known. 

Investigate this fast-selling 
CHROMALOX Range Unit Replace- 
ment line today. Write for Bulle- 
tins CF-145 and L-1023A. 


On new ranges and for replacement 





RC-17 


COMPANY ® 7525 THOMAS BOULEVARD © PITTSBURGH &, PA, 


| POUL HHVLOPNT DEAT ENEAEDANT EO HENHT INNO 
Wil MANILA | il Hi} 
WATT | 


INTEREST—AND ORDERS: As can be seen from this picture the people who 


thronged Gimbel's week-long appliance show in Milwaukee were interested and it 
appears that the man at the right is writing an order. Promotion for the show 
included continuous newspaper ads which offered talks by home economists, offers 
to visitors to bring their laundry and try out the washers, cooking schools, and film 


showings. 











DEPARTMENT STORES 








a 


Vandever's Will Open 
New Main St. Store 


Vandever’s, Tulsa, Oklahoma, de 
partment store, will open a new build- 
ng on Main St. as a supplement to its 

esent location on Fifth St. The first, 

cond and mezzanine floors of the new 
store will be devoted to appliances, 
ulios, phonographs, records, giit- 
vares, and home furnishings. Large 
splay windows on the ground floor 
prominently display major and 
minor appliances. 


Bry's, Memphis, Opens 
Electric Appliance Store 


Space on the first floor of Bry’s de- 
irtment store, Memphis, Tenn., has 

riven over to a new Electric Ap 

liance Store which features Norge, 

(3-1 Phileo, Stewart-Warner, Hor- 
ton, ABC, Eureka, Filterqueen, RCA, 
Admiral, and Sun Kraft 


appliances and radios 


Farnsworth, 


Pizitz Store Names Pollock 
Merchandising Manager 


Sam Pollock has been appointed 
merchandise manager for home fur- 
nishings, including major appliances, 
by the Pizitz Store, Birmingham, Ala 


Salkin & Linoff Open 


Minneapolis Store 


The 34th in the Salkin & Linoff, 
Inc., chain of department stores opened 
\ugust 5 in Minneapolis, Minn. The 
25-year-old firm remodeled a five-story 
building to include wide aisles and 
ilonde, modern fixtures. Small appli- 
ances have been located in the base- 
ment with housewares, home furnish- 
ings, records, shoes, toys, chinaware, 
bedding, and paints. Major appliances 
occupy space on the third floor with 
furniture, draperies and wall paper. 


NOVEMBER |, 


Dey Named Buyer for 


National! Furniture 


The manager and buver of cle 
trical appliances for the new National 
Furniture Co.. Nashville, Tenn., 
Robert ¢ Dey vhnho was 
bar tor the past 10 vears 


vith Gray 


Hess Promoted by 
C. Ludwig Baumann 


Frank Hess, former assistant buyer 
under Joe Cetera, has been named 
buyer of radios, domestics 
and home furnishings for C. Ludwig 
Baumann & Co., Brooklyn, N. Y. 


as 
appliances, 


Suniland Furniture 
Names Two Managers 


The Suniland Furniture Co., Hous- 
ton, Texas, has named Charles R. 
Fabling and Fred J. Weston as man- 
agers of the radio and appliance de- 
partments, respectively 


Esch, Former Lasalle Buyer, 
Opens Own Store in Toledo 


Howard Lee Esch, former buyer of 
housewares and sporting goods at La- 
salle & Koch Co., Toledo, has leased 
and remodeled the three-story and 
basement building at 201 Summit St., 
Toledo, for the sale of home furnish- 
ings and appliances. Partners in the 
venture are Manuel Blank and Louis 
Kugelman. 


Hearn-Bronx Opens 
Appliance Annex 


A new aunex devoted exclusively to 
major appliances was opened recently 
by the Hearn-Bronx department store, 
New York, directly across the street 
from the main building. Publicity in 
the parent store directs attention to the 
outlet and spot and neon lights illumi- 
nate the window displays. 
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Thyroprotein. ..stilbestrol ... thiouracil! 


Not scriptural admonitions . . . but terms that will soon be widely familiar 
in the nation’s Number One industry! . . . The first makes cows yield 6% to 60°% .) 
more milk; and White Leghorns up their egg output 25°% .. . The second causes 
cockerels to run to more and juicier meat . . . The third retards animal growth, 
adjusts development to meet marketing periods . . . These are the new hormone 
derivatives recently developed for the treatment of livestock on farms 
immensely effective, dangerous if improperly used. Their properties and values are 
presented in a review*of all important current tests at agricultural schools and 
stations—business news of first importance to farmers (and electric goods sellers) in 


the October issue of SuccessFuL FARMING, see page 138. 


Fifty years old—this month is the RFD which now has 
32,090 carriers traveling 1,433,601 miles daily over 32,161 
routes—at an annual cost of $3.50 per patron! Read 


“Your Rural Mail Carrier” on page 6. 


Light on lube .. . War-developed, engine-proved 


additive oils cut corrosion, deterge dirt . . . reduce heating, 





scratching, engine wear... banish gummy valves, varnished pistons, plugged 
rings... 4-color photos, striking story,““Hot News in Motor Oils,” on page 28. 


Also ...**What’s Wrong with Farm Research”. . . ‘““Today’s 
Price for Land”. . . “Fertility in a Hurry” . . . ““What’s New in 
Farming”... many other trail-blazing, authoritative articles on the 
big business of farming for the biggest farmers in the business . . . 
more than 1,100,000 SF subscribers in the 13 agricultural Heart 
states, plus New York and Pennsylvania . . . These farmers with the 
highest cash incomes, yields, property investments in the nation . . 
make SuccessFuL FARMING top medium for advertisers who wa 
the nation’s best electric merchandise sales! Get the details fi 
any SF office in Des Moines, New York, Chicago, Detroit, 
Cleveland, Atlanta, San Francisco, Los Angeles. 
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Scruggs Announces departmet 

Personnel Changes hoor, Oo 

floor spa 

Three appointments to appliance. included : 

handling positions has been announced a compa 

by Scruggs, Vandervoort and Barney venirs fc 

St. Louis, Mo. Earle Gerwitz, who franchise: 

was formerly an executive in the toy G-E, Nor 

department, has added the responsibili- Voss, A 

ties of buying radios, records and Stromber 
major appliances. His assistant in the 
buying of records and radios is Rober: 

Evans. Small appliances are now be- Miller & 

ing purchased by Alex Miltonberger Applian 

housewares buyer. 
Second 
building 


Greenwood Chain Waterbu 








Adds Steinberger for use 
The Greenwood chain of jewelry pee ni 
stores on Long Island, N. Y., ha: pws — 
. : ehnite 
added Joe Steinberger as merchandise of a new 
manager of major and traffic appli- Crccumn 
wares. hence th 
building, 
Spiegel Furthers Expansion 

With Four Long-Term Leases ; 
Gayfer 

Spiegel, Inc., national mail order . 
and chain store concern, has furthered Applian 
its expansion program by leasing The n 
three six-story warehouses and one fer’s, M 
three-story commercial store building opened | 
in Chicago. The commercial store Emanue 
will be the fifth in Spiegel’s chain oi showing 
home furnishing outlets in the Chicago including 
area. washers, 
blankets, 
Morehouse-Martens Moves room he 
nets. TI 
Appliances to New Annex tionally 

, A two floor appliance annex sout 
eungueé ji ose of the main store was opened recently a 
i by Morehouse-Martens, Columbus ew 

Ohio, department store. According t at Mac 
president George L. Deegan, the annex Cc 
replaces the old appliance department J. , 
location on the fourth floor of the main Des at 
store. The annex’ first floor is de- Went 
Venatcl 


voted to major and traffic appliances 
Aad 5 Ad The record shop and repair depart- 
i¢ s aq over fown ment occupy the basement. The new 
outlet provides 8,000 square feet of 
floor space despite the narrow front- 
age of 12 feet. Lines handled include 
Frigidaire, Ambassador, Westing- 
house, Youngstown, and a complete list 
; : of brand radios and phonographs 
All over your town—in homes, offices, Important buying questions like washers, ironers, and ranges. Aaron 
Zachs is manager of the department 

















factories and at telephone pay stations these: “Where is the local dealer for | 
_ a 
— men and women keep the ‘yellow this branded product?” “Who is the | Utica Boston Store to Ege X 
; a ; | Build $200,000 Annex { | 
pages’ of the local Telephone Directory authorized serviceman for my make of ; 
. A four-story electrical appliance and 
busy day and night. refrigerator?” — and many more, are | home furnishings center will be con- { 
¢ ¢ : © - | structed as an addition to the Bostor , 
They know that a quick look in the answered by the convenient and easy- Store of Utica, N. Y., in a forme 
. ' ’ | theater building adjacent to the main 
Classified section of the Telephone Di- to-find buying information in the store. According to Sam J. Aben 
¢ © manager, the construction will be com- 
rectory will save them time and trouble ‘yellow pages.” That's why so many pleted sometime in the spring and 1s 
¢ ¢ ¢ expected to cost more than $200,00U! 
when they want buying information— shoppers make a habit | 
—* ™ : f , he ‘vell | Irwin Named Advertising CABINI 
abou 1e products and services you of turning to the ‘yellow | : i 
. I d turning to the y Manager of Morgan Furniture arte 
sell. pages’ before they shop. N. Stuart Irwin, formerly cov- ease of 
nected in sales executive and mter- Youngst 
chandising capacities with the General like the 
Electric Co. and Carrier Corp., has is used 
been appointed advertising director oi! which h 
the Morgan Furniture Co., Asheville, the smo 
N.C. an asset 
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Celebrates Founder's Month 
With Opening of Appliance Store 


[he doors of a new appliance de- 
partment opened on September 23 in 
the Eastern department store, Port- 
land, Ore., as part of a celebration of 
the firm’s 59th founder’s month. The 
lepartment, located on the ground 

contains 8,000 square feet of 

w space. Features of the opening 
included an Ironrite demonstration by 
a company representative and sou- 
venirs for ladies. The store has 
franchises for Westinghouse, Edison 
G-E, Norge, Universal, Easy, Proctor, 
Voss, Apex, Admiral, Zenith, and 
Stromberg-Carlson products. 


Miller & Peck Adds 
Appliance Department 


Second floor space in the Exchange 
building of the Miller & Peck store, 
Waterbury, Conn., is being remodeled 
for use as a general appliance and 
housewares department. Material 
shortages were responsible for an in- 
definite postponement of construction 
of a new building, according to Julius 
Grossman, merchandise manager, 
hence the renovation of the Exchange 
building, formerly used for storage. 


Gayfer's Opens G-E 
Appliance Outlet 


The new appliance branch of Gay- 
fer’s, Mobile, Ala., department store, 
opened recently at the corner of St. 
Emanuel and Conti Streets with a 
showing of General Electric appliances 
including ironers, refrigerators, ranges, 
washers, freezers, cleaners, clocks, 
blankets, garbage disposal units, bath- 
room heaters, and kitchen wall cabi- 
nets. The firm also carries other na- 
tionally known brands. 


New Appliance Section 
at MacDougall-Southwick 


J. C. Freeze is the manager of the 
new appliance department of the Mac- 
Dougall-Southwick department store, 
Wenatchee, Wash. 











CABINET CAPERS: The purpose of this 
picture, according to the Mullins Manu- 
facturing Co., is to demonstrate the 
ease of installation and the strength of 
Youngstown kitchen units. A single bar, 
like the one held by the lass on the right, 
is used to suspend the cabinet from 
which her companion is swinging. Further, 
the smooth and streamlined exteriors are 
an asset to any kitchen. 
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T Sct Up a Roti 
Vepariment i CAMF 1 ELD 


“GRAND SLAM 16 TRAY ASSORTMENT . 


Sug ole 
ste ee an 





bleTay 


Small Investment—Attractive Mark-U p 
—Requires Little Space 


Feature it! A packaged assortment of 16 quality- 
built Camfield Serving Trays to start you off in 
the tray business—a complete and profitable tray 
department in itself. 16 size and color combina- 
tions to delight every gift-shopper. All are 5 ply 
constructed from formed plywood — rich, smart, 
distinctive and colorful as Christmas itself. This — 
PLUS attractive counter unit —only $51.72. Retail 
value — $86.20. Your PROFIT — $34.48.. Stock re- 
placements available in 38 size and color selections. 
Order now for Christmas selling. 


“GRAND SLAM” 16 Tray Assortment Includes: 


3 large, 3 medium and 5 small Leatherette Trays; 1 each 
large, medium and small Walnut; and 1 each large and 
small Cork Surface Trays—plus handy counter mer- 
chandiser to display any 4 trays. Retail prices range 
from $2.95 to $6.95. Packed as a unit. Your price- 

only $51.72. Order on the attached coupon— 
now. 


CAMFIELD 


@eeeeeseeesceaeeeeeeeeeeeeee et @ 
* 
Dept. EM-10 Pr 
CAMFIELD MFG. CO. . 
Grand Haven, Mich. . 
Please enter my order for (No. _-__ ) CAMFIELD e 
‘GRAND SLAM" 16 TRAY ASSORTMENTS. Counter mer-+ 6 
e@ chandiser included free with initial 16 tray assortment e 
a This order is to be shipped through my nearest Camfield ° 
distributor. 
e . 
© Signed ° 
b 2 
* Store : yA 
cm e 
© Address = 
7 . 
ok: Seen State ° 
* a 
eeeeeveeveveeveeeeeeeeeeeee020 
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JUDGMENT Points To 


Dayton Line! 





































DAYTON SHALLOW WELL 
SYSTEMS. Pumping Capaci- 
ties of 250, 350 and 500 gallons 
per hour 


DAYTON JET-TYPE DEEP 
WELL SYSTEMS. Ideal for 
farm water systems. Capacity 
—200 to 750 gallons per hour. 
































DAYTON WATER SOFT- 
ENERS. Several types avail- 
able. Capacity— 30,000 grain 
gallons per regeneration 


DAYTON WATER SOFT. 
ENERS. Brine-storage, single- 
comrol valve type. Capacity 
40,000 grain 






THE DAYTON PUMP & MFG. CO. * DAYTON, OHIO 





PROCTOR'S EXPERIMENT: This picture of the Proctor Service Clinic which was 


held recently for five days in Gimbel's, Philadelphia, as a test of a proposed na- 
tional department store promotion, was a success. George Eastwood, service super- 
visor, leans over the counter to take a toaster for a free-check-up. Minor repairs were 
made on the spot without charge. Five-hundred and fifty-nine customers took advan- 
tage of the offer to have their “out-of-sorts Proctor irons and toasters” tested. 
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Moller's Opens New 
Appliance Department 


Moller’s department store, 485 
Mass. Ave., Cambridge, Mass., has 
opened a new appliance department in 
conjunction with the celebration of its 
59th anniversary. 


Barbata Named to Buy 
at Milliron's Store 


Peter Barbata has been announced 
as assistant to Frank Silver, buyer of 
major appliances for Milliron’s Fifth 
St. Store, Los Angeles, Calif. He has 
been with the firm for 13 years and has 
been successively promoted through 
selling, sto 


1 


k and traft« 


Appliance Branch for 
Gimbel's, Philadelphia 


\ branch appliance and music cen 
ter has been opened in Philadelphia by 
Gimbel’s under the general supervisior 
of Stanley S. Frazee, head of ap 
pliances and music in the main stor« 
Jack Bowen is store manager of th 
branch, located at 82 South 69th St 


Leonard Takes New 
Ward Buying Post 


R. A. Leonard, former buye 


kitchen equipment for Montgomery 
Ward & Co., has assumed the duties 


of buyer of table electric appliance: 
for the firm’s housewares division. 








SN a oiadioe 
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EFFECTIVE WINDOW DISPLAY of the old and the new way to sleep brought Clare 
Kemp, Burlingame, Calif., appliance dealer the first prize for the best window display 
in Burlingame's Fall Fiesta. Under the General Electric automatic blanket, the live 
and attractive model feigned sleep in electrically controlled comfort, while her com- 
panion, a clothing store dummy, with hot water bottle and an extra quilt, headed 
for his already heavily-blanketed bed. Shown in Kemp's full-glass windows, the display 
was visible to thousands attending the Fiesta. 


NOVEMBER 
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Smartly styled electrics 
a Thornad. The jlneid manne in clad 


Although many of these smartly styled Seth Thomas* electric clocks have already 
been distributed, the supply continues inadequate to meet demand. 

So, if your wholesaler has not been able to give you all the Seth Thomas 
clocks that you need—don’'t blame him too much. His service to you is depen- 
dent on the quantity of clocks we can ship. The availability of skilled clock 
craftsmen and raw materials serves as a yardstick of our production. 

As long as the condition exists, we will continue to allot our production to 
established wholesalers. It’s a fair way, since it insures equitable distribution. 

» . ° . 
Our wholesalers are cooperating by carefully reallocating clocks they receive. 

We won’t sacrifice quality for the sake of increasing production. However, 

7 ‘ . 
we assure you the entire Seth Thomas organization is striving to produce more 
and more of the truly fine clocks which bear this time-honored name. 

Again, we recommend strongly that you keep in close touch with your 
wholesaler to insure a place on his allotment list. Seth Thomas Clocks, Thomas- 


ton, Connecticut. 


1. SHARON — Colonial design in mahogany 5. CAPSTAN — An occasional clock that scores 
finish on birch. Strikes hours and half hours. i hit with men. Solid mahogany. 

2. YUKON — A small occasional clock that wins 6. PYPER — Small, new electric alarm, popu- 
a hearty welcome everywhere. larly priced. 


3. HITT — Big, easy-to-read dial of this kitchen 7. CONSOLE— An exquisite electric clock. 


clock appeals to housewives. Strikes the hours and half hours. 


4. MEDBURY — Has beautifully toned Westmin- 8. LEGACY — Richly cased in genuine mahogany. 


ster chimes. Mahogany case. Has Westminster chimes. 








Thomas 


"fe fenes geavne tre checks 
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A product of GENERAL TIME Instruments Corporation 


*Seth Thomas is Reg. U. S. Pat. Off. 
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People are fussy. 


«I KBK I 
.- THE HUM DRIVES 
ME NUTS /¢ 














ut Lear sets stay sold 


The way some customers act you'd think they were nervous 
wrecks. They set up a howl worse than an old three-tube 
regenerative if there’s even a hint that everything’s not 

super. Then there are service calls — or even a return. 


So we said to ourselves, “OK, we'll make sets where 

everything IS super. We'll double check all along the 
line to make everything tight and trim. We'll nab trouble- 
breeders right at the start. Then we'll pack our sets so 
snugly that they're bound to be spick and slick when they 
come from the carton.” 


The result? Well, even in the short time Lear Radios have 
been on the home market, they’ve earned the reputation 
of staying sold. 


And that’s one more plus in the Lear Franchise which is 

already one of the most advantageous in the industry. 
We'll prove that if you like. Write LEAR, Incorporated, 
Home Radio Sales and Merchandising Division, 110 Ionia 
Avenue, N.W., Grand Rapids 2, Michigan. 
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Broadhurst New Appliance 
Manager at J. B. White 


The new manager of the major 
appliance, record and branch storé 
operations of J. B. White & Co., 936 
Broad St., Augusta, Ga, is J. A 
Broadhurst, formerly of Kansas City 
Mo. 


1,500 Square Feet for 
Appliances at Chandler's 


Chandler & Co., Boston department 
store, has opened a sixth floor ap 
pliance department with 1,500 squar« 
feet of floor space. The store features 
national brands 


Interstate Stores Names 
Young Appliance Head 


Donald A. Sybert, vice-president of 
the Interstate Stores Buying Corp., re 
cently announced the appointment of 
John L. Young as appliance merchan 





J. L. YOUNG 
. 


diser. Mr. Young, former major mar- 


kets representative of Kelvinator, has 
worked closely with Interstate on its 
appliance program since the end of the 
war, Mr. Sybert said. He entered the 
appliance business at Memphis in 1928 
as supervisor of wholesale operations 
of a factory branch. He subsequently 
became retail sales manager, leaving in 
1931 to become appliance buyer for 
Joske Brothers, Inc., San Antonio, a 
unit of Allied Stores, Inc. After a pe- 
riod as president of Hall-Young, Inc., 
Texas distributing firm, he rejoined 
Allied in 1938 as home furnishings 
merchandise manager for Herpol- 
sheimer’s and Waite’s, both in Michi- 
gan. He later joined Kelvinator’s 


markets division. 


Famous-Barr Completing 
New Appliance Department 


A new appliance department de- 
signed to sell over 2,500 refrigerators 
a year is nearing completion at Fa- 
mous-Barr, St. Louis department store. 
The department will also specialize in 
home freezers, packaged kitchens and 
packaged air conditioning. 

In the new department major ap- 
pliances will not be shown on the floor, 
but each will be separated by curving, 
kidney-shaped display backgrounds. 
3uilt-in “closing booths” will insure 
privacy in completing sales. At the 
rear of the department the store is 
building three packaged kitchens, all 
of which will be used for demonstra- 
tions. Ray Seltzer is appliance buyer 
for the firm. 
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When a woman shops 
for cosmetics 
a mere man may think 
she’s simply buying 
lipstick, rouge or cream 
but a woman knows 
she’s being an idealist 
in the word’s truest sense... 
because, you see 
° 


She has a picture 
in her mind — 

a picture caught from a page 
of her favorite magazine — 

a vision of loveliness 

that could be herself . . . 

and now with all the arts 

at her command 

she’s making that picture real! 





Month after month 
in-the-home research 

tells McCall’s editors 

how women think and dream — 
helps inspire those potent 
“mental pictures” 

that move advertising 

into action 

in more than 3,500,000 homes. 
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Its use on an appliance 
helps carry a conviction of 


quality all the way through 


What's the biggest factor of sales resistance 


today in moving portable lamps, clocks, fans, 





and other traffic appliances of this class? Dealers 
tell us it’s the buyers’ fear of ‘‘quality-skimping” 
that’s so prevalent today. 

But when appliances you sell are equipped with G-E Flamenol cords, 
you have actual evidence to show sound value down to the last detail. 
You can take the cord out from behind the back of the appliance and demon- 
strate its superiority for long-term use. 

Flamenol cords have a smooth, durable finish that’s pleasant to 
handle. The standard ivory color harmonizes with the product. The 
molded plastic plug, in a modern, easy-to-pull design, is permanently 
molded to the cord. Moisture-resistant and oil-resistant, the insulation 
won't grow brittle with age. 

When you're selling appliances, or buying them, consider how this 


quality cord set helps you please your customers. 
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DISPLAY AND DEMONSTRATION is the two-fold purpose of this new five-piece 


floor display for Admiral Dual-Temp refrigerators. 
hinged to swing out from the refrigerator and reveal the actual interior. 


The full color food panels are 
Permanent 


sections of the display call attention to the most highly publicized features: no 
defrosting, no covered dishes, and the built-in freezing locker. 








NEW LITERATURE 
AND DEALER HELPS 








Jam Handy Organization ° 


The Jam Handy Organization has 
announced a new series of sound slide- 
films for the training of retail sales 
personnel. The five films in the series 
cover : friendliness, attentiveness, help- 
fulness, sincerity, and enthusiasm. 
They were designed with the help of 
department store and retailing experts 
for use as the basis of a retail train- 
ing course. List price is $150. Ad- 
dress the Jam Handy organization, 
2822 East Grand Boulevard, Detroit, 
Mich. 


B. F. Sturtevant Co. 


A new catalog, No. 500, has just 
been announced by the B. F. Sturtevant 
Co., Hyde Park, Boston, Mass. It is 
in condensed form, describing the com- 
plete line of Sturtevant fans and air 
conditioners and, in addition, some 80 
pages of practical engineering data on 
every variety of air handling apparatus. 


Simmons Co. 


“One Third of Your Lifetime,” a 
20-minute motion picture, has been 
produced by the Simmons Co. to 
demonstrate the company’s approved 
method of selling electronic blankets. 
The dramatization centers about a 
wife who is thoroughly convinced of 
the value of a blanket and buys an 
additional one for her skeptical hus- 
band, thus presenting an opportunity 
for a repetition of a description of the 
blanket’s operation. The film also pre- 
sents an animated description of the 
way electronic control measures and 
maintains the amount of warmth 
selected. The film is now available to 
dealers. 
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Philco Corp. 


A comparatively new field of en- 
deavor to many dealers, the servicing 
of television receivers, is covered in 
a new 140-page book published by the 
Philco Corp. Sections of the volume, 
“The Servicing of Television Re- 
ceivers,” cover the basic television sys- 
tem, the composite video signal, the 
receiver itself, antennas, and actual 
servicing. The last named chapter 
includes sub-sections on television re- 
ceiver data, functions of operating con- 
trols, abbreviated operating procedure, 
field servicing, shop servicing, trouble- 
shooting data, and miscellaneous serv- 
icing data and charts. The price is 


$2.25 and copies will be mailed from 
the Philco Corp., Philadelphia, Pa. 





>See SSA - 
INSIDE AND OUT views of the Gen- 
eral Electric self-charging portable radio 
are provided by this new easel-type dis- 
play. One set is in an upright position 
while a second set is displayed with the 
back open to reveal its “battleship” con- 
struction. 
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12,900,000* WOMEN 
ARE TALKING ABOUT.. 








Backed by the biggest profit names in 
the gas range business and a multi- 
million dollar nation-wide gas industry pro- 
motion, the “CP” program will move high 
grade, profit-building, automatic gas ranges 
off your sales floor in volume to the 2 out of 3 
of vour customers who make up the 12,500,000 
homes in the United States and Canada that 
have gas ranges more than 10 years old. 
“CP” is the only buying guide of its kind to 
superior cooking performance. The high ““CP”’ 
performarrce requirements are set by leading 
manufacturers aided by home economists, 
homemakers, and 1,200 gas utilities. That’s 
why your customers will look for the ‘“‘CP”’ 
seal on the famous brand automatic gas 
ranges on your sales floor. 


Ask the manufacturers of the profit lines listed below 
how to build your sales with the “CP” program, or 
write Gas Appliance Manufacturers Association, 60 
East 42nd Street, New York 17, New York. 


CASH IN ON THE “CP” PROGRAM 
WITH THESE FAMOUS BRAND NAMES 





| | At “ZS A-B + CALORIC ~ DETROIT JEWEL 
|S ne eae as) eee Oe ESTATE HEATROLA - GARLAND - GRAND 
Racer : : | GLENWOOD - HARDWICK - MAGIC CHEF 
O'KEEFE & MERRITT - QUALITY - ROPER 
SGE-ORIOLE . TAPPAN - UNIVERSAL 
WEDGEWOOD . WESTERN-HOLLY 













In Canada 
CLARE BROS. - GURNEY - MOFFAT 








GAS THE WONDER FLAME FOR AUTOMATIC COOKING 
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TOASTMASTER 









































EVERHOT ROASTERETTE 




















EVERHOT RAYVECTOR 


There never before was a Christmas 
when Everhot Appliance utilities 
were more appropriate. Big, sus- 
tained production of Everhot pro- 
ducts assures Everhot dealers of 
profitable holiday sales. Traditional 
Everhot quality assures the customer 
of quality and value that fully meas- 


HOT 
ure up to price. FAN-TYPE HEATER 


THE SWARTZBAUGH MANUFACTURING CO. 
TOLEDO 6, OHIO 7 ESTABLISHED IN 1884 
Authorized Wholesalers in all markets 


EVERHOT 
PRODUCTS 


ROASTERS...HEATERS...APPLIANCES. | 
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THREE DIMENSIONS are emphasized 


in this new three-color display of the 


Toastmaster Products Division of the 
McGraw Electric Co. Either a litho- 
graphed reproduction or an actual 


toaster can be used in the front of the 
display. The display measures 22 inches 
high by 19!/2 inches wide. 





Frigidaire Division 
General Motors Corp. 


Closer financial control, greater 
Hexibility and advanced standardiza- 
tion of procedure are claimed by the 
Division of General Motors 
Corp. as advantages of a new account 
system for dealers. The system 
a Chart of Accounts which 
embraces six departments—new appli- 


Frigidaire 


ing 
contains 


ances, new commercial refrigeration 
and air conditioning, new “other” 
products, used and repossessed prod 

ucts, parts and service, and adminis 

trative. The Accompanying Dealer's 
Accounting System Manuals are 
divided into two sections. The first 


contains an explanation of each classi- 
fication in the Chart of 
Accounts and several accounting 
livisions running from assets to sales. 
[he second section contains samples 
4 the principal accounting forms 
a description of their 


over-all 


with 


usage. 


Edison Electric Institute 


Utility commercial representatives 
will find much valuable information in 
a new manual, “Commercial Electric 
Cooking and Baking Manual,” just 
published by the commercial section 
of the Edison Electric Institute. Ac 
cording to the book, commercial elec- 
tric cooking and baking offers utilities 
an estimated $143,200,000 in reyenue 
per year. The book presents actual 
case histories of utility experiences in 
promoting electric cooking and sup- 
plies detailed statistics on revenue 
secured per dollar of E A R selling 
costs. It also provides a section on 
data, several architects 
drawings of suggested kitchen layouts, 
and an extensive appendix with operat- 
ing data of electric kitchens, calcula- 
tion of potential merchandise and 
wiring business and wiring data. 
Copies may be secured from EFI, 420 
Lexington Ave., New York 17, N. Y. 


basic sales 


Westinghouse Electric Corp. 


A sturdy metal merchandiser ct- 
signed to display the complete line 
of household light bulbs is now in 


production by the Westinghouse Elec- 
tric Corp. The new table unit, four 
feet long and two feet wide, will be 
useful for either aisle or wall display. 
It includes an underneath storage shelf 
with a one inch flange. An overhead 
arch permits the highlighting of fea- 
ture lamps. Knockdowns of the dis- 
play will be shipped to store operators 
upon request of any of the company’s 
lamp division district offices. Cost 
is $7.50 each, plus shipping charges. 


Solar Electric Corp. 


\ colorful display for the merchan- 
dising of Solar Eyease lamps has been 
prepared by the Solar Electric Corp. to 
present a vivid picture of the differ- 
ence between ordinary lamps and 
Eyease lamps. The display holds five 
actual bulbs. one of each of the popu- 


lar sizes. Information is obtainable 
from the company. 110 Williams St., 
New York 7, N. Y 
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"l THINK YOU'VE MISINTERPRETED OUR ADVERTISEMENT, MISS." 
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EMPHASIS on the slide-in feature of 
the new Philco radio-phonograph is pro- 
vided by this Model 120! display card 
of the Philco Corp. 








Cory Corp. 


Merchandising aids of the Cory 
Corp. now include a new counter dis- 
play which is shipped free with every 
order of eight model DCG coffee brew- 
ers. The display is reproduced in 
three colors and is constructed so as to 
hold an actual brewer and accessories. 
The brewer is held so that the upper 
bowl is tilted, calling attention to the 
glass-to-glass vacuum seal. News- 
paper mats in two column by 85 line 
size are also furnished. 


Crosley Corp. 


“What Goes On in Kitchens” is a 
new booklet for dealers and distribu- 
tors which was produced by the Cros 
ley Corp. to cover kitchen planning, 
the funetion of refrigerators, the evo- 
lution of the kitchen sink, and a com- 
parison of old and modern cooking 
equipment. The 70-page booklet is 
filled with lively cartoons and simple 
text. Copies may be obtained from 
Selma M. Andrews, Home Economies 
Dept., Crosley Corp., Cincinnati 25, 
Ohio. 


Pittsburgh Reflector 


The complete post-war line of Pitts- 
burgh Permaflector incandescent light 
ing equipment is presented in the new 
Catalog 46, published by the Pitts- 
burgh Reflector Co. The 126-page 
book is profusely illustrated and lists 
incandescent lighting equipment for 
every type of interior and exterior 
application. Photographs, detailed 
light distribution charts, installation 
diagrams, product details, and other 
information are cross-indexed. Sec- 
tional divisions include data on the 
fundamentals of good lighting, calcu- 
lating illumination requirements, and 
selecting the proper lighting source. 
Copies are obtainable from the com- 
pany at the Oliver Building, Pitts- 
burgh 22, Pa. 





The Electrical Appliance Store with EYE-APPEAL— inside and out— 
draws more customers increases profits 









LOOK T0 YOUR FUTURE @ Personality does count, especially when condi- 


tions become more normal and competition becomes 

keen. It will be the electrical appliance store with 

BY MODERNIZING the best appearance—inside and out—that will have 

the most pulling power. Progressive dealers realize 

YOUR STORE Now! the value of modern, smart-looking stores. They 
_— make sure that they get the right kind of person- 
ality into their establishments by modernizing 
with Pittsburgh Glass and Pittco Store Front Metal. 

Your store will have greater profit-making pos- 
sibilities if you follow the example of these thou- 
sands of other successful merchants. Investigate 
the advantages of remodeling your store now—in- 
side and out—with Pittsburgh Glass and Pittco 
Store Front Metal. Be sure to consult your archi- 
tect for a well-planned, economical design. We will 
cooperate with you and with him. And if you want 
them, convenient terms can be arranged through 
the Pittsburgh Time Payment Plan. 

Our recently published booklet, containing valu- 
able data and many interesting illustrations of 
Pittsburgh Glass and Pittco Store Front Metal 
installations, will show you what has been done. 
Send for your free copy today. Use the convenient 


coupon below. 


A MODERN STORE, like this one in Rochester, N. Y., has mag- 
netism. It draws passers-by . . . invites them to enter . . .increases 
sales and profits. Follow this example by modernizing your 
store now with Pittsburgh Glass and Pittco Store Front Metal. 


BEFORE 
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Claude W. Johnson 
Dies in Cincinnati 


Claude W. Johnson, 66, president of 
the Johnson Electric Supply Co., Cin- 
cinnati, Ohio, died September 15. A 
past president and treasurer of the 
Cincinnati Electrical Association, he 
was president of the Westinghouse 
Agents Jobbers’ Association and a 
member of the Committee of the Na- 
tional Electric Wholesalers’ Associa- 
tion at the time of his death. 
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‘PITTSBURGH’ 
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| Juside and Out—Increases Retail Sales.’ Please send my FREE copy 
STORE FRONTS 1 Same... ies 
AND INTERIORS | te 
| 


Architect: Charles A. Carpenter. 
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KENNEDY-CLARK » | 


_ Home Appliances 
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Pittsburgh Plate Glass Company 
2430-6 Grant Building, Pittsburgh 19, Pa. 
I'm interested in your illustrated brochure, “How Eye-Appeal 


Address_ 
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You ean sell 


NEW 


HOME VENTILATOR 

















co 
— 


Every home—old or new—a prospect 


Housewives love it! 


Aeropel whisks out odors, 


greasy fumes, smoke 


© : 
“4444 -—- = - — 


‘ 


KEEPS KITCHENS FRESH AS A DAISY! 


<< 





Big sales possibilities, too, for bathrooms, bedrooms, 
nurseries, laundries, recreation and utility rooms, stores 
and offices 


Fast, easy; profitable installation. 


The price is right for competitive selling! 


Compare appearance and performance with any other 
home ventilator. 


Ask your jobber today about Aeropel or call the 
nearest American Blower Branch Office. 


r 





View shows 
component 
parts of Aeropel 


AMERICAN BLOWER 


AMERICAN BLOWER CORPORATION 
DETROIT 32, MICHIGAN 


t Amsmicas Rawiaroe & Stavdard Saritary oerceation 
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FT ECTRIC APPLIANCES 


Recipes’ for 


Cox's new building on Fairview Avenue, Daytona Beach, is a modern, up-to-the minute 
structure with plenty of eye appeal. The building contains 2500 sq. ft. of floor space. 


New Business 


Paul Cox of Daytona Beach, Fia., has 
, built a reference library of cook books 

to make his store “cooking headquar- 

ters"—and incidentally sell ranges 


HE bride held wp the slip of 
paper triumphantly as the en- 
velope fluttered to the floor. The 
bridegroom scratched his head and said 
it didn’t look like a wedding present. 
But it was. 

The slip of paper was a certificate 
from Paul Cox, electrical appliance 
dealer at Daytona Beach, Fla., and it 
entitled the newly married couple to 
a free copy of “Just For Two”, a tried 
and true cook book which any bride 
would be glad to have. 

Mr. Cox, who handles General Elec- 
tric appliances, believes that every 
young married couple starting out to 
keep house, has plenty of problems in 
cooking. He scans the vital statistics 


in the newspapers every day and when- 
ever he spots a local couple about to 
embark on the matrimonial sea, he 


mails them a gift certificate which 
entitles them to a free copy of “Just 
For Two.” 

In this way, he gets the couple into 





his big new store on Fairview Ave., 
a friendly relationship is established, 
and—well, what young married couple 
isn’t in the market for electrical appli- 


ances ? 
Has Whole Library 


Mr. Cox is among the first of many 
G. E. dealers in Florida who are using 
this new cooking library plan to in- 
crease his sales and broaden his con- 
tacts in his trading area. 

“It’s a simple plan and a highly 
effective one,” Mr. Cox says. “Here’s 
how it works. We have stocked ap- 
proximately 45 books covering the 
subject of cooking as thoroughly as 
Admiral Nimitz covered the Pacific. 
We display tem in an attractive book 
case, which is so located that it invites 
browsing by people entering the stor 
The titles are so diversified and intrigu 
ing that at least one will appeal to any 
person with the remotest interest it 
eating.” 





A newly-married couple finds an intriguing list of titles among the volumes in Cox's 
cook book library. This aid to merchandising is being extended to many General Elec- 
tric dealers throughout Florida. 
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Paul Cox, owner of Cox's, General Elec- 
tric appliance dealer at Daytona Beach, 
Fla., who has demonstrated that a lot of 
appliances can be sold by going into the 
cook book library business. 


To illustrate the diversification and 


wide gustatory appeal, here are a few 

f the titles in Mr. Cox’s library: 
“Soups, Stews and Chowders”; ‘200 
Dishes for Men to Cook”; “Cocktail 
suide and Ladies Companion”; “A 
Vine Lover’s Cook Book” and Carv- 
ing the Easy Way.” 

In addition to displaying the books 
n his store, Mr. Cox also promotes the 
books by the use of classified advertis- 
ing and a line or two in his display 
advertising. He wants his library 
talked about and used, and to date, has 
been pretty successful with the idea. 
He says that through his promotion 
and by word-of-mouth advertising at 
bridge parties and other gatherings of 
women, the residents of Daytona Beach 
know that there is one place in town 
where clever ideas for canapes or 
hors d’oeuvres, salads and just plain 
roast beef may be had. 

Mr. Cox points out that it is one 
answer to getting that precious asset 
of any appliance dealer—floor traffic. 
Women come in to get cook books. 
They see his display of electric kitchens 
and appliances. A valuable contact is 
established—and soon a sale is made. 


Bill Christie's Idea 


The idea of sending a free cook book 
to brides in the area also originated 
with Bill Christie, G. E. Florida 
branch, who is endeavoring to ex- 
tend the idea to General Electric 
dealers throughout Florida. Cox’s 
was selected as an outstanding store 
to inaugurate the idea because of its 
location and other factors. 

Mr. Cox has met this challenge hand- 
somely In the early part of June, he 
opened his new building which has a 
floor space of 2500 square feet. Prior 
to opening, he advertised extensively. 

“The cook book library plan is a 
wow,” he says... “It’s a big factor 
toward helping me realize my goal, 
which is that of complete kitchen sales, 
for I know that profit opportunity lies 
in doing the ensemble job rather than 
being just another refrigerator sales- 
man.” 









































Sell CHAMPION Fluorescent and Incandescent Lamps bearing the familiar 
diamond mark of quality and you put yourself in a position to make the 
most of the big, steady, profitable volume in electric lamps. Everybody uses 


lamps. Champion quality gets you the repeat business. 


CHAMPION Lamps are easier to handle. No rules, regulations or red tape 
to hamper you from getting all the volume and profit. Champion packag- 


ing and point-of-sale display material do a real selling job for you. 


CHAMPION’s simplified, low cost wholesaler-to- 











AK Your 
uholesaler fr 


CHAMPION 
LAMPS 


CHAMPION LAMP WORKS 


retailer policy keeps costs at a minimum and assures 





utmost profit for you in a sure-fire, all-season, 





volume item. 









Lynn, Massachusetts 


A DIVISION OF CONSOLIDATEO ELECTRIC LAMP 
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In the 4,200 square feet of space occupied by Snook Brothers, Inc., of Charlotte, 


many attractive displays have been worked out. Here, H. E. Snook, president of the 


firm (left), demonstrates an electric range by allowing the customer to operate it. 


They Got Out of Town 


Snook Brothers, Inc., Charlotte, N. C.., 


pay city rent a mile outside of town, 
but they don't mind—it's good business 


N the scramble for store space, 
many merchants insist that the 
closer they get to the heart of the 

business district, the better their busi- 
ness will be. 

Maybe so, but you couldn’t convince 
the Snook brothers of Charlotte, N. C., 
of it. These gentlemen, who have 
spent time ranging from 18 to 24 years 
in selling and servicing electrical’ 
appliances, have a different idea. They 
deliberately chose a spot a mile out 
of town in which to open their new 
appliance shop and consequent profits, 
they declare, have proved the decision 


a wise one. 


“No, we never advertise that we’re 
out of the high rent district,” says 
H. E. Snook, president of Snook 
Brothers, Inc., in reply to a question. 
“We pay as much rent here as the 
downtown stores, but we wouldn’t 
swap locations with any of them.” 


Parking No Problem 


The first asset Mr. Snook lists in his 
“away-from-the-city” attitude is the 
fatt that the firm has a parking lot 
next door to the shop which will 
accomodate 300 automobiles. Such 
parking facilities are not to be found 
downtown, he points out. 

“This fact alone brings us new cus- 
tomers every day,” he declares. “Park- 
ing is one of the most serious problems 
faced by dealers in almost every city 
in America today. For our part, we 
have solved it.” 

Next, because of the store’s location 
outside the congested business district, 
the building stands out as an individual 
unit and the firm can advertise to its 
heart’s content with large signs on 
each side of the shop and plenty of 
space for display of signs in front of 
the building. 

“At night, our neon light signs have 
little competition from others about 


NOVEMBER |, 


us,” he says. “Our name can be seen 
several blocks away, as can the signs 
advertising the products we handle, 
which we figure is as good advertising 
as we can get.” 

A third asset claimed by the Snooks 
is the absence of a traffic problem. 
Their shop is available to all sections 
of Charlotte and residents of the 
North Carolina city can drive to it 
easily with a minimum of traffic snarls, 
stoplights, starting and stopping and 
gasoline use. 


Four Main Departments 


The out-of-town building has plenty 
of space, In a completely air- 
conditioned, fluorescent-lighted shop 
with 4,200 square feet of floor space, 
the brothers have divided the firm into 
four departments. H. E. Snook heads 
the commercial department; R. A. 
Snook, the wholesale commercial de- 
partment; H. D. Snook, the household 
department, and a fourth partner, V. P. 
Brewer, is in charge of the service 
department. 

Handling Frigidaire, General Elec- 
tric, Westinghouse and United lines, 
the firm advertises as “Refrigeration 
Headquarters.” The service depart- 
ment handles repairs and service for 
a number of competitors as well as 
its own clientele within a radius of 75 
miles of Charlotte. 

The attractive white building, near a 
suburban trading center, has become 
well known to residents of the .entire 
city. It is located on a national high 
way entering the city. 

“Everybody in town knows where 
we are,” according to R. A. Snook 
“The housewife, who does most of the 
buying, knows she can drive up, find 
an immediate parking space, and spend 
as much time as she wants in buying 
No sir, we wouldn’t change places wit! 
the best downtown shop in the Char 
lotte vicinity.” 


too. 
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BRINGS TO MIND... 
Many things truly AMERICAN 













Dominion is proud to be a part of the 
20th Century American industrial 
picture—confident that its products 
are representative of the finest in 
modern electrical appliances. 


Dominion appliances include: FLAT IRONS, 
WAFFLE IRONS, CURLING IRONS, 
TOASTERS, SANDWICH GRILLS and 
GRID-A-BOUTS, TABLE STOVES, HEAT- 


ERS, POPPERS, HAIR DRIERS, MIXERS, 
HEATING PADS, INFRA-RED LAMPS, 
FANS 








ominiou 
Distributed through 
reputable wholesale houses 


across the nation. 


DOMINION ELECTRICAL MFG., 


MANSFIELD, OHIO 
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coa.-savinc AUTOMATIC 


HEAT---with THE 
(/p} MEAT REGULATOR SET 





The DEPENDABLE 4-piece A-P Heat Reg- 
ulator se-—for warm air, steam or hot wa- 
ter coal-fired furnaces — has many proven 
features that help you to ready selling 


The modern streamlined A-P Thermostat, with its ivory-tone 
cover, recessed easily-read thermometer, is sensitive to 1 
temperature change, operates fast and frequently for close 
control of room temperatures. Compact, powerful Damper 
Regulator is quiet in operation, precision built for years of 
trouble-free service, and has a “stoking safety’’ feature that 
furnace owners appreciate. Separate Limit Controls avail- 
able for warm air, steam, or hot water systems, avoid dan- 
gerous and wasteful overheating for extra safety and econ- 
omy. Transformer and complete accessory and installation 
kit permit quick, easy installation. 

Help your furnace-user friends NOW to coal savings, and 
more convenient, uniform, comfortable heating this year. 
Write for your complete sales kit on the A-P Heat Regulator 
Set for coal-fired furnaces. 


AUTOMATIC PRODUCS COMPANY 


2400C NORTH THIRTY-SECOND STREET e MILWAUKEE 10, WISCONSIN 





























FOR HEATING + AIR CONDITIONING 
REFRIGERATION 


ions Controls 
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YOUR FINGERS 














































STEAM HEAT 
from ao WALL PLUG 





Steam Heat WHEN 
and WHERE 
You WANT it! 





); retain price $37.35 


4 
You can sell Electresteem 
Portable Steam Radiators 
with confidence based on 
their long record of satisfac- 
tory service. Electresteem is 
the original Portable Steam 
Radiator, universally ac- 
claimed by Dealers and 
users for dependable, trou- 
ble-free performance. 


ELECTRIC STEAM RADIATOR CORP 


DETROIT 8, MICHIGAN 


Electric Steam Radiator Company of Canada, Ltd Windsor, Ontario 


STERILIZER 


Sterilizes Full Day’s Needs 
at One Time 


Holds eight bottles plus plenty 
of bottle-caps and nipples. Pat- 
ented long life element with 
automatic safety shut-off. White 
enamel top and black plastic 
base. Washable in soap and 
water 





Your Jobber 


YOU DON'T HAVE TO KEEP 
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Opening day of Radio Center in New Orleans brought out droves of potential cus- 


tomers who remarked upon the excellent arrangement of appliances and equipment. 
Careful thought and preparation went into the arrangement, based on super-market 


methods. 


Appliance-Radio 
Super-Market 


Radio Center, New Orleans, was built on 


the principles 


HE nationwide success of food 
merchandising through super- 
markets has led two New Or- 


leans men to adopt the idea for selling 
electrical appliances. 


Loris K. Levy and George E. Mar 
cuse, co-owners of Radio Center, 
studied super-market methods care- 


fully before building their new shop at 
2601 South Claiborne Avenue, in the 
Crescent City. 

“We figured there was more behind 


the success of these grocery chains 
than the mere saving of a few pennies 


“In 
addition to the price factor, we rea- 
soned the super-markets were success- 
ful because of a sound system of offer- 
ing what the wanted; by 
making it easier for the buyer to enter 
the store than not to enter it, and by 
making it easier to buy than not to buy 
after entering the store. Then there 
was the highly developed use of the 
power of suggestion—the idea of let- 
ting people see, feel and examine stock, 
thus whetting their appetite for it.” 

Having fetermined to apply these 
factors to the new business, the part- 
ners then exercised great care in choos- 
ing a spot to build the new shop. The 
Claiborne Avenue location was a 
shrewd selection. It is easily acces- 
sible to all main thoroughfares, it is 
in the a heavily populated 
district where pedestrians by the 
thousands pass daily, and it is a natural 
draw for automobile customers. 


to housewives,” Mr. Levy says. 


customer 


center of 


Large Negro Market 


“In choosing the location,” says Mr. 
Levy, “we also took into consideration 
the fact that the spot we wanted should 
be in the center of the largest Negro 
section of New Orleans. We felt that 
this market was one of the largest un- 
tapped ones remaining open in the 
South, particularly so since the war, 
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of the super-market 


which brought on larger salaries and 
improved living conditions among this 
group.” 

The completed building is one large 
enough to appeal to and to draw all 
types of customers. 

The design of the building followed 
in order, with the super-market 
merchandising policy foremost in 
nind, according to Mr. Levy. The 
store interior, representing about 7,000 
square feet of floor space, is so 
arranged that customers are forced to 
walk through—not merely past—at 
least one-third of the store’s merchan- 
dise displays, in order to reach the 
section containing “leader” items— 
items which are in high demand and 
which bring heavy traffic. 

The windows of the shop are so 
slanted that a clear view is obtainable 
through them, without glare during 





George E. Marcuse (left) and Loris K. 
Levy, owners of Radio Center, in New 
Orleans, who found outstanding success 
in applying super-market merchandising 
principles to their new shop. 
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th morning and afternon hours, for 

e thousands of motorists and pedes- 
rians who pass the shop daily. A 

ive-in parking lot next to the store 
accommodates 18 automobiles. 

The big six-foot wide marquee over 
the store front also helps in selling, 

cording to Mr. Levy. This marquee 
is so situated that when pedestrians 
stop under it during rainy weather— 
lentiful in the Crescent City—they are 
forced in so that they almost have to 
see the window displays. 

The super-market idea of a wide 
lection of stock is carried out by the 
partners in almost every department. 


No Specialization 


“IT venture to say,” Mr. Marcuse 
says, “that ours probably is one of the 
most complete appliance sections in all 
§ New Orleans. We do not specialize 
in heavy demand lines, nor in minor 
ppliances—we have complete line 
selections of everything.” 

His assertion is borne out by the 
fact that the firm’s line includes 
Frigidaire, Easy Washer, Launderall, 
Thor, Stromberg-Carlson, Philco, 
Zenith, RCA, Bendix, Admiral, Eu- 
reka, Lyon and others. 

“Another super-market merchandis- 
ing idea we’ve adopted is the power 

f suggestion,” Mr. Levy chimes in. 
“When you go into a smart grocery to 
buy a ‘leader’ item, the chances are it 
is so located that you have to see—and 
be enticed by—other popular merchan- 
dise. We arrange our merchandise the 
same way in Radio Center, and it 


” 
sells. 


Records Make Good "Leaders" 


The major item used by the partners 
as a “leader” is phonograph records. 
To reach the record section, customers 
coming in through either of the shop’s 
two entrances must twist and turn two 
or three times through the range, re- 
frigerator and other sections. 

Near the phonograph record section 
is another merchandising development 
which the partners declare is bringing 
increased sales to the shop. This con- 
sists of two demonstration sections—a 
model laundry and a model kitchen. 
In these, complete lines of kitchen and 
washing appliances are displayed as 
they would be in action in the home. 

“Instead of saying “This will do so 
and so’, our salesmen say ‘See how 
this appliance does so and so’,” Mr. 
Levy says. “There’s a_ suggestion 
angle in these demonstration sections, 
too. The buyer who has entered to 
look at a range is impressed instead 
with the sight of the efficiency of an 
entire modern kitchen—and to the ex- 
tent that she is impressed, she is just 
that much easier to second-sell on the 
merits of the other, related appliances 
which also are being demonstrated.” 

Not the least effective merchandis- 
ing factor is the big parking lot by the 
store. Food super-markets make it 
easy for the buyer to shop in house 
dress or sport shirt by building such 
lots, and in constructing their new 
shop, the partners allowed plenty of 

pace for parking. It has led to quick 
and effortless shopping, they point out. 

The new store opened its door about 
the middle of last July. Through super- 
market merchandising, it has attained 

place of prominence in the New 
Orleans appliances field in two months 

















The National Housewares Manufaclurers 


ebisoctation announces that the 1947 National 


Housewares Show will be held from April 27 to 
May 2, 1947 at the Convention Hall in Phila- 
delphia, Pa. This will be an exhibit operated by 
the manufacturers themselves as a meeting 
ground for the industry, for the mutual benefit of 


housewares buyers and manufacturers. 


(Incorporated not for profit) 
1402 MERCHANDISE MART 222 NORTH BANK DRIVE 


CHICAGO 54, ILLINOIS 











NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 
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ARE YOU READY 
TO SELL THEM? 


We're telling your sales story to 4,800,- 
000 people through ads like this in 
AMERICAN HOME, BETTER HOMES 
& GARDENS. Before you even begin to 
sell, your prospects know about Stoker- 
matic’s twenty years of leadership in 
building safe, dependable stokers. They 
know about Stokermatic’s outstanding 
features...its air-tight hopper that 
keeps basements clean... its balanced 
fuel-air design that cuts coal bills almost 
in half ...its Silent Unit Drive that’s 
guaranteed three years. 


These prospects are all ready for you 

. be sure you're ready for them. Find 
out Now about a franchise in your terri- 
tory. Write today; address: Stokermatic, 
570 Lexington Avenue, New York 22, 
N. Y. 
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Mr. Maus shows a customer around the demonstration kitchen in his Madison Street 


Store. 


Kitchens His Specialty 


Elmer Maus built his 
business item by item 


Maus takes no credit 
in his own handsome 


Dealer Elmer 
for originating 
noodle the strategy that has made his 
place at 15 Madison St., Oak Park, III., 
a sort of headquarters for complete 
kitchens in the Chicago area. 
than ago Elmer was 
Nebraska, 

Dorothy 
in the 


a decade 
blown out of tiny Loop City, 


by the dust storms, 


Less 
just as 


“Wonderful Wizard of Oz.” 

Only Elmer arrived in Chicago in 
the one Buick that remained from the 
Buick agency which he had operated in 


Loop City. Elmer looked up his 
brother-in-law, Clint Brown, who told 
him of a coal dealer named Carlson 


who wanted to devote some of 
to appliances. 

“We worked out a 50-50 deal, and 
I sat around a month and took in $80. 
That wouldn’t do, so I jumped into 
that Buick and started ringing door- 
bells. Chicago had just opened up to 
the electric range, and most dealers had 
nothing to do with it for they said 
Chicago was a gas city and electrics 
wouldn’t sell. 


space 


Gas Companies Tricked 


“T ran 
Many 


was 


into gas competition, too. 
a time I had sold a range and 
about to deliver it when the cus- 
tomer phoned and said she had changed 
her mind. When I called, I found a 
new gas range there. It took some 
time to discover just what was happen- 
had an electrician to do the 
installing, and he always went down 
to city hall and took out a permit. The 
gas boys had someone to phone in the 
addresses on those permits, and got 
right out. I stopped their clock by de- 
livering the electric range, getting it 
wired in, and then on the way home the 


| electrician dropped in for his permit. 
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Unusual merchandise is easy to obtain 
and meets little competition, says Elmer 


Maus, a leading dealer of complete 
kitchens from Oak Park, Ill. 


Dealer Maus well remembers 
year he wound up by selling 1,000 ap 
pliances in a year, getting his 1,(0 
order just in time to rush over 
celebrate New Year’s Eve. 

“The war came on and I knew I was 
going to be cut off at the pockets,” he 
“A lot of distributors still rentem 
ber the letter I sent to all of them, ask- 
ing to buy stickers in their stock. They 
sold them to me, mostly difficult items 
to move. In a way that was a second 
step for me. I started out with the 
tough item for Chicago, ranges. Here 
I was getting dishwashers and other 
specialties. That letter brought me 
193 ranges, which carried me throug! 
1942. 


said. 


Kitchen Business Begun 


“T tell you this so you can under- 
stand how I broke into complete 
kitchens. I knew a small carpenter 
contractor who liked this size job. | 
was acquainted with two brothers 
plumbers, who could be had evenings 
for $2 an hour. Result, I got into the 
kitchen business, was able to give set 
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ice, and now folks come to me.” 

It has not been all beer and skittles, 
Mr. Maus points out. He opened his 
present store in 1944, with a stock con- 
sisting of $250 worth of gift merchan- 
dise. 

Dealer Maus has a list of 2,000 
names. He jots down personal items 
on the cards such as “daughter Mar- 
garet burned hand” as this helps break 
the ice. He likes to do unusual things 
such as go 2 miles for a box of Cal- 
gonite. This unusual service once re- 
sulted in a $1,500 order. 


Cleaning Tank for 
Motor and Parts 


A cleaning tank -which makes it 
possible to clean motors and parts 
without begriming workbenches and 
workers has been designed by Art 
Ridley and Paul Encheff for use in the 
Appliance Service Motor Shop of the 
Public Service Company of Colorado. 
The tank is built on stands made of 
angle iron and varies in size from small 
ones which measure 24 in. by 18 in. 
by 12 in. deep to larger ones 36 in. 
by 18 in. by 12in. The first one, which 
was constructed by G. I. trainees 
undergoing a benchwork course under 
the Appliance Service Department in 
Denver, proved so successful that five 
more have been completed. Four of 
the new tanks have been supplied shops 
in other divisions of the company, 
while one has been installed at the 
washing machine bench ia the Denver 
shop. In the past, small pans have 
been used for cleaning parts, resulting 
in the cleaning fluid spilling over on 
the work bench, on the floor, and even 
on the worker’s clothes. The new 
tanks remove this objectionable fea- 
ture and also make for greater safety. 
Stanisol is used as the solvent for the 
reason that it leaves no film on metal 
surfaces and also is less inflammable 
than gasoline. Compressed air is used 
for drying the cleaned motors and 
parts. 

The instructor in the G. I. training 
course is said to be particularly 
pleased, as the project offered good 
training for his men in the use of the 
acetylene torch, bending sheet metal 
and angle iron work. 





This is the cleaning tank in action. One 
of its advantages is that it helps to keep 
the parts cleaning solvent where it be- 
longs—and not on the workman's clothes. 
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. Encore for the G-E One-Control Blanket... 


EXCLUSIVE, NEW 


Over 100,000 users of G-E One-Con- 
trol Blanket shout “huzzahs” for its 
cozy, automatic warmth! And now, 
your customers can be sleep-happier 
than ever—with G.E.’s new Two- 
Control model! 


EN YEARS ago, General Electric Company intro- 
f pte the first automatically controlled blanket to 
America . . . has made constant improvements ever 
since. 

And all the time, thousands of unsolicited letters 
from “sleep-happy” people are pouring in, praising 
this wonderful Automatic Sleeping Comfort! 
Comments like these . . . 

“It certainly is a grand and glorious feeling to switch 

on the heat and feel warm without having loads of 

blankets piled on.” 


“We have three automatic blankets in our home. 
The first one was purchased in 1938. We were so 
well pleased that we bought two more.” 

“Used one for three years. Perfect. Never liked any- 
thing better.” 

. and many more such “raves,” showing how pleased 

G-E Automatic Blanket owners are. 
New extra—offered only by G.E.! 


And now—to make people sleep-happier than ever, 


Made to rigid G-E safety standards— 
and approved by Underwriters’ Laboratories, Inc. 


G-E TWO-CONTROL BLANKET 





G.E. 
Two separate controls, one for each half of the blanket, 


introduces an exclusive ‘Two-Control Blanket. 


for double-bed sleepers who like separate degrees of 
sleep-wooing warmth! 


Watch 'em come flocking in! 


We're telling your customers about this newest addi- 
tion to the G-E Blanket models. Telling them in big- 
circulation magazines like Life, Good Housekeeping, 
House Beautiful, National Geographic. On the air, too, 
with the “G-E House Party,” popular coast-to-coast 
network show over CBS. 

This wonderful Automatic Sleeping Comfort for Two 
is bound to bring customers by the score! So get ready 
for those sure-as-anything sales! 

And remember—only G.E. makes the Two-Control 
Blanket? G.E. originated the automatically controlled 
blanket, and is the world’s largest manufacturer of 
electrical appliances. 

Appliance and Merchandise Department, General 
Electric Company, Bridgeport 2, Conn. 


Aviltmalle Klankelg GENERAL @ELECTRIC 


Covering SLEEP-HAPPY America 
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ORDER 
HAINES APPLIANCES 


DIRECT 
MAIL US YOUR ORDER TODAY! 


IMMEDIATE DELIVERY! 


PLAY SAFE ... Get Christmas 
Merchandise in stock now ... 





“CALKINS BREAKFASTER"—OVEN STYLE TOASTING 
Underwriters Laboratories Approved 


For Toasting Bread, Muffins, Kolls, Toasted Cheese Sandwiches, Cinnamon 
Toast, etc 


Top plate is ideal for frying meat, eggs, or potatoes, cooking vegetables, 


heating soup, ete 
2) IN LOTS OF SIX - EA. $8.95 


$12.95 ria a 2 yb hes 
LOTS OF TWELVE - EA. $8.50 


TWO-BURNER ELECTRIC STOVE 
0.P.A. Approved. Retail $15.40. 


DEALERS COST: 


High, Me im ar La o B ers. Rotary Sw hes. White Enamel 
Sta Lg ges D r’s Cost voeneseceneeows $9.95 
ELECTRIC ROOM HEATER 
Ketall Price $9.95 
A beautiful standard size cabinet model. 1320 watts. Underwriters 
Laboratories Approved. Standard packages of 10. Dealer's Cost... . . . $6.50 


ELECTRIC COFFEE MAKER SET 
O.P. A. Approved. ist $9. 98 
nsists of a |} 11 E ffe« senses Stov cup Glass Coffee 
Maker, attachme s for Gr als attachment for Making Toast 
tandard packages of 12,sets Each Net ‘ aa awe $6.12 


ELECTRIC TOASTER 
A fine aot * nea p toast Standard packages « 


List $5.88 


¢ 10 


De aler’ s « — PPrrrrrrrr Tr rrr ee ee $3.95 
ONE BURNER ELECTRIC STOVE 
O.P.A, Approved. Retail $6.19 
H ," I H r . ‘ ‘ = ar 
Dealer's Cost $4.21 


HAINES 
Electric Iron 


(MODEL 300) 


O.P.A. Approved 
List $5.40 

(List 5% more in Zone 2) 
Beautifully streamlined 
non automatic, all 
chrome finish weight 
qty pounds 550 watt 
Standard packages of 


Each Net ‘ $3.80 





IMMEDIATE DELIVERY on each of the above listed items 


Terms: Check with order or C. O. D. Net 
Kaltiway Express F.O.B, Chicago 






NG CORP. 


4754-56 N. CLARK 
CHICAGO 40, ILL. 





Proctor Sees Sellers’ 
Market Until July, ‘47 


As a result of recent tests conducted 
in several cities, the Proctor Electric 
Co. has concluded that the current 
seller’s market for electric irons will 
continue hale and hearty at least until 
July, 1947. 

The tests, which probed consumer 
demand for known merchandise versus 
unknown brands, were conducted in 
Philadelphia, Washington, Richmond, 
Boston, Providence and Baltimore, 
with only the last named city reflecting 
any indisposition to buy. 

Over-all results of the test promo- 
tions revealed: (1) that there is no 
plentiful supply of brand merchandise; 
(2) the pent-up demand for quality 
appliances really exists; (3) consum- 
ers are brand and quality conscious; 
(4) good merchandising techniques 
are necessary to move even name prod- 
ucts. 

In all cities, the Proctor Champion 
iron was simultaneously advertised in 
local newspapers on a given day by 
the participating stores. According to 
Proctor, merchandise moved within an 
hour or two in most cities. In Phila- 
delphia, for example, all Proctor irons 
which had been accumulated were sold 
within an hour while irons of lesser 
or unknown makes remained on the 
counters. 


Baltimore Stubborn 


In Baltimore the picture was differ- 
ent. Stores which did not accept tele- 
hhone orders moved their stocks 
lowly. The May Co., a leading de- 
partment store, arranged a large dis- 
play along the main aisle and prepared 


for a rush that never took place. The 
Hecht Co. divided its stock into half 
for telephone orders and half for dis- 
play. The telephone stock moved with- 
in an hour, while it took three hours 
to move the floor stock. 

For the failure in Baltimore, Proctor 
had an explanation: the city has been 
a “dumping ground” and a proving 
area for practically every new house- 
hold appliance with the result that 
money is not so free; consumers have 
been oversold on sub-standard mer- 
chandise, leaving a resistant residue 
of consumers for brand name products. 

Another southern city, Richmond, 
was watched closely to compare re- 
sults. There again the leading depart- 
ment and specialty stores participated 
in the tests. Buying was constant 
throughout the day and, again, well- 
known merchandise was preferred by 
the customer. 


Perfex Opens 
Branch Offices 


To cope with expanding volume of 
business, the Perfex Corp., Milwau- 
kee manufacturers of automatic tem- 
perature controls and industrial engine 
radiators, have opened branch offices 
in Cleveland and Detroit. The Cleve- 
land branch, located at 2010 E. 102nd 
St., is headed by Charles M. Camp- 
bell, who has been with Perfex since 
1944 as sales engineer, after 10 years 
of sales work. In charge of the De- 
troit office at 9545 Grand River Ave. 
is S. David Horner, formerly with 
Power Regulator Co. and the Carrier 
Corp., and sales engineer for Perfex 
since January of this year. 

















FREEZER CABINETS 
Worthy of your BEST Equipment 




















\ 


SANITARY 125 CUBIC FOOT MODELS 
AVAILABLE COMPLETE, LESS CONDENSING UNIT 


Attractively modern in style, heavily built with steel welded frame. 
rich in many unusual and exclusive quality construction features. 
SANITARY Freezer Cabinets are now in limited production for ship- 
ment on a 60-day basis. Each cabinet is complete with freezer plates, 
cold control and Freon 12 expansion valve requiring merely installation 
of your own condensing unit. Typical of SANITARY design and engi- 

neering, every detail in these Freezer 





yr ORDER 


pace YO 


for these "top quality” 


SANIT ARY 


Cabinets TODAY. 





Fond du Lac, 
ice Refrigerators For More Than 40 Years 
Quicfrez Farm Locker Plants Since. 1939 


Cabinets ig aimed at long service life. 
high efficiency in food freezing and 
storage—at lowest operating costs. 


Freezer SANITARY REFRIGERATOR CO. 


Manufacturer 
Wisconsin 
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Statistics show that rural 
families want clean, safe, pasteurized 
milk, free of milk-bourne diseases. Now, milk can 
be pasteurized properly at home. The SAFGARD Home Pasteurizer 
is SO €asy to Operate, so economical to buy that no farm home can 
afford to be without it. 

Two-gallon capacity . . . automatic, electrically operated heat- 
ing and timing controls . . . agitator that keeps milk at uniform 
temperatures . . . simple, rugged construction. 


Rural families are going to buy it . . . are you going to sell it? 





The Product With A Profit Future OTHER SAFGARD 








Because It's ’ SOSRURTS 
Packed With Sales Appeal — 


© Electric Fence 
Dealer, Jobber Territory Still Open. | , Controllers 

. ‘ Float Valves 
Write for complete details. 














Dept. E, 615 N. Aberdeen, Chicago 22, Ill. 








it's YOUR future—Make the most of it! 


Start now to earn 
the bigger pay in 
electrical repair 


‘Was there ever such an oppor- 
tunity to get started in electrical 
maintenance and repair—and at 
top-notch wages? Are you ready— 
with experience and ability—to cash in on it? Others are getting just the sort of 
background needed—quick! practical!—to handle the great variety of electrical main- 
tenance and repair work TODAY—from this well-known electrical library. 
You can, too! 


THE LIBRARY OF ELECTRICAL 
MAINTENANCE AND REPAIR 


5 vols., 1826 pages, 1724 illustrations 


Gives you the “know-how” to tackle any wiring or motor job. Five books show you 
HOW—to install all types of motor and generator units—to inspect and repair motor 
starters and generators—to diagnose motor and generator troubles—to figure new 
windings for old cores, DC and AC windings—to test armature windings, test induc- 
tion motors, etc., etc. One book is full of trouble-shooting charts that show quickly 
symptoms, causes, specific remedies, etc. 


Take the first step toward improving YOUR future 
Mail this coupon TODAY 


No money down—special price—easy payments—FREE trial 








McGRAW-HILL EXAMINATION COUPON 
McGRAW-HILL BOOK CO., 330 W. 42 St., New York 18, N. Y. 


Send me for ten days’ free examination the Electrical Maintenance and Repair 
Library. If satisfactory I will send you $1.50 in 10 days and 300 monthly until the 
price of $16.50 is paid. If not wanted | will return books postpaid. (To insure prompt 
shipment write plainly and fill in all lines.) 





Name 


City and State 





BE SADA denn deer ris tren pNSendsdnsdecaeecnneeodedesbeneédelnseedbeeerawssdabedin 
PR a ee TR en Eee Re ee eer EM 11-46 
For Canadian price write Embassy Book Co., 12 Richmond St. E. Toronto 1 
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MOTOR-driven | 


APPLIANCES 


1] Good Performance 
®, Dependability 
@ Light Weight 
4. Compactness 


5) Appearance Appeal 


@® Value Appeal 


7 Low Maintenance 


These design and operation features make 


i tor- 
Lamb Electric motor 
easier to sell—help build customer goo 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 


d will 


specially designed 
for food-mixers and 
sewing machines. 


driven appliances 
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porMeRLY 


SPECIAL APPLICATION 
FRACTIONAL HORSEPOWER 
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. In this field, the ability to move in 
fast with cash may mean bigger 
profits. Don't let a large inven- 
tory put you at a cash disadvan- 
tage. You can have your cash and 
still render fast service to cus- 
tomers if you remember that all 
manufacturers and suppliers are 
practically “around the corner" 
with Air Express. 


Keep your Business y 


5 Humming 
with Air Express ) 












a money-making tool 
for every business 


When critical materials, tools, dies, 
parts or machinery are needed fast 
to prevent costly production delays 
in your — GET IT BY AIR 
EXPRESS and let this fastest delivery 
service pay its way many times over. 

Rates are drastically down from 
pre-war days — a new economy that 


business 


makes this service a greater money- 
making tool than ever, for thou- 
sands of firms throughout the 

nation. 


Specify Air Express-a Good Business Buy 








Shipments go everywhere at the speed of —— 
flight between principal U. S. towns and | RATES CUT 22% SINCE 1943 w.s.A. | 
Bovine sheared: 
cities, with cost including special pick-up | Am | ae. | sme | 25:0 |aotme [Over 4 
and delivery. Same-day delivery between many [vee [oreo | si00] sro] saa] ser 
° . ——tT — 
airport towns and cities. Fastest air-rail serv = j_ 1468] 1.06] 2.30) 340] 92% 
92 ; sao | 107) 142) 384) 614 1535 | 
ice to and from 23.000 off-airline communities per g = en 


1” 
wa = 
2349 | 145| 353) 1765/2824) 706% 
stot nd Cel 
| 3330 | var} 268) 1942 | 29.47 
INTERNATIONAL RATES ALSO REDUCED 


in the U.S. Service direct by air to and from 
the world’s 


giving the world’s best service. 


// LES 


GETS THERE FIRST——— 


scores of foreign countries in 734% | 





best planes, 


Write Today for the Time and Rate 
Schedule on Air Express. It contains 

sminating facts to help you solve 
many a shipping problem. Air Express 
Divisior Railway Express Agency, 250 
Park Ave New York 17. Or ask for it 

ny Airline or Railway Express office. 


Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 
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Geartner Claims Table 
Radio Market Selective 


According to Jack Geartner, sales 


manager of Electronic Corp. of 
America, the radio market is not 
glutted with small receivers. His 


firm, he said, put ‘substantial quantities 
of Model No. 108, a plastic set which 


sells for $35.75, on the market during 
the month of June and it met with an 


exceptional and immediate response. 
No dealer, he reported, had any 
trouble selling the merchandise and 


recorders were received in volume. 

“The heart of the table model prob- 
lem,” he declared, “is that with the 
emergence of a plentiful supply of 
table models the selling honeymoon is 
over. Consumers are reluctant to 
invest in inferior sets.” He credited 
the success of Model 108 to advertis- 
ing support and the fact that the set 
carried a warranty tag and accurate 
performance rating. 


Market Continues 


\s further evidence that the market 
for small radios has not substantially 
decreased, he pointed out that a market 
research study for his firm showed that 
the curve for radio sales from about 
1941 has been consistently low during 
the summer months. Vacations, shop- 
ping inconveniences due to hot weather 
and similar factors reduce sales of 
durable goods. 

In conclusion, he declared that 
“good merchandise at reasonable 
prices will continue to move. It is a 
warning to the retailer to consider 
true value and a challenge toehis mer- 


chandising ability. The existence or 
non-existence of OPA ceiling prices 
won't cut much ice in the present small 
set market. We are already back to 
the competitive days.” 


Death Takes Royal Sterling, 
Treasurer of Coleman Co. 


Royal R. Sterling, 62, for more than 
20 years an official of The Coleman 
Company, Inc., died September 8 in 
Wichita, Kansas after a short illness. 





ROYAL R. STERLING 


He was treasurer of the company, 
a member of the board of directors and 
assistant to the general manager. 

Mr. Sterling was born near Wooster, 
Ohio in 1884. He joined the Coleman 
organization in 1924 in charge of the 
development and distribution of Cole- 
man gasoline irons and his interest in 
this type of appliance continued until 
his death. 















la TEL AEs "a 
i Radio 

: PILLOW 
SPEAKER 





. 
4 


\"*... bere’s the swellest 


i ~~*~EXTRA-PROFIT 





item you've ever seen!’ 


@ It’s a “natural” for tie-in sales with small radios 
... ups your unit of sale. 

@ It's “just the ticket” for thousands of individuals who want to enjoy 
the news and other favorite programs by themselves anytime without 
disturbing others. The TELEX Radio PILLOW SPEAKER placed under 
a pillow permits one person—and one alone—to hear his radio. 

| @ It “sells like hotcakes” as a gift for convalescents, hospitalized veter- 
ans, “shut-ins”’, and others. (The TELEX Magnetic Radio Prllow 


Speaker was originally designed for Army hospitals to replace un- 


i comfortable head-phones, and is now used as standard equipment.) 


jack and mount, and instructions. 


| “Hearing At Its Best” 


Canadian Distributors: 
ADDISON INDUSTRIES, LTD., Toronto 


NOVEMBER |, 


Complete with 10 foot plastic cord, plug, 


Don’t pass up this “hot-selling’” radio specialty. Write 
| Dept. I or see your radio jobber. Complete merchandising 
helps to help you display and sell. Immediate delivery. 








TELE Xwnc. 


ELECTRO-ACOUSTIC DIVISION 


Minneapolis, Minn. 


——— 
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Scott Adopts Thorens 
Record Changer 


If you have a customer who wants 
to spend $1,042.50 in Zone 1 for the 
Scott Chippendale console radio-phono- 
graph, you now may inform him that 
said model is equipped with the 
Thorens Concert record changer, a 
Swiss made product which recently 
was adopted by Scott Radio Labora- 
tories, Inc. 

The new changer, as described E. J. 
Halter, Scott president, is a single-post, 
spindle-actuated, drop type with a 
governor controlled, geared drive. It 
has a capacity of eight mixed ten and 
12 inch records and features a pause 
control which permits an intermission 
of two and one-half minutes between 
selections. 

Mr. Halter also released information 
on OPA prices for the Chippendale 
with the Webster record changer and 
the same model with the Garrard 
changer. The former retails for $967.55 
in Zone 1 and the latter sells for $1,- 
007.25 in the same zone. In Zone 2 
the prices are $1,015.90 and $1,057.60, 


respectively. 





The Ladies Hold the 
Purse Strings—But Tight 


That women hold the key to the 
family cash box is the assertion of 
Myron F. Converse, retiring presi- 
dent of the American Bankers As- 
sociation savings division, who 
cited the fact that 60 percent of all 
savings deposits are made by house- 
wives. He went on to explain that 
the tradition of feminine control 
of family finances started because 
of the male weakness for liquor, 
card games and other non-domestic 
activities. 

Mr. Converse, who is president 
of the Worcester, Mass., Five Cents 
Saving bank, states that New Eng- 
land savings banks were started as 
a temperance movement to keep 
men from spending their money 
where they shouldn't. 

“The woman in the family knows 
more what the family wants and 
needs, and how much can be 
afforded for each item, and it is 
logical that she take over the hus- 
band’s pay envelope and give him 
a weekly allowance,” according to 
Mr. Converse. “Many wives 
humor their husbands by letting 
them open joint bank accounts, but 
the men really haven’t accomplished 
anything here as the wife usually 
manages to hang on to the deposit 
book.” 
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"I'D LIKE TO SEE THE LIGHT." 











Here it is—the latest addition to 


the JUICE KING. family 
new, compact JK 35! A maximum 
in home juicer efficiency incorpo 
rating the Single-Stroke Handle 


and other popular JUICE KING 


features—yet designed with a unique 


compactness that makes it ideal for 


kitchen where space is limited 


nd enamel finsst 


biend 
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VOSS FEATURES . . . OUT-DEMONSTRATE ... 


voss 


Auto-Type 
TRANSMISSION 


only 4 moving parts 
... trouble free! 


Here's what one dealer says — 


“After being in the washing machine busi- 
- We picked 


Voss as the outstanding quality washer.” 


ness for the past 16 years .. 


Washer profits today and tomorrow depend on quick, easy 
sales and fewer service calls. Only Voss has such simple con- 
struction, so few moving parts — that means trouble-free per- 


formance and enthusiastic customers. 


Combine exclusive Voss Auto-Type Transmission, with ex- 
clusive Voss Floating Agitator (Top Suds Washing), with 
exclusive Voss Electro-Safe Wringer (World's Safest) and 
the Voss “See-For-Yourself’”’ Demonstrator, and you have the 

finest 4 star selling features in the industry. 


VOSS BROS. MFG. CO. 


DAVENPORT, IOWA, U.S. A. 
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ELECTRONIC EQUIPMENT 
SUBSIDIARY OF JOHN MECK INDUSTRIES, INC. 
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| Frigidaire Paper 


Tells Freezing Facts 


Information of interest to home 


| freezer dealers was recently released 


wrapping and packaging. 


by the Frigidaire Division of General 
Motors Corp. as the result of a study 
on the freezing and preservation of 
meats. 

Titled, “A Study of Beef Aging in 
Relation to Freezing,” the informa- 
tion was presented by the Kroger 
Food Foundation and Frigidaire to 
members of the American Chemical 
Society at a recent meeting in Chicago. 

Most popular theory exploded by the 
paper was that beef aged before freez- 
ing holds its flavor longer than un- 
aged beef. “Results of tests indicate 
that the flavor of aged beef deteriorates 
more rapidly while in frozen storage 
than that of unaged beef,” the paper 
summarized. A second finding held 
that the methods employed in freez- 
ing beef—direct contact or forced air— 
had no significance in the development 
of “off flavors” or degree of tender- 
ness. “The method of freezing is 


definitely not a factor,” the paper said, 


claiming that such changes occur dur- 
ing frozen storage. 


Wrapping Hints 


Emphasis was placed upon proper 
Wrapping 
with moisture-proof cellophane and 
low temperature tapes held transmis- 
sion losses to less than one one hun- 
dredth of a pound. Maximum effi- 
ciency from wrapping is obtained only 
if the wrapping material adheres 


| closely to the meat during freezing 


and storing. 

The paper revealed that storage 
time has more effect upon flavor than 
upon tenderness, although it was evi- 
dent that meat loses its tenderness after 
storage of more than three months. 








All beef, the report said, “lost flavor | 


after six months of frozen storage.” 
The information contained in the 
paper was obtained as a result of ex- 
periments conducted for a period of 
over a year in the Kroger laboratories. 
More than 300 sample cuts were tested 
over storage periods ranging from 


| three, six, nine, and twelve months. 


| White Urges Electrical 





Sales Promotion for Canada 


R. L. White, president of the Na- 
tional Electrical Manufacturers Asso- 
ciation of the U. S., gave warning of 
need for an intensive industry-spon- 
sored sales promotion and public 
educational campaign in electrical 
living, before representatives of the 
Canadian Electrical Manufacturers 
Association in Niagara Falls, Ont., re- 
cently. Mr. White, in outlining the 
promotional program of his organiza- 
tion, declared that he firmly believed 
“there is a parallel, if not greater op- 
portunity in Canada along the same 
lines.” 

The cost of sales promotion pro- 
grams to an association is always a 
member complaint, Mr. White pointed 
out, but once contributions are al- 
located the results are well worth- 
while, he maintained. He went on to 
emphasize the need for making the 
public conscious of adequate wiring 
facilities, and for combating the pub- 
licity of the bottled gas organizations. 
Mr. White concluded by stating his 
conviction that a Canadian program 
similar to that of the NEMA is 
fundamental to the future of electrical 
manufacturing in Canada. 
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ARE EAGER 
PROSPECTS 
FOR 


TOUCH BUTTON 
CONTROL FOR GAS 
WATER HEATERS 





Where can you find a market so 
unsaturated. Every home owner 
who uses a side arm gas water 
heater (and 2 out of 3 have 
them) can use and will buy a 
Sav-U-time once you tell him 
about it. A Sav-U-time gives all 
the advantages of automatic hot 
water with gas savings up to 
50%—touch button control 
from bathroom, kitchen and 
laundry turns on the gas water 
heater providing hot water quick- 
ly, economically and just when 
needed. 


Low Cost and 100% Profit for You 
Sav-U-time is priced at $39.50 


plus a small installation charge— 
and there’s a 100% for you. Low 
enough price to make sales easy 
and high enough profit to make 
it well worth while for you. 


Territory Open for Dealers 
Here is a wanted product with 
immediate deliveries being made. 
Dealers in St. Louis, Detroit and 
Philadelphia are ordering and 
reordering. Some territories are 
still available for dealerships. 
National advertising, dealer helps 
support you. Write or wire for 
details now. 


SAV-U-TIME SALES CO. 


1116 MANHATTAN STREET 
ROCHESTER 2, NEW YORK 
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For Your Christmas Displays 
This New 


“Here's Looking At You’’ Santa 




















"OUR MAID SEEMS TO BE A TRIFLE OLD- 

| FASHIONED—PERHAPS YOU'D BETTER EX- 

| PLAIN TO HER ABOUT CLEANING THE | 
RUGS.” 





© GIANT SIZE 
e 48 IN. WIDE 
e 52 IN. HIGH 
e 15 IN. DEEP 


$3975 









IAEL Elects Officers 
On Final Convention Day 














The new president of the Interna- 
tional Association of Electric Leagues 
is W. G. Hills, managing director of 
the Electric Institute of Washington. 
U S A L | T E The elections, which took place on the 

final day of the 11th annual convention 
in New York, also resulted in the nam- 
TELLS ITS STORY ing of S. E. Strunk, secretary of the 
Electrical League of Cleveland, as 
vice-president. 
, New treasurer of the association is 
C. H..Christine, manager of the St. | 
Louis Electrical Board of Trade. Re- 


tl elected was O. C. Small, holder of the | NEW! SENSATIONAL! MOTION Without MOTORS 



























e+e tO over 






























secretaryship. Mr. Small is manager 


| > . . 
of the business development depart. | Santa looks directly at you from any direction! 
| ment of NEMA. John F. Biggi, also 
| of the business development depart- Hang in the center of your window. He will 
ment of NEMA, was named assistant =e 
secretary. appear to follow each passerby and invite them 
ean an alten: tae Ga ting into your store to make Christmas purchases. 





: , . Hubbard, J. C. Chamberlain, G. W. 
Strong-selling messages like this heat H P. Wils oan A . eS 
Austen, H. P. Wilson, and J. A. Use on posts, in windows, above 


are appearing regularly in lead- Morrison. , 
" Mr. Hills, former vice-president, elevators, over doors, in en- 
ng national magazines... reach- ak thief executive i ‘ 
ing nat gazi takes office as the chief executive in trance ways or on balconies. 
ing over 9 million prospects place of Victor W. Hartley, managing | a ; : 
' director of the Pacific Coast Electric The head is deep intaglio sculp- 
Get your share of the profits. .. | Association. | tured, moulded in plastic, hand- 
from the increasing demand for | painted in rich oil colors and 
USALITE Flashlights and Bat- | RCA Distributors mounted into decorative cut out 
teries. Remember, the USALITE | See New Video Sets wreath. Silk screen processed in ~.. 
trade-mark is the consumer's Distributors for the Radio Corp. of 9 blending shades. The book in relief extends out from back- 
America’s RCA Victor Division got . . . . : 
guarantee of quality and depend- first look at the company’s new home ground, covering light bracket furnished with each unit to assure 
os television receivers last month at a effective lighting. 
ability .. . your assurance of re- meeting in New York’s Hotel Penn- 9 9 
peat sales. Order from your job- sylvania and were promised limited 
quantities of two sight-and-sound mod- 
ber... today! | els for sale to the public in November. 


FREE! A large 24-page Christmas catalog of over 300 new 
designs and display props. 75 “How to Use” illustrations. 





Included among the new receivers 
were two console models, one of which 
is a large screen projection type re- 
ceiver which provides a picture al- 
most as large as a standard newspaper _ | 
page and incorporates FM as well as | 
standard broadcast 


| Free! No obligation . . . write for your copy today. 


AMERICA’S LARGEST ORGANIZATION SPECIALIZING IN 
Joseph B. Elliott, vice-president in | MERCHANDISE PRESENTATION 
charge of home instruments, revealed 

that the company’s factory service en- 
gineers have undertaken a program of 


W. L. STENSGAARD AND ASSOCIATES, INC. 





antenna installation in dealers’ stores 390 N. JUSTINE STREET . . CHICAGO 7, ILLINOIS 
. . to insure satisfactory customer demon- Enter my order for “Here's Looking At You” Santa at $39.75 ea. Ship f.o.b. 
Flashlights & Batteries strations. A_ similar program is 


planned for the public, he added. Fac- your plant to reach my store by 


“A” & "'B” Batteries for Portable Radios 





tory engineers will install -each re- | NAME 
UNITED STATES ELECTRIC MFG CORP fectryaet = =| = ceiver sold and provide antenna, an- | ADDRESS 
Exec, Omics : New York 11, W.¥.« Branch Office: Chicago 7, It A tenna insulation, instruction in set | 
iin eee 4 operation, and a year’s service and | CITY senseee STATE 
2 pata 3 | maintenance at a reasonable charge. Siti iin dita vad ina iaitsins team leniaenanemapeelitiadl ~ 
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SEND TODAY 








' * 
| WEBS MANUFACTURING COMPANY, 

2918 N. 4th St., Philadelphia 33, Pa. — 
| Send Slingabout prices for ( Refrigerator | : 

r : a 
| ngadbou prices Check Range | . 
| Make appliance ) Freezer | ; 
| Model No. Washer | ] 
: 
| NAME___ | a4 a 
| Aporess : | 
STATE 

Ee I = 















SAFE wove 


Webb Slingabouts are 
thickly padded canvas 





jackets for safe delivery 
of all models of appli- 





ances ... all makes. 


SuiP IT ON STRAP IT FAST 


Sturdy Webb Sling with 
convenient handholds 


Tailor made to fit, Sling- 
abouts go on easily and 
make it easy for two men 
to handle 
protected appliance. 


protect enamel finishes 


from mars, dents, stains Slingabout 


and scratches. 


SWING IT UP 


Slingabouts can be used 
repeatedly. Protected de- 
livery eliminates damage 
complaints and cuts 


costs. 


SLIP IT OFF 
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Corner grilles of trim, open 
design serve a dual role on 
OASIS Electric Water Cool- 
ers... they cross-ventilate 
the condensing unit and add 
to the beauty of the bronze- 
walnut cabinet. The OASIS 
is engineered for peak effi- 
ciency plus eye-catching style 
- + « Stainless steel top for 
stay-clean brightness; Ebco 
12000 bubbler with rotary 
handle, for smooth, splash- 
free water-flow; rugged cool- 
ing mechanism for steady 
service; inset base for more 
toe room. Ebco-made OASIS 


is finest in quality ... a lead- 





ing tradition for 20 years in 


the water cooler field. 


“a 
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Picking a Picture 
For Your Appliance Ad 


How to recognize the ones that will 
attract and hold prospect's interest 


ye you planning to use a picture 
} of food stuffs to illustrate your 
| advertisement of an electric range? re- 
frigerator? home freezer? If so you 
will be interested in the tests for a 
good picture which were outlined by 
Miss Elizabeth Woody of the General 
Electric Consumers’ Institute before 
| the Western Food Editors’ Conference 
| held recently in San Francisco. Her 
method of determining whether or not 
the picture will bring the desired re- 
| sponse from the housewife is fivefold. 
According to her theory, the com- 
pletely effective picture should lead the 
reader to say successively to herself: 
First, “Isn't that pretty!” 
Even at the first split-second 
glance, the composition and the 
color scheme (if color is used) 
should be pleasing, drawing the 
eye. 
Second, “Why it's so-and-so!" 
The pleasure of abstract prettiness 
should be followed by the pleasure 
| Of recognition. Not for such use 
| are the mysterious half-covered 
| bake dish, the food covered by an 
unknown sauce, the molded some- 
thing-or-other which might be 
either a salad or a dessert. 


Third, "Well, | never!" 


This represents the little quirk or 
stopper which holds the reader 
long enough to hear what we have 
to say. It is the original turn, 
the attractive and yet thoroughly 
practicable touch which is just a 
little different. The woman reader 
feels that she might have done 
this long ago if she had only 
| thought of it. Light and dark nap- 
kins used alternately, a knife box 
filled with peanuts and pretzel 
sticks, and like ideas cause the 


reader to investigate what the rest 
of the story has to say. 


Fourth, "That's just what | need for such and 


such!" 


Here the woman brings herself 
into the picture. The pie on the 
page becomes the “‘pie I can serve 
to my bridge club.” The table 
arrangement, “just what I can use 
for the children’s party next 
week.” Accessories in the pic- 
ture can help to carry this thought 
over to the reader. A sprig of 
holly suggests Christmas dinner. 
A child’s mug with milk in it can 
suggest, ‘“Here’s dessert for 
Junior’s lunch today.” Something 
which can help the reader step 
into the picture and make the 
story it tells part of her own life 
—this makes an effective picture. 


Fifth, ‘And | see exactly how to do it!” 


Many a layout fails right here 
because it does not make quickly 
apparent the fact that the how-to- 
do-it story is there at the reader’s 
fingertips. Women’s magazines 
have a way of stripping the recipe 
into the photograph. If that is not 
practicable, the essential story may 
be boxed in the copy and so 
brought into prominence. No use 
suggesting a luscious strawberry 
shortcake made from frozen ber- 
ries if you don’t tell how it is 
done. From the electrical dealer’s 
standpoint, of course, the how-to- 
do-it involves the use of electrical 
equipment to bring about the pic- 
tured result. But remember that 
the woman likes the recipe, too. 

According to Miss Woody, any 
picture which measures up to these 
five requirements will obtain a bet- 
ter than average reader coverage. 
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“WOULDN'T IT BE EASIER, PEABODY, JUST TO SHOW THE TRADE A PHOTOGRAPH?" 
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SAVES IN 7 WAYS: 


Space 
. Cleaning expenses 
. Boiler man salary 
. Fuel costs 
. Expensive installation costs 
Off season discomfort 


4 oar WAR — 


Illness from poorly heated areas 





REZNOR MANUFACTURING CO. 


Since 1888 
MERCER, 


PENNA. 






WO BOILERS NO STEAM LINES 
NO FUEL STORAGE + NO FIRE TENDING 
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S. C. Electric Will 
Promote Appliances in '48 


South Carolina Electric & Gas 
Company does not plan to re-enter 
electrical appliance activities until 
1948, and then it will be on a purely 
promotional basis, according to 
Eugene Leier, commercial and mer- 
chandising manager. Mr. Leier said 
that plans are now under way to ex- 
pand its dealer activities and to give 
all assistance possible. 

C. C. Lawson, formerly in sales 
promotion with the Missouri Electric 
Company, at Rolla, is now director of 
the company’s new retail dealers de- 
partment, the work of which is to 
assist dealers in sales promotion, in- 
cluding window displays, advertising, 
demonstrations and sales training. 

Miss Ellen Minier, formerly with 
the Washington (D.C.) Gas Light 
Company before she joined the 
WAVES, has been named home econ- 
omics director. She received a degree 
in home economics from Midwest 
University. The new department will 
be available to all dealers and will be 
used for home demonstrations 

G. H. Preacher is lighting engineer 
for the company, having tecently re- 
turned to his former position after 
serving during the war for the gov- 
ernment in Honolulu with the Hawai- 
ian Electric Company. He developed 
a special blackout lamp for the gov- 
ernment. 


Conco Freezer Rights 
Bought by Porter Corp. 


The J. E. Porter Corp., Illinois man- 
ufacturer of playground and gymna- 
sium equipment, has purchased the 
rights to manufacturer the line of ice 
cream freezers heretofore produced by 
the Conco Engineering Works. 
William S. Miller, president of 
Porter, said that his firm would retain 
the trade-marked brand names of the 
former Conco line, these including the 


“Husky”, “Dolly Madison”, “Penguin”, 


“Reindeer”, “Zephyr”, and “Frigidette”. 


The essential design and construction 
specifications for each model will also 
be retained. At present two of the 


models, the “Dolly Madison” and the 


“Husky,” are under production by the 
new owner, with production of other 
models scheduled for the near future 











NIPPER AND FRIEND: Nipper, trade- 
mark of RCA Victor, is lithographed in 
six colors for this five foot display piece. 
Not much taller than Nipper is Erma 
Stallfort of the RCA Victor home in- 
struments division. 


1, 1946 




















Now! aNew Plan to 
Push Winter-time 








Sales of 
Seidl 





VENTILATING F 


5 witt 
G 
"ENTILaTion PLUS ,ool'™ 





Here’s the answer to profitable, year-around sales 
of ventilating fans! It’s the new Silent Breeze de- 


ferred payment plan. To stimulate winter-time sales! 


To relieve the spring and summer-time installation 
rush! To pave the way for increased volume and 
increased profit! Here’s how it works: 

Customers who order their Silent Breeze fans 
now can be sure of early delivery and installation. 
And, with the deferred payment plan you now can 
offer, they don’t have to pay a cent until May... 
can spread easy installments covering fan, installa- 
tion and accessories over as many as 36 months! 

So, write today for full details on the Silent 
Breeze deferred payment plan and the hard-hitting 
advertising and sales promotion program that will 


help you put it across in your community! 


HOLCOMB & HOKE MFG. CO., INC. 


1545 VAN BUREN STREET ¢ INDIANAPOLIS 7, INDIANA 





SILENT BREEZE COOLS THE WHOLE 
HOUSE in a matter of seconds. Draws in 
fresh, cool air; exhausts flat, stale air 
through the attic. Sturdily, ruggedly contains all information required for 


AVAILABLE NOW TO ALL SILENT 
BREEZE DEALERS! This comprehen- 
sive, well-illustrated, 48-page manual 


built for dependable performance, with 
minimum post-sale service. Completely 
automatic operation. A full line of sizes 
for all homes, shops and factories. 


the selection and installation of Silent 
Breeze Ventilating Fans in all types of 
residential, commercial and industrial 
applications 


SEE OUR EXHIBIT—7TH INTERNATIONAL 
HEATING AND VENTILATING EXPOSITION 
JANUARY 27-31, 1947, CLEVELAND, OHIO 
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The only SAFETY LIGHT and SWITCH LIGHT combined that 
"]Ts | gives you all these advantages! 


The original LumiNite is the only device of its kind 
offering you— sales-building national advertising ... 
listing by Underwriters’ Laboratories, Inc... .a 
sales-clinching unconditional renewal guarantee... 
complete sales literature and display helps ...a 
one-piece switch plate with sealed-in lighting mecha- 
nism ... units for both single and multiple-gang 


Ends fumbling ond stumbling! 
It’s AUTOMATIC — always ON 
when room is dork and always 
_ OFF when lights are on! 


Fits standard toggle switches . 
Fr ay eae emty Associated Projects Co., 80 E. Long Street, Columbus 10, Ohic 


MORE THAN A MILLION LUMINITES ARE NOW JNMUSEMM 


safe installation ... the prestige of being standard 
equipment in hundreds of leading hotels . . . the 
backing of a famous name that has already achieved 
more than a million sales . . . immediate delivery in 
sizeable quantities! 
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ELECTRIC AUTOMATIC 
WATER HEATER 


For Cottages, Small Homes, Trailers, Tourist Courts 


Farms, Stores, Dentists’ and Doctors’ Offices, etc. 
This compact, attractive appliance sells on sight. Fits 
the requirements of thousands of users who need hot 
water quickly. Fully automatic, maintains temperature 


6% gal. capacity 
(Vertical only) 
10% x 32 inches 


of water at 170°. Easily installed with standard plumb- $5750 F.OB. 
ing connections. Plugs into regular 110 volt A.C. outlet. Chicago 
DEALERS: Write today for full information about our S$ ot ene 
money-making offer. (Vertical or Hori- 

zontal) 10% x 

oat 

MURPHY MFG. CO. inn 
Dept. 116, 7405 Stony Island Avenue, Chicago 49, Illinois 42 Chicago 
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Immediate Shipment on All Reasonable Quantities! | 
If your wholesaler can’t supply you, write us today! | 


switches .. . approved wiring terminals for easy, | 


New All-Electric Home 
Shown At St. Louis 


The Union Electric Company of 
es Missouri, giving over 
space on the main floor of its 12th St. 
General Office building for a full- 
scale four and a half room model 
home. Adequately wired, well lighted 
and equipped with all necessary appli- 
ances, the exhibit of living room, 
dinette, kitchen and bedroom is com- 
pletely furnished for all purposes ready 
to live in. In addition, four full scale 
kitchens are being completed in the 
store The show lasted through 
October, being advertised by radio, 
newspapers and billboards in metro- 
politan St. Louis. 

More than 1,000 
ticipating in the program, with 
cooperation of manufacturers and 
wholesalers supplying sales promo- 
tional aids. A full display of merchan- 
maintained during Octo- 


us, is 


dealers are par- 


the 


dise was 
er, 

A contest for customers with appli- 
ances as prizes, will be conducted for 
the best 50-word entry on “Why I Plan 
to Live Better—Electrically.” Con- 
test entry blanks must be depesited in 
dealers’ stores. 

On closing of the exhibit, all mate- 
rial used in the model home will be 
salvaged for further use in the con- 
struction of veterans’ housing. 


Ohio Utilities to Aid 
Farm Electrification 


Promotion of farm electrification 
will be aided in the coming year by a 
farm electrification committee repre- 
senting nine Ohio utilities cooperating 
with the agricultural engineering de- 
partment of Ohio State University. 

Robert E. Johnson, farm electrifica 
tion director of the Toledo Edison Co., 
is chairman of the group and the com- 
mittee includes representatives of the 
Central Ohio Light and Power Co., 
the Cincinnati Gas and Electric Co., 
the Columbus and Southern Ohio Elec- 
tric Co., the Dayton Power and Light 
Co., the Greenville Electric Light and 
Power Co., the Ohio Edison Co., the 
Ohio Power Co., and the Ohio Public 
Service Co. 

Activities of the committee will take 
the form of advertisements in farm 
publications and newspapers, publica- 
tion of booklets dealing with brooders, 
grain driers, farm lighting and shop 
layout, direct mail plans for electrical 
devices, support of county fairs, and 
provisions for informational 
by the utilities. 


service 


Eureka Opens 
Atlanta Office 


Following close on the heels of the 
opening of a new New York office in 
the Empire State Building by the 
Eureka Williams Corp., the com- 
pany has announced the establishing of 
a new regional sales office in Atlanta, 
Ga., which will be under the direction 
of Samuel B. Peppers, recently ap- 


pointed southeastern regional sales 
manager of the Eureka division. 
The new office is located in the 


Candler Building and includes a dem- 
onstrating and showroom as well as 


offices for executives. Mr. Peppers 
joined the firm in 1926 as a retail 
salesman and later became district 


manager with headquarters in Knox- 
ville, Tenn. During the war he was 
supervisor of the receiving-inspection 
department at the Detroit plant. 
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if you sell home freezers .. . 


[es 14> 








< FROSTOFOLD 


FROZEN FOOD PACKAGING KITS 


Top-off your home freezer sales, and render a 
convenient service by carrying this Paksure 
sponsored Kit, which contains everything neces- 
sory for home packaging. So compact and 
simplified, even experienced packers will find 
it @ treat to use. Complete with instruction 
folder. 

Write for new, 1947 catalog . . . there are 
other Paksure packagings you'll want to carry 


Be 
sure 
with 
FOR FROZEN FOODS 
© PROMPT DELIVERY FROM WAREHOUSE 


STOCKS 
@ ONE SOURCE OF SUPPLY 


PACKAGING DIVISION 
€. W. Twitchell incorporated 


788 Public Ledger Bidg., Philadelphia 6, Pa. 




















ANOTHER FIRST! 


You sell more lampshades when 
you stock Letha-Grain .. . 
plastic material with the rich tex- 
ture of leather . . . the economy, 
washability, and color of plastic. 


a new 


You'll find Progressive lamp- 
shades in new materials and de- 
signs to suit the particular custo- 
mers ... at prices to suit the av- 
erage home budget. Write us to- 
day for full details about the 
Progressive line. 


PROGRESSIVE INDUSTRIES 


BENTOWN HARBOR ad 
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RETURN ON AN INVESTMENT: This is part of the reason why Philco built a new 


$2,250,000 plant covering an entire block in Philadelphia. 


The first results, radio- 


phonographs, are inspected here by (left to right) Joseph H. Gillies, vice-president 
in charge of radio production, John Ballantyne, president, and William Balderston, 


executive vice-president. 





Electrical Surplus Will 
Aid Veteran Housing 


War Assets Administration has 
acted to accelerate disposal of all sur- 
plus Government property suitable for 
housing, including materials used by 
electric utilities, into the 
housing program. 

WAA’s 33 regional directors have 
been ordered to take inventories of 
materials of this type, which then 
will be held for 10 days to give Fed- 
eral Public Housing Authority and 
the Veterans Administration time to 
obtain it for veteran’s 
hospital projects. The remainder will 
be sold, during an initial offering 
period, only to buyers certified by the 


veterans’ 


housing and 


Civilian Production Administration 
for construction of veterans’ homes or 
hospitals. 


The forthcoming regional inventory 
was expected to reveal stocks of small 
transformers, cable, poles, pole line 
hardware and other items. Industry 
representatives have been attempting 
to obtain such materials from aban- 
doned army camps, some even having 
offered to dismantle portions of such 
camps to remove electric equipment. 


Stevens Mfg. Co. 
to Make Thermostats 


The Stevens Mfg. Co. has been 
organized “to engage in the design, 
manufacture and sale of electrical ap- 
pliance and industrial thermostats,” 
according to a recent announcement by 
W. C. Stevens, president. The plant 
is in Mansfield, Ohio, with salesoffices 
in the city’s Richland Trust Building. 
Mr. Stevens was formerly manager of 
thermostat with Westinghouse 
Electric Corp 


sales 


Forum Highlights First 
NERA Post-war Meeting 


The first big meeting called by the 
National Electrical Retailers Associa- 
tion since the war was held in Chicago 
late in October. It was attended by re- 
tailers from Illinois, Iowa, Indiana, 
Michigan and Wisconsin. Instead of 
being a “listening” meeting, the con- 
ference was in the form of a forum, in 
an attempt to avail retailers of direct 
information on any pertinent questions 
they cared to raise. NERA’s manag- 
ing director acted as moderator. 





















SIMPLIFICATION: Sales and advertising executives of Toastmaster Products Divi- 
sion, McGraw Electric Co., who gathered in Illinois recently for a sales and adver- 
tising conference, stand against a background of a simplified selling scheme and 
see the simplification of the company's new toaster, right, as compared to the 


original product. 


Left to right, H. E. Adams, western sales manager; A. S. Miller, 


eastern sales manager; W. E. O'Brien, general sales manager; and J. D. Elgin, sales 


promotion manager. 
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MASTER 


VERY! 


DE LUXE 


TWO BURNER ELECTRIC RANGETTE MODEL-77 


Complete Range 6 Cooking Heats 


$4610 


List 5% more in 
Zone 2 F.O.B. 
Chicago, Tax incl. 


eee 3 $Q95 
8 Stoves 


One Burner Electric Stove 


S415 cist 


Standard Package 12 ©2°" $285 


Only highest grade approved materials 
used in construction of these products 


Terms: All prices include manufacturer's federal excise tax and F.O.B 


Chicago, Ili. 


When check or money order accompany purchase order 


deduct 2%—shipments will be made per your instructions. All other 
shipments Railway Express net C. O. D. 


MASTER DeLUXE DIVISION 


of the Vacuum Cleaner Supply Co., Inc. 


5079-81-83 Broadway, 


Chicago 40, Illinois 

















AS 
SURE 
AS 
Z+2:-6@ 


Yes, Mr, Dealer, as sure as two 
plus two equals four hot, sticky, 
summer weather will be back 
in a few months. And the way 
to prepare for that profitable 
season is to place your order for 
BAR-BROOK Attic Fans NOW! 


These dependable units are 
easy to sell, because they incor- 
porate so many outstanding 
features. They’re proven profit- 
makers. Write now, or see our 
nearest represeniative, to learn 
how you can profit by selling 
BAR-BROOK Attic Fans next 
summer. 


SHIELDS 

YOU 
FROM 
SUMMER 
HEAT 








Midwestern Representative: 
Earl Goetze Co. 
Merchandise Mart, Kansas City, Mo. 


Southeastern Representative: 
Fulwiller & Chapman Co. 
314 Luckie St., Atlanta, Ga. 


Southwestern Representative: 
Geo. E. Anderson Co. 
Santa Fe Bidg., Dallas, Texas. 


SHREVEPORT 


ENGINEERING CO. 


1553 Texas Ave. 


Shreveport, La. 
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-+ ++ STANDS 
FOR 


| Calli 


1 eZ 
——- REFRIGERATION 







Around the world, the skill and craftsmanship of 
Americans is famous... and that same fine quality 
is found in “American” refrigeration products. At 
our new plant—one of the finest in design and 
equipment—only the best is qualified to bear this 
name plate. 


RZ OF THE 
FREEZER FIELD 


American Freezers for home, farm and commercial 
use are dual purpose —both quick-freeze and zero- 
storage. A beautiful line of 8, 15 and 22 cubic foot 
cabinets—engineered for style and rugged duty. 


Queen or tHe COOLERS 


“Extensional” walk-in Coolers, 6’x6’x7'%’, and 










larger, made of wood, either plain or faced with 
aluminum or gleaming white enamel finish, for every 
purpose. Also the new Arid-Air Bottle Cooler: the ll 
last word in dry beverage cooling. - 
Write for ne colorh ul by Aver nd =a 


pri ¢ 4isl3s——some déalershiy 


REFRIGERATOR & MACHINE, Inc. 


2700 University Avenue, N. E., Minneapolis 13, Minn. 








VAST VOLUME AHEAD! 


A WHOLE SHOPFUL OF TOOLS IN 
ONE .. . FOR HOBBYISTS, CRAFTSMEN, 
MACHINISTS ... WORKS WOOD, METAL, ; 
PLASTICS, GLASS et 


Bigger profits than ever are coming 


your way with this great tool that . 
Teo retail at 


broke all sales records, for Casco is 4 
recognized as the leader, with more / $ 50 
exclusive features than any other tool 

co ete 


on the market. Sold only in retail 











stores, Casco is nationally advertised Exclusive finger- with 35 ac- 
to bring customers to you—in maga- grip brings hand yt me pte 
zines of every type: general, voca- —~ ease 
tional, arts-and-crafts and mechanical wm 638.78 

' purchased 
trades. This means business! separatety. 


DELIVERIES STILL ARE LIMITED and based on allocations, but production 
is improving rapidly. Casco Products Corporation, Bridgeport 2, Conn. 
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RUBBER MALE 
ATTACHMENT CAPS 


Here they are, in two sizes, 
ready for delivery. #101-S, 
100 @ 8c ea., 250 @ 7c ea., 
#101-L, 100 @ 13\4c ea., 250 
@ 12c ea. Profit now from 
great demand for these very 
scarce plugs. 

Distributors write for spe- 
cial prices. Need dealer sales- 
men and factory representa- 
tives. 





ELECTRIC FAN PRODUCTS 


102 NORTH NILES AVENUE 
SOUTH BEND 17, INCIANA 














% Molded of new. improved luminous 
} plastic that emits blue-white glow 
thru hours of darkness. 
% Glows 7 to 8 hours with only min- 
utes of exposure to light. 
% Absorbs both artificial and daylight. 
% Practical, unbreakable and wash- 
able. 
| we Quick turnover—full profits 
| Ye Colorful sales display—tree to each 
dealer. 
% Retails 25¢ single gang: 42c double 
gang. Attractively packaged (in- 
dividually) with quality screws. 


Order from your jobber 


| Molding VES ion 
4656 West Huron Street Chicago 44, IMinois 
Manufacturers of the famous Gifts Knives, 


Games, Savings Banks, Protecto-o-shields, 
Switchplates, etc. 





Canadian Distributors: 
Kahn, Bald & Laddon, Ltd., 69 York St., Toronto 
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Parts, Services & Accessories 


UNDISPLAYED RATE: 


$1.25 per line per insertion. Minimum charge $5.00. (First line in small black face 
type.) Fractions of a line count as line. Discount of 10% if full payment is made 
in advance for 4 consecutive insertions of undisplayed ads 


$14.00 per inch per insertion 
measured vertically %” on one column. There are 4 columns—48 inches to a page.) 


DISPLAYED RATE: 


Contract rate on request 





(An advertising inch is 

















most vacuum armatures. 


126 S. 2nd. 





ARMATURES REBUILT OR EXCHANGED 


for vacuum cleaners, tools, drills, etc. 


Our large stock makes it possible to ship immediately on 
All armatures rebuilt exactly as the 
original with new armature guarantee. 

Our low cost and speedy service is attested to by dealers 
from coast to coast. Catalog free. 


PENN APPLIANCE DISTRIBUTORS 


Harrisburg, Pa. 


WE CARRY A COMPLETE LINE OF VACUUM CLEANER PARTS 























SPECIALTIES 

‘ Electrical Mangle Roll Pads and Covers _ WASHING MACHINE PARTS 
Vacuum Cleaner Bags, Ironing Board Pads “For any and all makes" 
and Covers, washing and ironer covers. Ohio : 
Textile Specialty Co., W. 54th, Cleveland, O. Most complete stock in N. W. 
“PARTS FOR WASHERS & CLEANERS ep on say 
INC ANADA, The “‘one- stop” source of supply Minnesota Appliance F Parts Co. 

s Waugh & Mackewn Limited, Sales Offices 191 W. 7th S$ St. Paul 2, Mina. 
located in_ London, ‘Toronto, M« ntreal. P.Q 

__ CORDS—LIGHTS 


HARD TO G GET, Quality Items Ironing cord 

sets—6 Ft.—$44.00—100 Extension Cord 
Sets—10 Ft—$44.00—100 50 Ft. Trouble 
Lights—$40.20—Doz. 25 Ft. Trouble Lights— 
$28.20—-Doz. Electric Service Co., 2660 N. 
Harding St., Indianapolis 8, Inc diana. 


ICE CUBE TRAYS 


ALL ALUMINUM, pre-war quality, for im- 

















mediate delivery, fits all electric refrigera- 
tors from 19365. Special price to jobbers. 
Northern Appliance Co., 137-45 Northern 


Bivd., Flushing, N. Y 





RUBBER PLUG CAP 
WITH FINGER GRIP 


Immediate Delivery 


Hard Rubber 
Color—Black 
Non-slip Finger Grip 
Brass Electrical Contacts 
Cord Openings—.312 
LIST PRICE 18c 
Dealers Price 
$11.50 PER 100 
F. 0. B. Les A 





Shipping Weight 
Stock No. P31¢ O% Lbs. ie 100 Lets 


ELECTRICAL SPECIALISTS, Inc. 
P.O, Bon 213, Les Angeles 25, Collf. 








WASHING MACHINE 
FLEXIBLE COUPLINGS 


© tL 


The machined brass bushing F-L-O-A-T-S 


One piece—ne leosely connected parts. Dampens 
noise. Iselatien vibration. Cushions starting torque. 
insulates between shafts. 


Available now in: 1/4” to & lengths. 
Phone Dorchester 2350 


FLEXIBLE COUPLING MFG, CO. 
6220 So. Ellis Ave. Chicago 37, Ill. 











oreenl 
ICE 
CUBE 

TRAYS 






14 CUBES Note Notch 
4%_"W. for Instant 
11¥el. 1 5/16H. Release 
9 CUBES Manufacturers of New 


Aluminum Ice Cube Trays 
for the Trade. 


EDISON COOLING CORPORATION 


310 E. 149th St., New York 51, N. Y. 


4%4W. 
6%4L. 1 7/16H. 
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with New Haven Quilt & Pad Co’s 
PADDED REFRIGERATOR 
COVERS 


Provides safer, easier 
handling. Adjustable for 
4 to 10 Cu. Ft. boxes, 
has adjustable harness 
with buckles. All parts 
ere completely covered. 
Waterpr canvas out- 
side, moleskin lined. 


Write for catalog of 
all pods and prices. 


new HAVEN Quilt & PAD (0. 


rgest Pad 


86- 88 ‘toon St., New Hoventl Sesion 











SMALL ARMATURES 
DRILLS, VACUUM CLEANERS, 
HANDTOOLS, FANS, ETC. 
REWOUND 


WITH FACTORY METHODS, 
BY MACHINE 


Quick Service on 
One or One Thousand 


ONE YEAR GUARANTEE 
ARMATURE ENGINEERING CO. 


60 Bergen Turnpike, Ridgefield Park, M. J. 


WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 





ej BOSS +» LAUNDRY QUEEN » WOODROW ey 
plus THIRTY-THREE OTHER MAKES! 


Agitators 





V -Belts 


Nolu Wood Bearings 


“AKRON” Wringer Rolls 
Fibre Grease 


Transmission Oils 


HIGH POST CHANGE OVER 


FOR EASY AND G, E. WASHERS 


WE HAVE 93 PARTS JOBBERS—A NATIONWIDE SERVICE 
ADDRESS ON REQUEST 


rant? 





3650 


MANUFACTURING CO. 


EAST 
CLEVELAND S, 


eae bee ee se: 


OHIO 


















Refrigerator 


TRUCK 


HANDEE All Steel 

Trucks, extra wide 

nose, 13 ft. web 
strap. 


$] 9-95 


Rubber Tires: 600 Ib. 
Cap.: Height 44”; 
5x2” wheels; 1” tube 
steel frame; Roller 
Bearings; Easy roll- 
ing. For medium size 
appliances and refrig- 
erators and general 
purposes. Not padded. 
Shipped same day or- 
der received. Return 
express collect if not 
highly useful to you. 
1% 10 days. Order 
from 


HANDEES CO. 
Dept. R-27 


Bloomington, Illinois 


Order Monday—Get it Friday 














RUBBER UPHOLSTERED 


<A\ 


WT 


SAFEGUARD 
Your Profits! 


Use ORANGEVILLE 
TRUCKS for han- 


dling refrigerators, ranges, radios, kitchen cabi- 
nets, etc. Only truck with patented quick change 
Completely rubber upholstered 
throughout. Several convenient sizes. Descriptive 
circular and prices on request. 


ORANGEVILLE MFG. CO. 


Manufactures complete line of Floor Trucks 
Orangeville (Col. Co.) Penna. 


ratchet nose. 














WASHING MACHINE PARTS 


“Any Part For Any Washer” 


Distributor for All 
Leading Manufacturers 


Write In 
For Complete Catalog 


WASHER SALES & SERVICE CO. 


10 Federal Street 
PITTSBURGH 12 


PENNA. 
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NICHROCITE saves many 
ELECTRIC APPLIANCES! 

















Burned or Broken 
ce Electric Heating Elements 
gamma Repaired Instantly . . . 


Simply overlap 


ends. apply 

TTT, Nichrocite paste 
¥ and turn on the 

current — a per- 

Handy for Home oF fact weld Bd nag 


Industrial Use Used by big util- 
ity companies and repair shops. Just the thing for 
that broken or burned out heating element in your 
—— iron, stove, toaster or heater. Easy to use 
in those hard-to-get-at places. pose . 7 ins 
jiffy. Trial order, $1; 4 ozs. $2.50; 


ARROWHEAD SALES & DISTRIBUTING. co. 
420-A Phoenix Bidg. Minneapolis, Minn. 





THE GROVE 
WRINGER ROLL 
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© DUPLICATES ROLLS OR 
WRINGER SHAFTS 
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© TANGS SHAFTS 

@ SQUARES SHAFTS 
e CUTS KEYWAYS 

@ CHAMFERS ENDS 


SEE THIS ON DISPLAY AT 
YOUR PARTS JOBBER OR 
WRITE US. 


THE GROVE MFG. CO. 


2314 W. THIRD ST., 
DAYTON 7, O. 
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Our 132-page 
FREE 2.722% FREE 
Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from 7 ependable source. 
ity, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 
W. Division St. Chicage 22, if. 
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| ELECT RIB 





D EPICTS the im- 
portant part Electrical Living plays in a 
modern woman's Thanksgiving dinner prepa- 
rations. The range not only preserves the 
succulent juices and flavor of the bird, but 
bakes the traditional pumpkin pie and 
stews the cranberries to the right consis- 
tency and without shrinkage; while the deep- 
well cooker can be put into use in various 
ways preparing the balance of the meal. 
The mixer, a great labor saver in food prepa- 
ration, and the kitchen cabinets, arranged 
in time-and-labor-saving work areas, all add 
to the economy, accuracy, cleanliness and 
health provided by Electrical Living. 


y Dave Rosenfeld 


‘MERCHANDISIA 











HAVE YOU 


SANITARY SANITY 
A plea to kee 


p the television in 
dustry free of radio’s present “sanity 
shattering sales messages” was voiced 
—in terms neither still nor small—by 
Leonard F. Cramer, executive vice- 
esident of DuMont Television, to 
epresentatives at the recent confer- 
ence of the Television Broadcasters 
\ssociation. Said Mr. Cramer, “Let 
me go on record here and now that 
such commercials in television will not 
be tolerated by the public and must 
not be permitted by the broadcasters.” 
Our guess is that no action will be 
necessary. Just let the listener get one 


good look at an announcer in ecstasy 
yver the wonders of some headache or 
neuralgia relief and that will be all 
brother, that will be all 


ANA'S ADAMS 


The home equipment industry re- 
cently achieved representation on the 
board of directors of the Association 
of National Advertisers with the elec- 
tion of Marshall Adams, advertising 
and sales promotion manager of Mul 


lins Manufacturing Corp 


NO SUDS, NO SAIL 


Sailors of the American liner, Wash- 
ington, had an idea that if they were 
going to cross all that water between 
here and England they at least ought 
to have some provision for washing 
clothes. Result: sailing of the vessel 
was delayed for one day to await the 
arrival of washing machines 








“YOU MEAN YOU'D RATHER GO DIRTY?" 
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HEARD... 


SECOND SPLITTER 


RCA has announced the conversion 

its new electronic stop watch to 
ivilian use. The device was orig- 
inally designed to measure the velocity 
of military projectiles but can now 
be used for extremely high speed 
counting operations and for the meas- 
irement of intervals up to one mil- 
ionth of a second. Now at last ap- 
pliance dealers can accurately deter- 
mine the length of intervals between 
repeating, “Sorry, Madam, we just 
don’t have any refrigerators.” 


HE'S BACK 


Dave Hayes, G-E washer engineer 
ind active member of the American 
Washer and Ironer Association, whose 
retirement was reported on page 3 of 
the October 15 issue of ELectrical 
MERCHANDISING, stayed retired for at 
least 15 minutes. Now he’s bobbed up 
ain, still in his hey-day, as president 
§ the Preventive Maintenance Co., 
Bridgeport, Conn 





LETTERS 





A Dealer Gripe 


the Editor: 

[ am an ex-G.l. We fellows that 
had to close our former business and 
‘ould not get our orders for new mer- 

1andise in to our various distributors 
re now left out in the cold. The only 
lealers that have received new mer- 
handise in this city are the fellows 
that have done business throughout the 

. And I, as a Chief aboard the 

S.S. Piedmont, could not maintain 

y pre-war sales. Also as I boarded 
the “Pied” in Japan, I had no oppor- 
tunity for war-time sales. 

Please excuse the sarcasm, but that 

the outline of my present business 
records. Our business at present con- 
ists solely of service and repair of 
radio and all household appliances. 

M. A. Gray, 
Gray's Radio Electric 
Canton 4, Ohio. 
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Trade-Ins By L. E. Moffatt 
Test of a Thousand Customers 


Hotpoint kitchen priorities for veterans disclose a pattern that other 
homebuilders can be educated to follow—MERCHANDISING sur- 
vey shows average sale over $1,000 with 80 percent sold by dealers. 


Don't Let Them Blame It On The Range By Clotilde Grunsky 


P G & E home economists forestall customer complaints by teaching 
correct use of range and utensils. 


Training Appliance Salesmen 


Stripling Department Store in Fort Worth, Texas, has a 5-point plan 
of hiring and training new men. 


Bachelor Girls and the Small Apartment Business 
By Tom F. Blackburn 
A post-war market quite different from usual family dwelling is shap- 
ing up. 


Radio Repair Pays Of ... By Lansdell Anderson 


Strict attention to appliance and radio service built Axelrod’s busi- 
ness in Annapolis, Md., from a hole-in-the-wall to its present volume. 


Selling in Combination 


Salesmen working for W. Pat Crow, Fort Worth, Texas, find it easier to 
keep up commissions when they sell the big three—refrigerator, 
range and washer in combination. 


Rebuilding Trade-Ins for Profit 


Ray Jones, Denver, head of Parts Jobbers Association, says dealers 
who make money will sell trade-ins. 


Door-To-Door Ironer Selling -. 


Portability of small ironers gives Denver utility an idea for ain 
market saturation. 


Talking the Farmer's Language. amen sides Mle a 
Sam Koerner of Modern Radio Relies Hopkinsville, Ky., laid the 
groundwork for future sales by learning how to talk to farmers. 


League Convention 
Spot shots at the International Association of Electrical Leagues Con- 


vention. 


Bull Season 


Fraternity boys think they have some new ideas for manufacturers. 


"Doll House" Kitchens ..........-------- 


Nebraska Power Co., Omaha, builds complete kitchen in miniature. 
News. 


Electrical Appliance News....-.-----------+++++- 
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Controls 


Appliance Production Continues 
Climb in September, CPA Reports 


Sewing Machines Up 21°/,; Refrigerators 
Gain 7°,; Irons Nearly Double ‘41 Total 


last month 
tive output 


ut for 1946 





t rable gains, If any 
intil 1947 

PA admunistrato1 John D | 
ty important indices 1n s 

O ) 8 re t. The first, the Fed 

il Reserve Index, maintained throug 

September t \ugust level of 177. And 
| the second, was still 


tv, a hgure 


st. Said Mr 


Small, “Productions ontinues at a 
i etime t ut ) nportant in 
' ises are ft he ¢ ected during the 
) 1 Ca 
Othe " s, some of them con 
i ctory, contributing to the overall 
| in ture vere hig electri 
el ( increases in som 
ding materials; a rise of $1.1 bil 
n Augus ventories but with a 
| e rela Saies igh retail 
September and part of Octo 
1 two point increase in the cost ot 
g betwee nid and mid 
September ; and a seasonal decline 1 
lian employment of 600,000 persons 
September 
Minor September increases in manu 
turing were barely enough to offset 
month’s great meat famine, but in 
ising quantities of electrical appli 
es lent weight to the scales. [ p 
t sewing machines, vacuum clean 
retrigerators, and electric Irons 
1 items as leclined—washers, 
ges and idios—had_ little effect 
ause the slumps were small and all 
Ve . it] off assembly 
' Sat te greater in 194] 
\ 
/ Sewing Machines Up 21% 
Sewing machines stitched up a neat 
| 2! percent increase over August pro 





tion with 35,000 units 11 
compared to the previ 
stry was still only prod 
f of the 1941 rate of 


thly. Lumber for cal 


castings were still har« 





al horsepower motors, 


ist 1 these, at least, 


1 Sept mber 
us month’s 


000. Cheering as this was, the in 


ucing about 
67,000 units 
vinets, frac 
and grey 
1 to get. For 
there was 


hope for the future. Some 945,000 tons ANUFACTURERS and 
t grey iron castings were shipped in \ dealers or electri il appliances 


\ugust, a 17 percent increase ove and radios looked up last week and 
July, and probably the greatest ton saw blue sky for the first time since 
nage on record. Some hope too could the early days of the var The ceil 
be seen for lumber ings were gone 

\ugust output of 3.5 billion board But they didn’t go all at once. First, 
feet topped July production by 300 on October 30. the Office of Price 
million feet and was 27 percent above Administration removed controls trom 
i year ago \ugust was the eighth small appliances and radios. Then, on 
successive month to show a continu November 1. it lifted the ceilings fron 
us ncreas Ironers, clothe s dry¢ Ts and vacuum 


cleaners It remained for President 


Truman to tear away the last shreds 


Vacuum cleaner production contin of controls with an announcement on 
ued to gain in September for the fourth November 9 that controls were off all 
month in a row and reached 240,000 prices and wages. According to OPA 

(Continued t page) \dministrator Paul Porter, the order 


ut as Production Gains 








NCOME AND SALES—BACK TOGETHER 





TOGETHER AGAIN: Income and retail sales have pursued widely divergent paths 
in the past, as shown by this graph, but early in 1946 they coincided and are now 
rising together, with sales partly in the lead because of high prices. According to 
the McGraw-Hill economics department, sales will probably continue to rise more 
rapidly than income unless prices go high enough to cut down on purchasing power 
or induce a buyer's strike. 











All Appliances and Radio 
Decontrolled by President's Order 


Industry Spokesmen Indicate 
Prices Will Be Held in Line 


vent into effect at 12:01 a.m. Sunday. 


November 10 


The Big Question 
With controls gone, tl hio 


2 Lil¢ DIL ques 
tion in the mind of every consume 
was, “what will happen to prices?” 
The answers from most of the nation’s 
manutacturers followed a_ pattern: 
there w uuld be increases where neces 
sary to recover profit margins, but 
prices would be held down as 
possible 

l eading the chain at mments Was 
that of Charles E Wiilsor 
of General Electric “There will | 


1, president 
Y 
increases,” he said, “in lines where 
prices have not heretofore been ad 
justed in recognition of the higher 
prices ot materials and labor There 


are numerous lines in which goods are 


1 
now being sold at less than factory 


cost.” He said that G-E was making 


an “item by item” review of its pro 
lucts and that it would “maintain 
existing prices where possible 


The Hoover Co. of North ( anton, 
Ohio, came out with the flat statement 
that it would not. inere ise its prices 
or vacuum cle ners \ compan 
spokesman said it was producing many 
more cleaners than before the war and 
vas expanding output still furth in 
an attempt to meet the demand 

The Cory Corp announced that its 
products would go up in price on No 
vember 15, thus restoring full jobber 
and dealer discounts President IW 
Alsdorf said that the increases wert 
not an attempt to take idvantag« of 
the unusual market mditions, but 
were absolutely necessary to compen 


sate for increased material and labor 


costs He pointed out that restoring 
full profit margins to dealers and job 
bers would, on some items, result 

Ve et retur ) ¢ ympany 


Other Industry Reactions 
Said R. ( Cosgrove, president of 
the RMA, “The elimination of con- 
trols is beneficial to the public as weil 


as to the industry and more rad 


sets will now be available Also the 
(Continued on next pa ) 





CPA Report 
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4 (Continued from page 1) 
1 t public can be assured that the liftin 
218.001 - * c4 of price controls from radio sets wil 
t ’ age 1940-41 rat not result in any general increase c 
| t holdback prices to the consumer. Instead th: 
industry can now resume its normal 
highly competitive pre-war practice 
! under which radio prices steadily wer 
Refrigerators Gain 7%/, reduced, with quality improved.” 
, Benjamin Abrams, Emerson pres 
;, as dent, said that some items might re 
‘ ‘ quire corrective price revisions bi 
, C ‘ 1) that they would have little effect 
‘ 12 (WK ’ the overall situation 
on L. C. Truesdell, general sales mai 
“vi ¢ } ager for Bendix Radio, also declared 
’ f that there would be no large increase 
aead in radio prices, but went farther and 
tec stated that some interior sets, hithert 
| it ess sold at highest OPA prices, would 
~ S have to come dow: “Good radios,” 
t 1947 he said, “will be in better supply, just 
C it 86.4 t as soon as the proper flow of con 
_ . 1, ~~ " j 
| . sed + ~e CONSUMERS received an invitation to inspect America's newest washing machines ee ‘ ‘ - obtamed 
on October 8 when Louis Upton (left), president of the American Washer and lroner Proctor Studies Prices 
: Manufacturers Assn., and W. Neal Gallagher, chairman of the association's adver- rhe Proctor Electric Co., through 
: tising and research committee, cut in on the closing minutes of an Amos 'n Andy Robert M. Oliver es aliens sad 
ty eves radio program. The broadcast was part of a washer promotion arranged by Lever that he pd ag asd aired in which 
ictio Brothers which included displays of washers in many grocery stores. Standing are ail eames , a eal diate 8 “4 ve 
t —_ Walter O. Hausser, head of Lever Bros., washing machine cooperative division, and hag lel 861 “ei ¥ | - -~ eer 
PA est t t about N. E. Heyne, radio director of Ruthrauff and Ryan, Rinso ad agency. a : —e — ring se < on : — See : 
' . 4 atiiion it “prices of all Proctor product 
are b g ainsta Q studied 
Sept ( tion of radios, in war rate, consoles at 91 percent, and the it no ot eases W 
{ | i i rd play iuto radios at 58 percent be necessary. It is esire to kee 
it t CPA at 1 Fract al | sepower motors, essen- retail list prices present level 
Washer Slight Decline millior its, 12 percent bel August tial to many appliances, remained at if it it all poss whether 
1.7 | 36 percent the August level of about 1.8 million not it is possibl nd entire 
’ i 1 milli its. This ra he CPA excepts to on the effect Y 
ft t ts shi tinue through October, but it 1s not duction costs.” 
‘ s tabl ant vated tha vill effect any re Tohn Meck, s i i ess ad 
s, and lucti tl backlog of unfilled er in New Yorl Meck Ir 
t radios wh totaled almost 38 million stries said, “O lling pric 
‘ ~ ta S eT September l the ¢ 1 vale nt | 21 \ side to be 1g ly satisfac 
t 164 oy t 1e pre mths’ product tory on all sets except those in the 
$20 bracket.” Mr. M leclared that 
i ly ilers ind \ ile have taker 
ss profit odels than 
y did b ) said that 
t s nportant lealer at 
| obber make a profit this year as well 
7s Of is next i H | that manu 
act costs d largely up 
i e ol comp s, but that t 
ts manutact t cases 
ot badly in need price adju 
lrons Still Hot ment.” 
Bendix Radio Holds 
" Servicing Schools 
¢ Three three Is 
stributor S inagers a 
service personne ecently co 
lucted by the | 1 livis 
Ranges Fall 7 Percent f the Bendix Aviat Co at t 
Baltimore fact Oct. Zi}, 3S 
Louis (Nov. 4 San Francis 
, (Nov. 14) \ D. H 
17 Kresge, service g for radi 
and = televis t s employe 
HOUSEWIVES’ CHORE? | used to be that the women did the washing, but the the latest vi vids at 
advent of automatic washers seems to have reduced that labor to the status of a the last dav of ea vas devoted t 
recreation. Witness the men in this new Laundromat laundry in Union City, N. J. a refresher course FM theory and 
Westinghouse machines do the work, while housewives and househusbands relax. application 
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The NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business From 





THE EAST 
By Lansdeli Anderson 





ADIO and appliance deliveries are 

improving at an accelerated pace 
throughout the greater part of the 
northeastern section of the country. 
Numerous dealers in this area report a 
sybstantial volume of appliances now 
flowing through their outlets. In many 
instances the total gross, dollarwise, is 
on a par with the business handled in 
the same store in the corresponding 
period of 1941. In some cases dealers’ 
books reveal a higher gross volume 
registered on appliances during the 
past 30 days than in their peak month 
in 1941. 

While this applies chiefly to large, 
aggressive houses which were among 
the pre-war leaders in their areas, this 
improved delivery situation is noted 
throughout the field, excepting only the 
area directly affected for an extended 
period by the trucking strike in New 
York. Dealers continue to squawk 
loudly for more—and more— merchan- 
dise and hammer away at their dis- 
tributors as hard as ever on this score, 
but the following pertinent signs of the 
times indicate the true picture: 

The percentage of bare walls in 
dealers’ outlets has shrunk consider- 
ably during the past two months. In 
this connection a survey conducted by 
the Electric Institute of Washington, 
D. C., reveals 80 percent of stores, 
judged on their interiors, made a good 
impression on shoppers—which bare 
walls don’t do. And merchandise ship- 
ments have increased further since that 
survey was made. 


More Outside Salesmen 


Increased numbers of dealers are em- 
ploying outside salesmen. While they 
now limit their activity along this line 
to one or two specific appliances, 
gradually adding more to the list, the 
main idea is to lay the foundation for 
the outside selling force which aggres- 
sive dealers foresee soon will be needed. 

Decidedly choosy today, dealers no 
longer grab at all merchandise offered. 
They are beginning to balk openly at 
pressure tactics, the kind of pressure 
which several months ago forced them 
to accept four items they did not want 
in order to obtain delivery of four items 
they needed badly. At the same time 
they now are easing up on their cherry- 
picking practices, losing interest in 
some secondary franchises for which 
they fought hard a year ago in order to 
assure receiving their share of the first 
products to come off production lines. 
Non-allied lines, taken on as a war- 
time expedient, are getting the air, but 
the boys still are clinging tightly to 
allied lines which proved lifesavers 
then and are still rolling fast. 

Pressure to ease controls on install- 
ment credit is mounting steadily. Price 
decontrols are applauded throughout 
the field. The effect of recently-boosted 
prices on major appliances as yet has 
not been noticeably harmful. 


Console Production Up 


Late production figures jibe with this 
general picture. Production of table 
model radios, which has been ahead of 
the pre-war rate, is dropping—and 
dealers are dumping the dogs like hot 
cakes. Meanwhile, console production 

(Continued on next page) 
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THE MIDWEST 
By Tom F. Blackburn 


THE SOUTH 
By A. B. Windham 





HE continued appliance short- 
age here has forced Common- 
wealth Edison of Chicago to change 
its plans. The utility intended to re- 
sume the merchandising of appliances 
on November 15, but the idea starved 
to death because of a lack of mer- 
chandise, said William T. Reace, vice- 
president in charge of sales. Edison 
will continue to sell ranges, water 
heaters and blankets, however, because 
it considers them in the pioneering 
category. 
It is hard to appreciate the almost 
pathological hunger for appliances. 
The war made the public realize the 











OUR outstanding electrical appli- 
ance dealers in widely separated 
sections of the South, when asked the 
amount of delivefies they were getting, 
replied, believe it or not, in identical 
words, “We are getting a trickle.” 
Whether this indicates mass tele- 
pathic thinking on the part of dealers 
or not, it pretty well indicates the de- 
livery picture down here. From New 
Orleans to Richmond, delivery of ap- 
pliances is still in the trickling stage. 
But the electricity is going some- 
where. Both the Alabama and Georgia 
Power Companies declare that the 
power load today is at the same peak 














“OLD-FASHIONED, ISN'T SHE? STikL USES A BROOMI" 





. 


blessings of home mechanization. Be 
it ever so humble, there’s nothing like 
a home appliance, and this reporter 
prophesies that when things get roll- 
ing the conventional items will not 
need so much talking up as ways and 
means to pay for them. 

As things come back on the market, 
we get a glimpse of what a layer cake 
society is. The upper crust never suf- 
fered at all. The middle group has 
had a tight squeeze and those dealers 
who sell the lower classes—the people 
who want to live beyond their means 

were knocked out entirely. Regula- 
tion “W” was a body blow to the 
stratum that is unsaturated and needs 
things desperately. No wonder they 
grab at anything which will run. 

This brings up trade-ins. Is it smart 
for the dealer to wash his hands of the 
old merchandise when he makes a 
sale? This reporter would like to 
buy a new car and keep his old one. 
Try to find a Chicago auto dealer that 
doesn’t make you pony up with the 
old jalopy before he lets you touch 
the new model. Automobile dealers 

(Continued on next page) 
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it was during the war years when ship- 
yards and war plants were running 
full blast. New construction may be 
the answer, of course. 

Delivery of parts can be described 
in the same words. In this respect, 
electrical appliances are in the same 
category as automobiles and clothing. 
Repair and service departments are 
working overtime to patch ’em up, 
keep ’em up, keep ’em running and 
make ’em last. 


Interest in Decontrol 


Keen interest is manifested through- 
out the entire Southern area in the 
recent removal of all price and wage 
controls. Few dealers are willing to 
venture an opinion on what effect the 
action may have on the industry but 
they are observing closely the fluctua 
tion of meat on the market, the rising 
prices of other commodities and the 
possibility of buyers’ strikes. 

Heavy rental increases, reported in 
the last 90 days, appear to be leveling 
off with only Jacksonville, Birming- 
ham, Atlanta and Charlotte still on the 

(Continued on next page) 





THE FAR WEST 
By Clotilde Grunsky 





RECENT trip through the Pacific 
Southwest leaves the impression 
that this section of the country is per- 
haps justified in its claim that it is get- 
ting less than its share of electrical 
appliances, although there are some 
active outlets in the larger centers 
which are doing a very active business. 
Dealers generally in this area contend 
that allotments of manufacturers or 
wholesalers do not take into considera- 
tion the really remarkable growth of 
much of this area. They say that allot- 
ments apparently are based upon the 
growth of cities alone, whereas in the 
southwest a trading area may extend 
for a circumference of 150 miles or so 
about a metropolitan center. There is 
not the network of small towns, each 
with its dealers, which elsewhere drain 
off the sales from rural and suburban 
areas, but rather a few widely separ- 
ated communities through which the 
trade of the entire area flows. 
Population is relatively sparse, at 
least compared with eastern or even 
California standards, and the allotment 
of some appliances is probably not 
great for any one community. When 
there is only one, or perhaps two or 
three of the appliances to be shipped, 
the southwesterners feel that perhaps 
the factory just doesn’t bother to send 
them. Freight cars are not always 
available for such small shipments, they 
are told. At any rate, there are many 
stores which have had only token ship- 
ments of many items and which are 
still hoping that they may get back into 
the electrical business. In one district 
in New Mexico where a new rural line 
had brought the demand of a hundred 
or more families for complete electrical 
outfitting, one dealer had a _ record 
of only two refrigerators shipped him 
since the first of the year. 


Delays in Filling Orders 


A recent questionnaire sampling con- 
ditions throughout the West showed 
the Pacific southwest and the Inter- 
mountain districts to be far behind the 
coast in the time they held unfilled 
orders for most appliances. Electric 
ranges are reported to be from one to 
three months behind in Eugene, Ore., 
and San Diego, California, about six 
months behind elsewhere on the coast 
—about a year behind in the southwest 
and mountain districts. Refrigerators 
run from one to three months behind 
orders in California, six months behind 
in the Northwest, about a year behind 
in Arizona and New Mexico. Washers, 
with a few exceptions depending on the 
make, are way behind everywhere. 

Water heaters are ~4tainable for im- 
mediate delivery in t-e Pacific North- 
west, about three months behind in 
San Diego and Los Angeles—six 
months or more behind in the desert 
country. From Portland comes the 
comment that the set-aside order of 
CPA on water heaters has not affected 
the market there because the supply is 
plentiful. Among other appliances, off 
brand table radios are abundant ; known 
models are scarce. Consoles are re- 
ported about three months behind in 
the Pacific Northwest, three to six 
months in San Diego, one month in 
Los Angeles, three to six months in 

(Continued on next page) 
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THE EAST 
(Continued) 





is up, with dealers making deliveries as 
fast as they get the sets, especially large 
combinations with automatic record 
changers. Production of these models 
now is ahead of September, 1941. It’s 
the same story in records, with sales 
booming at this season. 

Other items also now in high pro- 
duction include: irons and ironers, 
cleaners, coffee makers, sun lamps, 
heating pads—and the supply of each 
on the retail front today ranges from 
easy to plentiful. Refrigerators and 
washers remain tight. Electric ranges 
are scarce throughout the area, and the 
total production figure is about half the 
1941 level. Consumer interest here in 
home freezers is considered high, espe- 
cially in suburban and farm areas. The 
call for electric water heaters in the 
country is surprisingly heavy, and auto- 
matic washers also are going over the 
top well in that same territory 


Letters of Warning 


Some distributors, however, are 
warning their dealerships that the easy 
pickings are about over. Many of them, 
in their letters to the trade, warn the 
dealer it now is time to get set for old 
fashioned, hard-hitting selling. Some of 
the brand new dealers who went into 
the game with heavy financial backing 
are proving to be the real sparkplugs, 
according to distributors. And one or 
two out of every five distributors con- 
tacted, by the way, confirm that they 
now are rut. ig ahead, dollarwise if 
not in units, ot their 1941 business 


Interest in Video 


There is intense interest in television 
in all areas covered by video broadcast 
stations. Consumer enthusiasm, set pro- 
duction reports, and distributor prom- 
ises of deliveries soon to come, all have 
the dealer in a happy frame of mind 
He is actively preparing to do a big 
job in this field. 

Service calls remain light. Trade-ins 
are few and far between. Repair parts 
are slightly easier. 





THE MIDWEST 
(Continued) 





are smart. They want to knock off 
two profits. 

Why isn’t the 
equally cagey? 

The answer to that one can be found 
in the type of retail outlet that is 
selling appliances. Cars are sold only 
by one type of dealer. There is a 
fight on in the appliance field to sec 
who is going to do the retailing of 
appliances 


appliance trade 


Packages, Not Trade-/ns 


Take the department store. It wants 
package items, with no bother with 
trades or repairs. The department 
store like the chain, is glad to wash 
its hands of used merchandise. So is 
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the big furniture store, and the tire 
outlet. If the customer doesn’t men- 
tion the subject, they are not going 
to. So we have few trade-ins being 
reported. 

It is the independent dealer who 
follows this plan who is the dummy. 
He can’t afford to be a lily-white- 
hands boy. 

He doesn’t kid himself he is on the 
inside track as compared to the big 
outlets. The mark-up on many items 
is short. That dealer has to take that 
trade, refurbish it, and sell it to in- 
sure himself a proper profit. 

Where he isn’t afraid of getting his 
hands dirty, and still holds back, the 
president of the Appliance Parts Job- 
bers Association may have a logical 
explanation of the lag. 

“Believe it or not,” he says, “The 
OPA allows a dealer to sell a second 
hand washer at one price. The house- 
wife owner can sell it at another. The 
ratio is something like $5 to $20. If 
the dealer is conscientious he ap- 
preciates that the OPA pricing is 
stupid, and he cannot come out. So 
he forgets to take a trade-in, no matter 
how badly people need washers.” 

However, there are more ways of 
killing a cat than choking it to death 
with cream. One dealer in Ohio re- 
ports that he has found a perfectly 
legal and virtuous method of dealing 
with the sublime unconsciousness of 
his Washington betters. 

“I take the old washer from the 
housewife when I sell her a new one,” 
he states. “I repair this old washer 
ind set it on my floor. Then / sell it 
for her—plus charges for repairs. 
Title is in her hands all the while, and 
I credit her account with what I get. 
The deal on the second hand washer 
is better all around, and it pays us to 
take in trades.” 





THE SOUTH 
(Continued) 





upsurge. Small towns have not under- 
gone the process of rent-raising in the 
proportion that larger cities have. 


Due to stern control by wholesalers 
and distributors, a brake has been put 
on the number of new retail outlets 
opening up in the past month. Never- 
theless, almost every hamlet and 
cross-roads of the South boasts its 
own appliance dealer and in many 
places they might well take to wearing 
badges to avoid selling each cther. 

The G. I. Bill of Rights has pro- 
vided hundreds of retailers and whole- 
salers with both service and sales 
personnel. When the training period is 
over, the electrical appliance industry 
should be second only to aviation in 
the number of trained personnel avail- 
able for selling and repairing equip- 
ment. 


Florida Leads the Way 


Florida continues to set the pace 
for the industry down South. In pro- 
portion to its size, the state probably 
has more dealer associations, more new 
ideas in merchandising and shows 
more progress generally than its sister 
states. North Carolina and Tennessee 
are not far behind. 

Name brands continue in demand, 
and positions on dealers’ waiting lists 
are jealously held and _ constantly 
checked on by the buying public. Cash 
and short term credit sales are the 
general rule, with an absolute mini- 
mum of trade-ins. Many dealers, ques- 
tioned on this trade-in matter, express 
the opinion that most appliances which 
might otherwise be traded in, are so 
worn out and used that their trade-in 
value is lost. Little evidence of black- 
marketing has been uncovered. 





THE FAR WEST 
(Continued) 





Ogden and Salt Lake, six months in 
Montana. One Albuquerque dealer ex- 
pressed the opinion that in the future 
console radios without combination fea- 
tures would be a drug on the market, 
an opinion which was confirmed by 
most dealers with experience in this 
field. The shortage of motors is felt 
everywhere. One dealer showed a ship- 
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ment of twenty or thirty ironers which 
he was unable to sell, lacking motors 


Six Month Wait For Cleaners 


Vacuum cleaners without attach- 
ments are beginning to appear occa- 
sionally on dealer floors, indicating 
that customers want complete house 
cleaning outfits; they prefer to wait 
for models with complete accessorits. 
Six months or longer is the wait re- 
ported from many districts. The most 
popular brands are still short every- 
where. Of small appliances, off-brand 
irons are all that are available for im- 
mediate delivery. From three to six 
months is the wait on standard brands. 

Everywhere the public is reported to 
be more and more choosy. One dealer 
told the typical story of having a friend 
beg for a refrigerator for his wife at 
the earliest possible moment. When the 
dealer, touched by his plea, offered him 
one from a new shipment, he mur- 
mured that he would have to talk it 
over with his wife—and hasn’t been 
back since. 


More New Stores 


Stores are still opening up here and 
there, as building materials become 
available. Two new ones are reported 
from Portland, several from Los 
Angeles. Most of the newcomers in 
past months have been in the outlying 
residential districts rather than in the 
business areas of cities. Asked about 
failures, most observers express their 
surprise that there have been so few. 
A careful inquiry into conditions in one 
southwestern city is perhaps indicative 
of conditions below the surface else- 
where. In this community, where the 
number of dealers has more than 
doubled since the war, there have as 
yet been no important business failures, 
but one store has changed hands five 
times. One of the established firms re- 
ports that it has had inquiries from 
four electrical dealers, asking if it 
would like to purchase their stock. 


Big Dollar Volume 


The prosperous firms everywhere 
are doing a business which in terms of 
dollars is frequently above that of pre- 
war days. In most cases this may be 
credited, first, to the ingenuity of the 
owner in obtaining materials to sell 
from a variety of sources and, second, 
to the fact that the unit sale is mark- 
edly higher than in pre-war days. One 
dealer said that whereas his pre-war 
washer sales used to average about 
$55, they now run about $110 per 
washer. 

Shortages of transformers, wire, 
meters and in some cases of generating 
equipment are handicapping utilities 
everywhere. In many communities in 
the southwest ranges are sold subject 
to acceptance by the utility, and few 
are installed without long delay. The 
increasing costs of range installation 
are therefore not such a handicap at 
the moment as they are scheduled later 
to become. One Phoenix dealer told of 
a customer who had to pay $117 for 
range wiring in an ordinary home 
The demand for electric cooking 
equipment nevertheless remains un- 
usually high. 

In general, reports indicate that it is 
getting tougher for the dealer who 
handles electrical appliances exclu- 
sively. Also that sales are harder to 
make in spite of continuing shortages. 
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NEWS BRIEFS 


September production of televi- 
sion receivers was 3,242 units, as 
mpared to a total of 225 for the 
vious eight months of the year, 
RMA reports. 


Sales of household vacuum clean- 
ers reached 223,039 in September, 

cording to C. G. Frantz of the 
Vacuum Cleaner Manufacturers As- 
sociation. 


Bendix radio will mass produce 
FM receivers in the 88-108 mc band 
for the low price market with a 
radio-phonograph and a table model, 
L. C. Truesdell, general sales man- 
ager, said recently. 


The Magnavox Radio Co. has 
purchased the Chautauqua Plywood 
Corp., Celeron, N. Y., and will de- 
vote its entire output to radio 
cabinets. 


Apex has signed a contract with 
Vactric, Ltd., of England, making 
its designs and patents available for 
British production of washing ma- 
chines similar to the U. S. Apex. 


Present washer production stands 
15 percent above the monthly aver- 
age for 1941 and the August output 
was 26 percent above that of August, 
1941—or 186,965 as compared to 
148,811 washers — the American 
Washer and Ironer Manufacturers’ 
Assn. reports. 


Thermador has purchased Rotom 
Mfg. Co., Los Angeles, producer of 
fractional horsepower motors. 


Stafford Edwards head of Ed- 
wards and Co., was recently elected 
president of NEMA to succeed R. 
L. White. 


The Radio Manufacturers Assn. 
has stated that the recent removal 
of all OPA controls from all ap- 
pliances and radios “will not result 
in any general increase of (radio) 
prices to the consumer.” 


NEWA Plans Manual, 
Program for Wholesalers 


After a recent four-day meeting in 
Asheville, N. C., the Executive and 
Management Committees of the Na- 
tional Electrical Wholesalers Associa- 
tion announced that they plan prepara- 
tion of a manual which will analyze 
and describe in detail the functioning 
of various departments of electrical 
wholesalers and appliance distributors. 
In addition, in summarizing the work 
of five major committees, John L. 
Busey, president, declared that NEWA 
will soon make available to all mem- 
bers a program dealing with every key 
phase of electrical wholesalers’ activi- 
ties. 

Herbert Metz, Graybar Electric Co., 
Inc., was appointed chairman of the 
James H. McGraw Award Committee, 
whose members are F. R. Ejiseman, 
Revere Electric Supply Co., Chicago; 
C. W. Goodwin, Jr., General Electric 
Supply Corp., San Francisco; L. L. 
Hirsch, Electrical Supply Co., New 
Orleans; John M. Newton, Oakes 
Electrical Supply Co., Holyoke, Mass. ; 
D. M. Salsbury, Westinghouse Electric 
Supply Co., N. Y., and Charles G. 
Pyle, managing director ex officio. 

At the close of the meeting, and on 
behalf of the membership, an illumi- 
nated scroll of appreciation was ap- 
proved to be sent to E. Donald Tolles, 
former managing director. 
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Industry Problems Analyzed at 
Annual Convention of NEMA 


Stafford Edwards 


Succeeds 


White as Association President 


A strong plea to recapture the rural 
and suburban electrical markets from 
the liquid petroleum competition was 
voiced by William J. Cashman, director 
of promotion and publicity of Landers, 
Fray and Clark, speaking at the recent 
National Electrical Manufacturers 
Convention in Atlantic City, N. J. 

About one seventh of rural and sub- 
urban customers are now using bottled 
gas, Mr. Cashman said, and every year 
four percent of the market is being 
converted to this fuel. He declared 
that manufacturers as makers of com- 
petitive equipment and utilities as dis- 
tributors of a competitive service 
must attack the market with all pos- 
sible vigor. The NEMA-sponsored 
Go-All Electric campaign will provide 
a complete program to unite the in- 
dustry in an effort to recapture its 
share of the market. Materials and 
sales helps which the rural and subur- 
ban market development committee of 
the Association has developed will help 
swing the market to electricity, the 
one service which can do all jobs and 
chores, he concluded. 

Robert M. Oliver, vice-president of 
Proctor Electric and chairman of 
Nema’s company cooperation subcom- 
mittee for adequate wiring, keynoted 
his address with the declaration that, 
“Wire is the common denominator that 
ties the electrical industry together.” 
Stating that manufacturers are in- 
clined to take wiring for granted, he 
declared that they “accept but do not 
participate in our adequate wiring pro- 
gram.” Other, competitive associa- 
tions, he pointed out, expend huge 
sums to promote new markets and 
protect old ones, and similar progress 
on the part of the electrical industry 
can only be possible “if our industry 
has adequately sold the benefits of 
electrical living and the need for ade- 
quate wiring...” 


Expansion Opportunities 


An expansion in market opportuni- 
ties for 490,000 electric ranges, 345,000 
water heaters, 70,000 refrigerators, 
255,000 dishwashers, 155,000 garbage 
disposers, 305,000 ironers, 1,610,000 
small kitchen and dining appliances, 
1,905,000 small household appliances, 
860,000 fans, and 325,000 radios, was 
foreseen by H. E. Merrill, chairman 
of the plan committee of the National 
Adequate Wiring Bureau, if the home 
building program results in 5,000,000 
adequately wired homes by 1952. 

Mr. Merrill, who is also product 
promotion manager of the wiring de- 
vices divisions of G-E, based his mar- 
ket predictions on the expansion of 
home building which is expected in the 
next five years, on an intensified wir- 
ing program, and on the increased de- 
mand for electrical equipment. 

“We cannot blink the fact that mil- 
lions of new homes are needed,” he 
said, “And somehow, some way, dwell- 
ing units will have to be provided 
. . . Let’s suppose that the year 1952 
could find us with 5,000,000 homes ade- 
quately wired.” He then quoted esti- 
mates for great quantities of service 
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equipment, branch circuits, switches, 
outlets, connection boxes,’ duplex con- 
venience outlets, and the appliance 
figures tabulated above. 


Building Electrical Roads 


Mr. Merrill referred to wiring sys- 
tems as “electrical roads” and com- 
pared the efforts of his Bureau to build 
them to efforts to construct the na- 
tion’s highways. Small amounts of 
wire, switches, outlets, etc., hamper 
their development, he said, just as 
horse and buggy roads hampered the 
development of transportation. “The 
electrical industry,” he emphasized, 
“will realize a greater share of avail- 
able market opportunities only when 
every American home is adequately 
wired.” 


Edwards New President 


Elections of officers for the Associa- 
tion resulted in the naming of Staf- 
forc Edwards, president of Edwards 
and Co., Norwalk, Conn., as president 
for the coming year. He succeeds R. 
L. White, president of Landers, Frary 
and Clark. Leonard Kebler, chair- 
man of the board of Ward Leonard 
Electric Co., Mount Vernon, N. Y., 
was elected treasurer, succeeding Mr. 
Edwards. 

Four new members elected to the 
board of governors were R. A. Hud- 
son sales manager of the electrical 
division of Wagner Electric Corp. ; 
P.M. Bratten, general sales manager 
for Frigidaire; James C. Daley, presi- 
dent of the Jefferson Electric Co.; 
and H. E. Seim, vice-president and gen- 
eral manager of the Bryant Electric 
Co. 

Vice-presidents re-elected included 
W. C. Johnson, vice-president of Allis- 
Chalmers Mfg. Co.; R. W. Turnbull, 
president of Edison G-E Electric Ap- 
pliance Co., Inc.; H. E. Blood, presi- 
dent of the Norge division of Borg- 
Warner; J. K. Johnston, vice-president 
of the National Vulcanized Fibre Co.; 
and Everett Morss, president of the 
Simplex Wire & Cable Co. 


Service Awards 


Three electrical pioneers received 
from the hands of retiring president 
White gold certificates in recognition 
of 50 or more years of service in the 
industry. They were: R. J. Russell, 
vice-president of the Century Electric 
Co.; P. C. Turk, executive assistant 
engineer of the General Electric Co.; 
and W. J. Grady, chairman of the 
Faries Mfg. Co. 


Albert Wells, Radio 
Executive, Dies 


Albert S. Wells, chairman of Wells- 
Gardner & Co., Chicago radio manu- 
facturing firm, died October 14 of a 
kidney ailment. He was 59 years of 
age and is survived by his wife, a son 
and two daughters. 





THE LP CHALLENGE was discussed by 
William J. Cashman, promotion and pub- 
licity director for Landers, Frary and 
Clark. He declared that the electrical 
industry must meet that challenge through 
cooperative effort. 





WIRING is the highway to appliance 
sales, said H. E. Merrill, chairman of the 
plan committee of the National Adequate 
Wiring Bureau. He predicted, among 
other things, that 1,905,000 small appli- 
ances can be sold to a new market 
opened up by the construction of 
5,000,000 wired homes by 1952. 





A CONGRATULATORY handshake is 
offered to Stafford Edwards (right), Ed- 
wards and Co., the new president of 
NEMA, by R. L. White, Landers, Frary 
and Clark head, the outgoing chief 
executive. 
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NOT SO TOUGH: The prospective customer to whom M. J. Young (right), director 
of home freezer sales for G-E, is talking looks both skeptical and resistant, but the 
results of the recent seven-day merchandising test in a Florida town show that 76 
freezers were sold. 


G-E Dealer Sells 76 Freezers 
In Seven-Day Marketing Test 


Reveals 5°/, of Homes 
As Immediate Market 


As the result of a test in a small 
town in Florida where one dealer sold 
76 home freezers in seven days, the 
General Electric Co. has concluded, 
in the words of M. J. Young, director 


of freezer sales, that . the imme 
diate market for home freezers is 
five percent of the nation’s electrified 


homes. More than one percent of the 
electrified homes in the test area were 
sold during the one-week trial period.” 

According to Mr. Young, the test 
had four purposes—to determine the 
size of the freezer market, how to sell 
the freezer, the effect of advertising 
media, and the performance of the 
new G-E unit under adverse climatic 
conditions. The test led him to be- 


lieve that, “ all the sales helps that 
have been used in the promotion of 
more familiar appliances are necessary 


to sell home freezers in such volume 

He said that the test town had 
22,000 inhabitants and a trading area 
of 55,000 persons 
income is slightly $30,000,000 
and per capita income around $1,400 

The test showed that the upper in- 
come group will buy home freezers 
now, but it will be yme time before 
low income eg can be reached 
Sales to age groups in t! 


Effective buying 


trial period 
were well diversified. In practically 
all instances the husband was included 
when the buying decision was made. 


Newspaper Ads Effective 


Strongest pulling power, said Mr 
Young, was newspaper advertising, 
followed by licitation. 
Twenty-one sales resulted from 79 
telephone calls. He said that window 


telephone s 


signs were another strong drawing 
card, 

Although one four-minute radio ad 
and two one-minute plugs were used 
on three successive days, only two 


prospects could be directly traced to 
them, Mr. Young reported, and both 
of these wanted to know if the freezer 
could be used as a refrigerator. 

A well-stocked display sample in 
the store was found essential to sell- 
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ing and an empty one helpful for giv- 
ing the detailed product story. The 
test also indicated that packaging 
materials are a helpful sales aid. Mr. 
Young stressed the fact that the help- 
ful assistance of the local utility com- 
pany and frozen food distributor 
should not be overlooked. 

Most people expressed satisfaction 
with the four foot size of the freezer, 
although customers from rural areas 
indicated a need for 12 to 20 cubic 
foot freezers 

Mr. Young explained that the high 
average temperature and humidity of 
the test area, coupled with its below- 
normal demand for freezers, made it 
a difficult area in which to sell 


Toledo Edison Seeks 


Refinancing Permit 


To meet an expanding demand for 
its services and mounting operational 
costs the Toledo Edison Co. has filed 
in application for a refinancing plan 
vith the Securities Exchange Com- 
mission, the utility’s vice-president and 
general manager, Charles E. Ide, an- 
nounced recently 

The application provides for the re- 
lemption of $54,198,100 of outstanding 
securities, sale of new bonds, bank 
loan notes and preferred stock bearing 
low interest rates, and donation to the 
Toledo Edison by Cities Service Co., 
New York, of $5,000,000 in cash and 
$13,300 of Toledo preferred stock 
vhich Cities Service now holds, Mr 
Ide said. 


Reasons Set Forth 


“Essentially, this refinancing plan is 
a means of decreasing the amount of 
1oney paid by the company to inves 
tors and increasing the amount avail 
able for expansion of our service to 
the Toledo area,” Mr. Ide explained 
He pointed out that the northwestern 
Ohio demand for power has resulted 
in a simultaneous hourly output of 
200,000 kilowatts since July, the high- 
est point in the utility’s history. Since 
July the company has had under con- 
struction additions and improvements 
which will cost more than $4,000,000. 


Washer Assn. Issues 
Book on Cleanliness 


The history of human cleanliness 
—or lack of it—forms an introduc- 
tion to a new book written by William 
Shaw and published by the American 
Washer and Ironer Manufacturers 
Association. Simple Ways to Better 
Cleanliness was created by author 
Shaw to demonstrate the value of 
laundering at home and to instruct in 
the proper use of modern laundering 
equipment for various fabrics and 
articles of clothing. 

In the past, says Mr. Shaw, “there 
has been an absolute dearth of such 
material. The only standard book in 
large use gives but three or four 
lines to the bare recognition that wash- 
ing machines do exist.” His own 
manual tells housewives what it is 
that make clothes dirty, why soap is 
made for cleanliness. He traces the 
development of washing machines 
from the days of King George III of 
England when the first crude ma- 


chines were operated by “boy power” 
to our own modern semi- and fully- 
automatic washers. 


Preparation for Washing 


The book points out that proper 
preparation for washing is as im- 
portant as the operation itself and it 
describes and tells when to bleach, 
when and how to soften water, how 
to rinse, blue, and starch. Cotton, 
linen, rayon, woolen, nylon, and 
knitted fabrics, draperies and cur- 
tains receive individual attention and 
the washing process is followed 
through with a discussion of the use 
of dryers. 

In its treatment of irons and iron- 
ers, the book starts with the chipped 
and polished mushroom-shaped stones 
used by the Vikings and follows iron 
and ironer development down through 
the years. 

To complete his volume, Mr. Shaw 
has included instructions for the care 
of laundering equipment and gives a 
list of common stains and methods 
of removal. 





New Hurley Plant 
At El Monte Calif. 


Recently opened at El Monte, Calif., 
with a “Special Executive Preview” 
was the West Coast plant of the Hur- 
ley Machine Company. The new fac- 
tory covers 50,000 sq. ft. with 10 acres 
of ground, allowing adequate room for 
contemplated expansion. Investment in 
plant and equipment has amounted to 
$350,000 and the estimated annual pay- 
roll is $500,000. 

The new factory is geared to pro- 
duce 300 AutoMagic washers (combi- 
nation clothes washer and dish washer) 
daily. This goal will not be reached 
for some time, however, as employees 
are now being trained for the produc- 
tion line—and there are also the usual 
difficulties in obtaining parts. Eventu- 
ally the plant will also produce 200 
Gladirons daily. The other standard 
washers produced by the Hurley Com- 
pany are not to be handled at this plant. 
Tubs for the washer are made locally 
by the Norris Stamping & Mfg. Co. of 
Los Angeles, all other parts coming 
from the Cicero, IIl., plant of the Hur- 
ley Company. Gladiron parts are all to 
be shipped from Cicero. 

This factory will serve the eleven 
western states, in accordance with the 
Hurley policy under which the plant 
at Cicero will be devoted to the pro- 
duction of parts, which will later be 








FOR THE EXPECTED daily output of 
300 washers and 200 ironers in the new 
plant chairman of the board E. N. Hurley 
will pay his workers an annual $500,000. 


assembled at local plants—at El Monte, 
Calif.; Toronto, Canada; East Pales- 
tine, Ohio; Paris, France; and also in 
London, where the company now owns 
the tooling but is assembling its prod- 
uct in someone else’s plant. Chairman 
of the Board E. N. Hurley attended 
the opening ceremonies. John Gunder- 
son is general manager and sales man- 
ager for the El Monte factory. Arthur 
Clark is production manager. 


FAST ACTION: Workmen waste no time in assembling Thor clothes washer-dish 
washers at the new plant of the Hurley Machine Division of the Electric Household 
Utilities Corp. in El Monte, Calif. The facilities include a 50,000 square foot factory 
on a ten acre plot. 
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Noma Plans 1947 Production of 
Freezers, Refrigerators, Heaters 


Estate-Heatrola to 
Carry Major Burden 


Refrigerators, home freezers, de 
luxe kitchen cabinets, stainless steel 
kitchen sinks, and electric and gas 
het water heaters will be produced by 
the Estate-Heatrola division of Noma 
Electric Corp. during 1947, it was 
announced recently by John M. Bess, 
new executive vice-president of the 
company’s appliance divisions. 

The move came as no surprise to 
leaders in the appliance industry, 
however, as it was indicated by 
Noma’s recent expansion moves which 
included purchases of the Estate Stove 
Co., Refrigeration Corp. of America, 
and the Pollak Manufacturing Co. 
and the appointments of Mr. Bess, 
Joseph H. Ward, executive vice-presi- 
dent of the parent company, and Dr. 
Boris Emmet, special merchandising 
adviser to president Henri Sadacca. 

Mr. Bess said that the home freezers 
would be manufactured in 4, 6, 12, 
and 22 cubic foot sizes but said that 
full details were not yet available as 
to the designs and dimensions of the 
entire Estate line. The 1947 line of 
ranges will, however, be completely 
new and the Estate-Heatrola space 
heaters will include gas Heatrolas, 
small gas heaters and gas floor 
furnaces. 


Establish Factory Branches 


“Estate will spearhead Noma’s bid 
for leadership in the appliance field,” 
said Mr. Bess, “ . and the addition 
of the new items will bring new 
interest and new profit opportunities 
to the 6,500 Estate dealers through- 
out the country.” 

Distribution of the new appliances 
will be furthered by the operation of 
17 factory branches in major cities 
which will consolidate the display and 
warehousing of all Noma products. 
Independent distributors will continue 
to function in conjunction with com- 
pany facilities. 

Mr. Bess said that production of 
the Estate home freezers would be 
accomplished in the plants of the Re- 
frigeration Corp. of America and 
that manufacturing facilities of the 
Pollak division would be utilized for 
both Estate and Refrigeration Corp. 
In answer to the question as to what 
effect the introduction of Estate home 
freezers would have on Refrigeration 
Corp. activities, he explained that 
its Frigid-Freeze farm and home 
lockers will continue to be promoted 
through community locker plants, 
Frigid-Freeze Centers and depart- 
ment stores associating themselves 
with the “related selling” plan. 

He further indicated that the 1947 
Refrigeration Corp. expansion pro- 
gram calls for intensified effort in 
the commercial and _ institutional 
frozen food cabinet field. The Frigid- 
Freeze line includes reach-ins, pre- 
fabricated sectional walk-ins especially 
for low temperature, and four sizes 
of ice cream cabinets. 


Widespread Promotion 


To promote the new Estate products 
the company is readying the largest 
advertising campaign in its history. 
National magazines, newspapers, and 


consumer and dealer education pro- 
grams are scheduled. 

Mr. Bess, who is president of Re- 
frigeration Corp. of America, is also 
executive vice-president of the Noma 
appliance divisions which include 
Estate-Heatrola, Frigid-Freeze, Pol- 
lak, and K—D Lamp. General sales 
manager is Cecil M. Dunn. Harvey 
Farber is vice-president in charge of 
sales for Refrigeration Corp. All 
Noma operations other than durable 
household goods are under the direc- 
tion of Joseph Ward, executive vice- 
president. These divisions include: 
Noma Lights, Noma Plastic Products, 
Noma Toys, Nuevo Industries, Flei- 
schaker and Baum, Pressed Products 
Corp., Glolite Corp., and the Ansonia 
Electric Division. 


Presteline Distributors Hold 
Sales Meeting in Chicago 


Seventy representatives from 11 
midwestern distributors of appliances 
made by the Pressed Steel Car. Co., 
Inc., met in late October for a Preste- 
line sales meeting in the demonstration 
hall of the Commonwealth Edison Co., 
Chicago. 

Harry Ryan, RCA Victor Distrib- 
uting Corp. and member of the Preste- 
line distributors’ advisory committee, 
was master of ceremonies for the pro- 
gram which covered “Pressed Steel 
Car Co.—Past, Present and Future.” 

The past history of the company 
was narrated by Joseph G. Howland, 
advertising manager. The tenets of 
the policy of democracy in business 
were reiterated by A. Raysson, gen- 
eral sales manager, who also described 
future plans. 

The Presteline range was presented 
by L. J. Lieberthal, assistant general 
sales manager, and Dick Klein, assist- 
ant to the general sales manager. 
The firm’s 1947 advertising program 
was described by Armin Friedman of 
the American Weekly. Mrs. Amber 
C. Ludwig, home economist, gave a 
two hour cooking demonstration. 











A BUCKET OF PENNIES was saved 
by Mrs. Wallace Barlow of Mount Shasta, 
Calif., to purchase a Bendix home laun- 
dry. She started saving in 1937 in order 
to amass the 21,750 coppers that she 
trundles into the store of C. F. Gower, 
local dealer. 
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WELCOME TO OUR CITY: Chattanooga Chamber of Commerce leaders, who 
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sparkplugged welcome festivities for the opening of the new Norge plant in their city, 


greet Norge executives at reception dinner. 


Left to right: R. W. Gifford, Norge 


vice-president and assistant general manager; H. E. Blood, president; Joe V. Mc- 
Laughlin, Chamber president; T. F.- Gifford, plant manager; and Dr. Spencer J. 


McCallie of the Chamber of Commerce. 


Norge Launches 
Chattanooga Plant 


The city of Chattanooga, Tenn., un- 
rolled its plushiest welcome mat last 
month for the formal opening of the 
Norge division of Borg Warner’s fifth 
plant, a 17 acre mastodon dedicated 
to the production of hermetic refrigera- 
tor compressor units. 

An active Chamber of Commerce, 
rejoicing in an opportunity to pub- 
licize concrete evidence of the South’s 
industrial growth, feted Norge officials 
in a two-day program beginning Octo- 
ber 17th with a dinner, cocktail -party, 
press luncheon, a tour of the city and 
a visit to the plant. Norge executives 
who were thus happily received in- 
cluded Howard E. Blood, president and 
general manager; R. W. Gifford, vice- 
president and assistant general man- 
ager; John Park, secretary-treasurer ; 
M. G. O'’Harra, vice-president and 


director of sales; H. L. Clary, general 
H. MacMahon, di- 
rector of advertising and public rela- 
tions; and T. F. Gifford, manager of 
the Chattanooga plant. 


sales manager; C 


Norge’s southern home, including a 
main building 820 by 120 feet, was 
purchased from the War Assets Ad- 
ministration last spring for $360,000 
Since then the company has installed 
$125,000 worth of air conditioning 
equipment and $500,000 worth of ma- 
chinery. According to Theron Gif- 
ford, the manager, all five parts for 
the compressors will be fabricated 
there and then shipped to Muskegon, 
Mich., for assembly at the main plant. 
To Chattanooga, 66th largest Ameri- 
can city with approximately 195,000 
inhabitants, the coming of Norge was 
indicative of more than a growing in- 
dustralization; it also meant a yearly 
payroll for some 800 or 900 native 
workers. 


CPA Denies Steel Priority 
Extensions To Range Makers 


Restricts Aid to Army, 
Housing and Containers 


The Civilian Productiot Adminis- 
tration has rejected an appeal made 
by the Electric Range Industry Advis- 
ory Committee for extension of steel 
priorities to stove manufacturers and 
other consumer durable goods. 

Effect of the decision is to re-affirm 
CPA’s policy of limiting positive as- 
sistance in obtaining steel only to the 
veterans’ containers, re- 
quirements for the armed services and 
the Government’s export programs. 
Announcing the decision, CPA Ad- 
ministrator J. D. Small explained: 

“We have now practically full pro- 
duction and full employment. Extra 
steel for one industry can only come 
from taking it away from others that 
need it just as mych.” 


housing, 


Request a Test Case 


Request of the electric range com- 
mittee was considered a “test” case 
in Washington, where pressures have 
been building up for some time for 


re-imposition of wartime allocation of 
steel as between competing civilian 
industries. The committee argued that 
the durables producers needed priority 
aid to insure that they would be able 
to continue through the fourth quarter 
the production rates they had at- 
tained in July and August. 


Steel Allocation 


Total amount of steel being allo- 
cated for fourth quarter is 1,395,000 
tons out of an overall anticipated 
production of something short of 20 
million tons. 3reakdown of the 
priority programs is as _ follows: 
Housing, 326,000 tons; containers, 
459,000 tons; exports, 345,000 tons; 
military, 223,000 tons, and Schedule 1 
of PR28, 42,000 tons. 

Range production for the months of 
July and August was 57,000 and 66,000 
units respectively and the latter figure 
was 40 percent above the 1940-41 
average rate of 47,000 units. 
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LEIS AND LAUNDROMATS: Honolulu recently had its premier showing of the 
Westinghouse Laundromat with presentations to dealers and consumers by the 
Hawaiian Electric Co., Ltd. In this photo Miss Marian Bulow, home laundry specialist 
















































for the utility, demonstrates the appliance's features to interested potential owners. 
Assisting at showing was J. A. Brown, Pacific Coast manager for Westinghouse. 


WOMAN'S IDEA OF PROGRESS: This display at the recent Southern States 
Fair in Charlotte, N. C., was arranged by the women of the Home Demonstration 
Club of Cooks Memorial Community to show how their organization had helped 
achieve emancipation from household drudgery. The old-fashioned lady at the right 
had no picnic with her laundry—even if she did do it out of doors. The inference, of 
course, is that with a Bendix the housewife can relax in that chair and let electricity 
do the work. 


ENCIRCLED: Helen Walsh of the General Electric Co.'s Buffalo tube works is 


surrounded by cathode ray television tubes for home television sets. 
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All-Electronic Color Television 


Introduced in RCA Demonstration 


Experimental Nature of System Stressed; 


The first public demonstration of 
electronic color television pictures, pro- 
duced by all-electronic means, was pre- 
sented by the Radio Corporation of 
\merica recently in RCA laboratories 
in Princeton, N. J. According to RCA 
engineers the new system is a com- 
plete departure from mechanical color, 

s flickerless, and has been made prac- 
tical without rotating discs or other 
moving parts. 

An important feature of the new 
method is that it will not cause ob- 
solescence of present black-and-white 
eceivers, even 1939 models. An inex- 
pensive radio-frequency converter is 
he only thing necessary to change over. 
In addition, it is claimed that color 
television sets will be able to receive 
black-and-white programs, and when 
electronic color television is established 
as a broadcasting service, black-and- 
vhite receivers will be able to repro- 
duce color broadcasts in monochrome. 

David Sarnoff, president of RCA, 
has announced that the new color sys- 
tem will be available to the entire in- 
dustry, adding that his firm has decided 
to hold public demonstrations as ap- 
paratus becomes available for each suc- 
cessive step. The present showing of 
still pictures, he said, will be followed 
hy color pictures in motion, then out- 
door scenes, and finally presentation on 


large-size theater screens. 


Dr. C. B Jolliffe, executive vice- 


5-Year Development Schedule Outlined 


president in charge of the RCA Labo- 
ratories Division, declared that the ob- 
vious superiority of all-electronic color 
to any mechanical system “takes the 
isstie of color television out of the 
range of controversy.” He went on to 
point out that the new process is 
definitely not ready for commercial de- 
velopment; it is in the experimental 
laboratory stage, the idea now being 
to demonstrate the principle itself. The 
December, 1945, prediction of RCA 
engineers that five years would be re- 
quired to make color television feasible 
as a regular broadcast service still 
stands. Since the main problem now is 
production of equipment, Dr. Jolliffe 
has released the RCA timetable for 
future demonstrations, which adds four 
stages to the still pictures just pre- 
sented. The schedule calls for: 


(1) Motion picture films within 3-months. 

(2) Live-action studio scenes by the 
middle of 1947. 

(3) Outdoor action scenes by the latter 
part of 1947. 

(4) Large-screen theater-size pictures in 
1948. 


Niles Trammell, president of the Na- 
tional Broadcasting Co., stated: “We 
will include the new RCA electronic 
color system in our plans to establish 
uation-wide television, for this practical 
color system can be fitted into an ex- 
panding service.” 


Neece Demands Small Correct 
Cleaner Shortage Statement 


Says Shipment Totals 
Contradict CPA Head 


CPA administrator John D. Small 
‘ot swept up into an altercation with 
the vacuum cleaner industry last 
month which promised to leave him a 
much chastened man. Statements 
published by him to the effect that 

omen cannot obtain household vac- 
ium cleaners “and have little hope of 
getting them for a while” brought 
rompt correction from Bret C. Neece, 
president of the Vacuum Cleaner 
Manufacturers’ Assn. He telegraphed 
Me. Small that his assertion was “so 
grievously at variance with the true 
iationwide state of affairs that we be- 
lieve even superficial investigation by 
ou will convince you that the direct 
pposite is true.” 

In his message, Mr. Neece quoted 
figures to show that vacuum cleaner 
production is at an all-time high and 
added that Mr. Small’s statement 
“does much injustice to an industry 
which is amply serving current con- 
sumer needs and of course cannot help 
but discourage many homemakers or 
convey an utterly wrong impression 
to them.” He asked “iull and wide 
correction” at the earliest possible 
moment. 

Mr. Neece’s telegram read in part 
as follows: 

“Newspapers from coast to coast 
quoted you on October § as stating 
that people get the idea that there is 
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a great shortage of consumer goods 
‘because there are a few things, such 
as autos, refrigerators, radios and 
vacuum cleaners they can’t get and 
have little hope of getting for a while. 
These things loom large in their 
minds because they are so desperately 
anxious to get them.’ 

“As far as vacuum cleaners are con- 
cerned this statement is so grievi- 
ously at variance with the true nation- 
wide state of affairs that we believe 
even superficial investigations by you 
will convince you that the direct 
opposite is true. 

“On September 27 we presented to 
the OPA a large file of retailers’ ad- 
vertisements, collected from many 
newspapers throughout the United 
States, offering new vacuum cleaners 
for sale with immediate delivery. 
Current field investigation by repre- 
sentatives of our member companies 
further corroborates the fact of this 
nationwide availability. 

“This industry did a magnificent job 
of quick reconversion to production 
for civilian needs. From January to 
August of this year factory sales of 
household vacuum cleaners, based, of 
course, upon complete changeover 
from war manufacturing, almost 
doubled. August factory sales of 
domestic-size vacuum cleaners, latest 
figures available, hit an all-time high 
of 225,165 units, and for each of the 
three consecutive months, June, July 
and August, factory sales exceeded 
any previous month’s sales in the 
history of this industry.” 
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All-aluminum home-freeze cabinet is friendly to frozen foods 


Reynolds Eskimo Freeze, 
all-aluminum 


the great new 
unit, 
outstanding features that build fast sales. 


home-lreez offers 


Inner and outer walls and lid are of 
Reynolds Lifetime Aluminum . . 
vious to food odors. . 


. Imper- 
. non-staining ... 
easy to clean. Aluminum 
is the natural metal for refrigeration. Be- 
cause of its high conductivity, tempera 


non-rusting ... 


tures are conducted more rapidly and 
efhciently between the refrigerant and the 
freezer compartment, which means more 
even freezing and more efhcient operation. 
Ihe entire evaporator is aluminum... 
liner... . suction tube... 
even the capillary is aluminum. Reynolds 


. accumulator . . 


Eskimo Freeze is compact and portable. 
Weights only 185 pounds. It can be moved 
from apartment to apartment or town 
house to summer house. 


A capacity of 6 cubic feet allows the 
Reynolds Eskimo Freeze to hold approxi- 
mately 210 pounds of assorted foods. It is 
equipped with a 1/5 H.P. hermetically 
sealed compressor using Freon 12 refrig- 
erant. Four inches of approved insulation 
keeps operating time down toa minimum. 
Red light on the front center of the cabi- 
net warns against unit failure. 


Reynolds is preparing a long-range pro- 
gram in the refrigeration field and already 


has appointed some of the best organiza- 
tions in the country as distributors. There 
are a few distributor territories still open. 
Dealer inquiries are welcomed. Write 
Reynolds Metals Company, Refrigeration 
Division, 2557 South Ninth Street, Louis 
ville 1, Kentucky. 





SPECIFICATIONS: 


Length 40”—height 37”—width 28”. In 
side dimensions: Length 32”—width 20”— 
depth 16 9/16”. Weight only 185 pounds. 


Exterior finished in white baked enamel. 
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lifetime of thanks = 
ive a NUTONE “Symphonic” na ae ad 
ones year, its eight lovely bo erate ~ 
bring cheer (and a thought of you ——. 
callers come. And if that bucky — — 
too much elbow room, they'll be — co 
fui for the “Symphonic’s” compact elegance 
14 inches high! j 
hes disappointment at Christmas. a 
NUTONE “Symphonic” Door Chime = 
years electric shop, hardware, of — - 
store.Other NUTONE Chimesare $3.9510$ 95. 


You'll get @ whole 


GREETING OF ALL... 


This NUTONE ad appears, in color, in THE 
SATURDAY EVENING POST for November 9. 


Uuithen reason why 
your Nulowe Chimes 


Now / 


* All year, NUTONE ads like the 
























one on your left have been sell- 
ing the gift-appeal of NUTONE 
Door Chimes. As a result, you 
can expect more people than 
ever to give NUTONE chimes 


this Christmas. 


Order your NUTONE Door 
Chimes... NOW! With Christ- 
mas practically here, you can’t 


afford to wait. 


NUTONE IS THE WORLD'S LARGEST 
MAKER OF DOOR CHIMES 


All products bearing the NUTONE 
trademark are fair-traded in all 
fair-trade states. 


NUTONE 











DOOR CHIMES 









NUTONE INCORPORATED, MERCHANDISE MART, CHICAGO 54; 
200 FIFTH AVE, NEW YORK 10; 931 EAST 3ist ST, LOS ANGELES 11; TERMINAL SALES BLDG., SEATTLE 1 
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NEW POSITIONS 











McGraw Electric Co. 


Clark M. Osterheld was recently 
lected to a vice-presidency in the 
McGraw Electric Co. and will con- 
inue to serve as general manager of 
the Clark Water Heater Division, Chi- 


Wilcox-Gay Corp. 


( M. Wilcox, president of the 
Wilcox-Gay Corp., has announced the 
appointment of Roy Wensley to the 
position of general manager. Mr. 


Wensley started in business with 





C. M. OSTERHELD 


cago. Mr. Osterheld is the holder of 
75 patents on electric water heating 
and related inventions and originated 
the element around which the present 
Clark water heater is built. In 1945 
he succeeded the late Arthur E. Julian 
as general manager for the company’s 
water heaters. 


Toastmaster Division 


The appointment of Arthur S. Mil- 
ler as sales manager of the domestic 
appliance department was recently an- 
nounced by W. E. O’Brien, general 
sales manager of the Toastmaster 





A. S. MILLER 


Products Division. Mr. Miller joined 
the company in 1940 as New York 
district manager, becoming eastern dis- 
trict manager in 1941. In 1942 he was 
given a special leave of absence to 
serve as a special agent with the F.B.I. 
and later rejoined the firm as eastern 
sales manager. Before joining the 
firm he was employed by the R. H. 
Macy Co., New York department store 
organization. 


Cory Corp. 


Theodore Major, former Cory sales 
supervisor who ingeniously demon- 
strated the company’s coffee brewers 
by using them to drive nails, was re- 
cently promoted to treasurer and comp- 
troller. He joined the firm in 1933 
and was advanced to office and credit 
manager in 1943, 
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ROY WENSLEY 


Westinghouse in 1916 as a_ switch 
board design engineer. He joined the 
ITE Circuit Breaker Co. in 1935 and 
became general manager in 1941. 


National Enameling and 
Stamping Co. 


Alfred J. Kieckhefer, president of 
the National Enameling and Stamp- 
ing Co., has announced the appoint 
ment of Charles O. Slaby as sales 
manager of the Nesco stove and heater 
division with offices in Milwaukee, 
Wis. Mr. Slaby joined the company 
as assistant sales manager for his 
division. Formerly he served as buyer 
in the stove division of a distributing 
company and later as chief of the 
stove section of the consumer goods 
division of the OPA. 


Waverly Products, Inc. 


Richard M. Scanlon, former adver- 
tising manager of General Cable 
Corp., has been appointed to the same 
position with Waverly Products, Inc., 





R. M. SCANLON 


3ridgeport, Conn., and Prima Prod- 
ucts, Inc., New York, according to 
an announcement by Milton P. Schre- 
yer, president of both companies. Be- 
fote joining the cable company two 
years ago Mr. Scanlon was in the 
sales and advertising departments of 
Remington Rand. Waverly Products 
manufactures the Steam-O-Matic and 
Petipoint irons. 


1946 


Perfex Corp. 


Carroll E. (“Borie”) Lewis has 
been elected executive vice-president 
of the Perfex Corp., according to a 
recent announcement by Julius K. 
uthe, president of the Milwaukee tem- 
perature control manufacturing firm. 
Mr. Lewis became associated with the 
company in 1944 as vice-president and 
manager of the controls division. He 
was formerly employed in the Delco 
appliance division of General Motors 
where he 


served as general sales 
manager for five years. 


Aviola Radio Corp. 


Marvin J. Ate. onetime executive 
vice-president of the Detrola Radio 
Corp., has become president of the 
\viola Radio Corp. to succeed the 
late John J. Ross. Mr. Alef was 
formerly vice-president and general 
manager of the Lee Anderson Adver- 
tising Co. and later assistant to the 
president and general manager of the 
army ordinance division of Willys- 
Overland 


Sylvania Electric Products, Inc. 


Three appointments in three sepa- 
rate divisions of Sylvania Electric 
Products, Inc., were 
nounced by the company 

Neal Jacobus, former Navy lieuten- 
ant commander, has joined the com- 
mercial engineering department of the 
lighting products division, according to 
Harris Reinhardt, manager of com- 
mercial engineering. 

The newly created post of product 
manager of the radio tube division has 
been filled by the appointment of Mil- 
ton E. Lauer, reports H. Ward Zim- 
mer, vice-president. Mr. Lauer, former 
production clerk, production control 
supervisor and production planning 
manager, will report directly to Mr. 
Zimmer and will be responsible for 
coordination between manufacturing, 
engineering, sales, and administrative 
departments. From 1944 to 1945 he 
was associated with the Radio and 
Radar Branch of the WPB. 


recently an- 


Lighting Division 


W. C. Lounsbury, former manager 
of the lighting department of the Lake 
Superior District Power Co., has 
joined the lighting division sales de- 
partment, according to an announce- 
ment by C. A. Burton, central divi- 
sion sales manager. Mr. Lounsbury 
will have offices in Chicago. At one 
time he originated and executed a 
prize-winning lighting sales campaign 
sponsored by the Edison Electric In- 
stitute. 


Majestic Radio & Television Corp. 


The new general sales manager of 
Majestic Radio & Television Corp. is 
A. J. Lindholm, former west coast 
divisional manager, vice-president 
Parker H. Ericksen announced re 
cently. Concurrent with the appoint- 
ment of Mr. Lindholm, Carlos V. del 
Mercado has been moved up from 
assistant general sales manager to 
radio sales manager. L. L. Suritz con- 


tinues as record sales manager. 


Simmons Co, 


Robert W. Bailey, Jr., has been ap- 
pointed a blanket specialist for the 
Simmons Co. by R. J. Cochran, gen- 
eral manager of the company’s blanket 
division. Mr. Bailey joined the com- 
pany’s advertising department in 1937 
after several years with the market re- 
search and merchandising department 
of the Chicago Daily News. 


Monitor Equipment Corp. 

Howard Traynor has been appointed 
manager of the service department for 
the Monitor Equipment Corp. Prior 





HOWARD TRAYNOR 


to joining the firm he spent four years 
with Rex Cole, Inc., as a branch serv- 
ice manager. Previously he spent six 
years as warehouse manager for the 
G-E refrigeration machine factory. 


Casco Products Corp. 


Harry H. Friedman has been ap- 
pointed assistant advertising manager 
of the Casco Products Corp., Bridge- 
port, Conn. Mr. Friedman held edi- 
torial positions on the Fairfield News 
and the Stratford News, Connecticut 
newspapers, prior to joining the Ro- 
zene Advertising Co. During the war 
he was a public relations aide in the 


AAF. 


New Sylvania Appointees 





NEAL JACOBUS 


M. E. LAUER 





W. C. LOUNSBURY 
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NEW POSITIONS 








Yale and Towne Mfg. Co. 





T. J. FREMD 





Whiting Corp. 


Howard R. Roberts, general sales 
nanager of the refrigerator division 
the Whiting Corp., Harvey, IIl., 





CLARE F. JACK 


Co. employe, as Milwaukee district 
sales manager. Another former Mo- 
tor Products man, Clare F. Jack, has 
been named Cleveland district sales 
manager to supervise the sales of 
home freezers. Arthur M. Truc has 
joined the company’s sales organiza- 
tion in Chicago 
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Westinghouse Electric Supply Co. 


Several recent personnel changes 
announced by the Westinghouse Elec- 
tric Supply Co. include the appoint- 
ment of Robert M. Nichols, Jr., as 
northern California district sales pro- 
motion manager for appliances. He 
vas formerly branch appliance pro- 
motion manager in Salt Lake City, 
Utah. Mr. Nichols has been con- 
nected with ee since 1934 
except for a tour of Wuty in the Army. 

New zone appliance manager in 
Wheeling and Clarksburg, West Va., 
is W. A. Dorsey, former appliance 
salesman in Wheeling. He joined the 
company in 1942 as a salesman. 

In the Seattle territory R. D. Con- 
stable has been named branch appli- 
ance manager, succeeding R. S. Sloan, 
recently promoted to district appliance 
manager in San Francisco. Mr. Con- 
stable worked with WESCO, Seattle 

hen known as the Fobes Co.) from 
1923 to 1928 as salesman. After war 
service in the Navy he returned to 


Seattle as an appliance salesman. 


Telex, Inc. 


W. J. Heacock has been appointed 
sales manager of Telex, Inc., Min- 
neapolis manufacturer of hearing aids, 





W. J. HEACOCK 


Ra Pillow Speaker, Telemold, 
| Monoset, according to Allen 
Hempel, president. Mr. Heacock is 
ted by the firm as being the 

tor of the direct selling plan in 


hearing aid industry. 


Sun-Kraft, Inc. 


Sun-Kraft, Inc., has announced the 
addition of four men to its Chicago 
sales force. They are: Robert E. 
Sim, James Whitney, Roy I. Nilsson, 
and Daniel R. Mickey. Sales director 
Mrs. Sylvia Miller explained the ad- 
ditions as necessary to keep pace with 
the company’s new policy of limited 
sales distribution. 


Curtis Lighting, Inc. 


Charles H. Burch, recently a colonel 
in the Signal Corps, has rejoined Cur- 
tis Lighting, Inc., as sales representa- 
tive in the Detroit territory. He 
originally became affiliated with the 
firm as a. salesman in the Atlanta 
territory. 


General Electric Co. 


T. C. Ohart has been promoted to 
health lamp sales specialist for the 
G-E Lamp Department, Nela Park, 
Cleveland. Since 1945 Mr. Ohart has 
served as district engineer for the de- 
partment’s Empire sales district at 
Buffalo and he now succeeds J. A. 
Hodges who recently resigned to join 
the Solar Light Mfg. Co., Chicago, 
as vice-president in charge of sales. 





T. C. OHART 


Mr. Ohart joined G-E in 1929 and 
aiter taking the company’s three year 
advanced engineering course was trans- 
ferred to the Lamp Department as a 
member of the special lamp bureau 
staff. During the recent war he 
served as a major in Army Ordnance 
and is the author of a text book about 
ammunition entitled Elements of Am- 


munition, 
> 


Wayne Home Equipment Co. 


John J. Thurston has been placed 
in charge of the eastern and New Eng- 
land sales division of Wayne Home 
Equipment Co., Inc., until a manager 
can be appointed for the New England 
sales division, it was announced re- 
cently by B. G. Duer, vice-president 
in charge of sales. Mr. Thurston has 
been a heating specialist for the com- 
pany for 15 years. 


Verd-A-Ray Corp. - 


New Minneapolis district repre- 
sentative for the Verd-A-Ray Corp. 
is Fred Hallberg whose appointment 
vas recently announced by Leonard 


Holzman, midwest division manager. 





FRED HALLBERG 


Mr. Hallberg was formerly asso- 
ciated with General Mills and with 
the Minnesota Mining & Mfg. Co. 
For four years he handled sales in 
China for the National Aniline and 
Chemical Co. and for three years was 
assistant European manager for the 
same concern. 


NOVEMBER 15, 


Iceberg Refrigerated Locker 
Systems, Inc. 


Robert C. Coburn, former lieuten- 


ant commander in the Navy, has beer 
appointed a sales representative in th: 


New York area by Iceberg Refrigera- 
ted Locker Systems, Inc. He was 
formerly affiliated with the sales divi 
sion of the Long Island Lighting Co 
and Rex Cole, Inc. 


Radio Corp. of America 


Harry FE. Erickson has been ap 
pointed assistant manager of the edu 


cational sales division of RCA Victor 


it was announced recently by Walter 
M. Norton, director of distribution 
Mr. Erickson, formerly 16mm equip 


ment regional sales manager for Chi 


cago, will act as liaison between the 
educational sales department and the 
various product departments. His 


headquarters will be in Camden, N. J 


Firestone Tire and Rubber Co. 

J. F. Faunce, former division mer- 
chandise manager in charge of ap- 
pliances, radios, toys, and housewares, 





J. F, FAUNCE 


has been promoted to assistant me: 
chandise manager of the Fireston: 
Tire and Rubber Co., according to an 
announcement by Gordon V. Mead, 
merchandise manager. When Mt: 
Faunce first joined the company 
1931 he was put through the college 
training class. After serving as a stor: 
manager in the field he was assigned 
to the sales department in Akron in 
1934. 





W. J. BERTOLETTE 


Mr. Mead also announced the pro- 
motion of W. J. Bertolette to Mr. 
Faunce’s old position as division mer- 
chandise manager in charge of ap- 
pliances, radios and housewares. He 
was formerly in a similar position for 
batteries, spark plugs and other auto- 
motive and aircraft supplies. 
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: HERE'S FULL-RANG 
| WITH exdra- Low SEGMEN” 





@ Full-range, choose-your-heat 

dial for safe ironing on any 

@ THE ARVIN IRON HAS ALL THE FEATURES WOMEN WANT—the fea- fabric including the new syn- 

i thetics; 1,000-watt, rod-type, 

“cast-in” heating element; light- 

weight aluminum sole plate; 

about. The Arvin Automatic Electric Iron is a real leader—a leader in tapered point and beveled edge, 

{ air-cooled, easy-grip handle; 
heel stand. 


tures that bring them into your store—features they tell their friends 


iron sales ... a leader for your appliance department... a leader for 


your store. Nationally advertised at $10.65, and now in full production. 


, | “WGN ig bake on mony Tae preaede Tron saat - 
| NOBLITT-SPARKS INDUSTRIES, INC., Columbus, Indiana | 
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The complete line of Norge major appliances—built to be the 













greatest values in the field—provides Norge dealers with a wide- 
range profit opportunity. Each product is jam-packed with buy- 
appeals. Each product is built for efficient, lifetime, trouble-free 
operation. Widespread public acceptance and powerful, interest- \ 
arousing advertising will bring plenty of prospective buyers to 
Norge retailers for these fine products of experience. . . .“The Best 


Dealer in Town Sells Norge.” 


E 


A BORG-WARNER IMDUSTRY 
Norge is the trade-mark of Norge Division, Borg- 
Warner Corporation, Detroit 26, Michigan. In 
Canada: Addison Industries, Ltd., Toronto, Ontario. 
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There's thrilling new beauty, efficiency and economy in the 
new Norge electric ranges . . . engineered and built for 
matchiess cookery. 











FOUR 
MODELS 


. . ™~ . 
The vertical six-foot freezer, together with the chest-type 
models for home and farm, proqides.a new source of exciting 
profit-volume. 








3 
5) “s 
FOUR 
MODELS 


The “Ro-ta-tor” washer gives users the exclusive Norge 
triple washing-action, offers prospects new advantages for 
happier washings at less cost. 
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FIVE 
MODELS 


New “Rollator’* refrigerators have greater eye and buy 
appeal, with more frozen-food space, freezer flexibility, 
upright bottle space and shelf area. 


*Trade-mark registered U. S. Patent Office and foreign countries 





THREE 
4A MODELS 


Norge gas ranges combine all the important, advanced 
features that bring greater efficiency, real beauty and more 
economy to users. 


FOUR 
MODELS 





The finest line of home heaters in Norge history provides 
real profit opportunity for dealers who promote the wide 
range of models, 
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6 seconds to go! The ball snaps into lightning play . . . three swift passes down the floor, 
and ... suddenly a flying forward appears under the basket! He has the ball! A flip... 
and it’s in for the Championship! 


Easy? Far from it! That dazzling play was painstakingly practiced again and 
again for split-second timing, precision, teamwork . . . skill that was gained by 
week after week of passing, dribbling, pivoting, shooting —'til they had everything 
it takes .. . ahead of time .. . to win! 


PREMIER IS GETTING READY AHEAD OF TIME, TOO... . with a carefully timed 
program to get you ready for the competitive days ahgad when vacuum cleaners 
will again have to be sold. Hefe’s how this program will help you score: 
ONE—by taking advantage of the growing trend to “brand-name” buying with 
153,468,081 messages advertising Premier quality in 8 leading national 
magazines that are read by practically every one of your customers! TWO—by 
making it easy for every salesman to qualify as an expert in selling Premier 
cleaners, with unique sales training manuals, demonstration films, sales kits, etc. 
THREE-—point-of-sale merchandising helps, including brilliant neon-fluorescent 
signs, descriptive literature, novel on-the-spot displays that bring buyers into 
your store... and out of your store with a brand-new Premier! It’s an all-out, hard- 
hitting program that’s timed so you'll have everything you need to get set to sell! 
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PREMIER VACUUM CLEANER DIVISION GENERAL @ ELECTRIC 1734 IVANHOE ROAD + CLEVELAND 10, OHIO 
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THERMADOR Range 


Thermador Electrical Mfg. Co., 5119 Dis- 
trict Blvd., Los Angeles 22, Calif. 


Device: 2-oven, 6 surface unit range. 

Selling Features Equipped with 2 
separate over-sized 18 in. ovens, 
each spacious enough for large 
roaster, making it possible to bake, 
broil or roast two different foods at 
different temperatures; 6 surface 
units—3-2200, 3-1300 watts and 2 
smokeless broilers ; each oven equip- 
ped with oven light, non-tilt oven 
racks and its own temperature con- 
trol, temperature indicator and 
selector switch; other features in- 
clude Telechron automatic timer 
clock, Minute Minder, 1l-piece acid 
resisting top, rust-resisting white 
porcelain enamel finish; 444 x 24 
in. floor area 

Electrical Merchandising, November 
15, 1946. 














ROTISS-O-MAT 


Rotiss-O-Mat Corp., 2215 Steinway St., 
Astoria 5, L. |., N.Y. 


Device: All-electric, automatic, Ro- 
tiss-O-Mat broiler and roaster in 
one. 


Selling Features: Self-rotating skewer 
makes possible golden-brown juice- 
sealed roasts and poultry; self bast- 
ing; self-turning; self-cooking; can 
be brought to dining room table; 
removable, heat-resistant “Hercu- 
lite’. glass; nickle-plated 1-piece 
3-position grill; removable alu- 
minum drip pan; stainless steel 
skewer; Nichrome element, 1200 
watts, 110 volts, a.c. only; patented 
easy-opening hinged cover; no 
steaming or smoking; easy to clean; 
3-position grille makes it possible 
to cook steaks rare, medium or well 
done. 

Electrical Merchandising, November 


15, 1946. 


UNIVERSAL Floor Polisher 
Landers, Frary & Clark, New Britain, Conn. 
Device: Universal floor polisher. 
Selling Features: Equipped with 
finger-tip switch and tough bristle 
brush; weighs 163 lbs.; polishes into 
corners and squarely up to base- 
boards; felt roller; baked blue 
crackle enamel; pressed steel frame 
and steel handles; finger tip switch 
below rubber pistol grip assures 
complete control of polisher at all 
times; tough bristle brush revolves 
on bearings which requires no oil- 
ing. Motor, slightly less than 1 h.p. 
uses from 500 to 525 watts. 
Electrical Merchandising, November 
15, 1946. 
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CURLEY Hotplate 


Curley Electric Mfg. Co., 6104 W. Wash- 
ington Blvd., Culver City, Calif. 
Device: Curley solid grill hotplate. 
Selling Features: Solid grill nickel 
chrome unit completely embedded 
in rock to give trouble-free service; 
560 watts, 110-120 volts, a.c. or d.c.; 
black, red, green and brown wrinkle 

finish, 
Electrical Merchandising, November 
15, 1946. 

















SNAPIT Door Chimes 


Cable Electric Products Inc., 84-90 North 
9th St., Brooklyn 11, N. Y. 


Models: No. 600C, 620C and 630C. 


Selling Features- No. 600C sounds 


one note—No. 620C sounds 2 
notes; No. 630C sounds 2 notes for 
front door and 1-note for rear door. 
All models have improved “tuning 
fork” principle—forks rigidly fast- 
ened to casings; ivory plastic cas- 
ings. 

Electrical Merchandising, November 
15, 1946 
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ROLL-A-RAY Massager 
The O. A. Sutton Corp., Wichita, Kansas 


Device:  Roll-A-Ray heat massager 
for applying heat and massage 
simultaneously as an aid in relief 
from lumbago, muscular aches, 
stiffness, and also as a reducer. 

Selling Features: Infra-red lamp pro- 
vides penetrating heat; rubber roll- 
ers—a series of rubber discs of 
proper consistency to give maxi- 
mum relief—furnish massage effect. 

Electrical Merchandising, November 


15, 1946. 
v 


WINSUM Fan-Heater 


California Design Mfg. Corp., 228 North 
Front St., Burbank, Calif. 
Device: Winsum fan-heater No. 126. 
Selling Features: Heats or warms; 
may be focused at any desired point 
on a 360 deg. radius; mounted on 
modern pedestal with chrome handle 
trim, available in mahogany, ivory 
and light walnut; 1650 watts; 110- 

120 volts a.c.; delivers 65 cu. ft. 
warm air per min; induction type 
motor, no radio interferences. 
Electrical Merchandising, November 
15, 1946. 
v 


CHROMALOX Hotplate 


Edwin L. Wiegand Co., 7500 Thomas Bivd., 
Pittsburgh 8, Pa. 


Device: Chromalox hotplate SHM. 

Selling Features: Equipped with 
Heatflo range unit with flat solid 
surface ermitting rapid transfer 
of heat by contact; coils embedded 
in Chromalox refractory which is 
in direct thermal contact with under 
side of unit; available for 115 or 
230 volts; range type switch permits 
3-heat operation; 1-piece heavy 














gauge metal in acid resisting white 
porcelain enamel frame, 54 in. high 
114 in. wide and 13% in. deep. 

Electrical Merchandising, November 
15, 1946. 
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RED JACKET Water Softener 
Red Jacket Mfg. Co., Davenport, lowa 
Device: Semi-automati 
water softener model SA. 
Selling Features: Only 2 valves com- 
prise operation, everything else is 
automatic; while unit is regenerat- 
ing Super-Exchanger (softening ma- 
terial) is washed, brined and rinsed 
without attention; new  devel- 
oped salt indicator “pops” up when 
salt is required; a soap test kit is 
furnished with each softener; white 
enamel finish with chrome trim. 


domestic 


~ 


lectrical Merchandising, November 


15, 1946. 








v 
PENETRAY Heat Lamp 
Penetray Corp., Toledo, 5, Ohio 


Device: Infra-red heat lamp with 
Pyrex bulb will not break when 
spattered with water; red glass cuts 
glare; also available in ruby, amber, 
ceramic coated and inside frost types. 

Electrical Merchandising, November 
15, 1946, 
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ORDER 
HAINES APPLIANCES 


DIRECT 
MAIL US YOUR ORDER TODAY! 


IMMEDIATE DELIVERY! 


PLAY SAFE ... Get Christmas 
Merchandise in stock now... 








e 


“CALKINS BREAKFASTER"—OVEN STYLE TOASTING 
Underwriters Laboratories Approved 
For Toasting Bread, Muffins, Rolls, Toasted Cheese Sandwiches, Cinnamon 
Toust, ete 
Top plate is ideal for frying meat, eggs, or potatoes, cooking vegetables, 
heating soup, ete 


DEALERS COST: 
$3] 9.95 O.P.A. Retail Price | IN LOTS OF SIX - EA. $8.95 
- Suen Sh Tame 59 LOTS OF TWELVE - EA. $8.50 
Two. BURNER ELECTRIC STOVE 


w « both Burt y Switches. White Enan 
f ves Ret: ot Price $15.40 each. Dealer's 
$9.95 


ELECTRIC ROOM HEATER 
A beautiful standard size cabinet model. 1320 watts. Underwriters 


Laboratories Approved. Standard packages of 10. Retail Price $9.95 each. 
Dealer's Cost ees $6.50 


TOY ELECTRIC IRON 
Retail Price per Dozen we $24.00 
ron that heats. Comp e with cord attache d packed in 
Makes ent ottn tor ebihdaeen A sees hrist 
i package of 12 irons. Dealers cost per do * $12.50 
ELECTRIC TOASTER 
n two slice flip toaster Standard packages of 10 
Rets AP rieo $5. ‘88 each. Dealer's Cost each cece $3.95 
ELECTRIC PANCAKE GRIDDLE 
I es I gt ly polished, all aluminum Makes t ancakes and toasted 
t at the table. Standard cartons ¢ x 
Retall price “$12.95 euc >. Dealer's cost $8.05 


a 


HAINES 
Electric Iron 
(MODEL 300) 


O.P.A. Approved 
List $5.40 
in Zone 2) 


(List 5% more 


Beautifully streamlined 





non - automatic, all 

me finish, weight 
4% pounds, 550 watt. 
Standard packages of 12. 





Each Net . . .$3.80 





a 


IMMEDIATE DELIVERY on each of the above listed items 


Terms: Check with order or C. O. D. Net 
Rallway Express F.O.B. Chicago 


RING CORP. 


4754-56 N. CLARK 
CHICAGO 40, ILL. 





HAINES 
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ELECTR 


NEW RADIO 





Model No 


Selling Features: 


} 2) lectrical 


Device 


Selling Features: 


Ele trical 













ZENITH AM-FM Table Radio 
Zenith Radio Corp., 6001 W. Dickens Ave., 


Chicago 39, Ill. 
8H032 AM.-FM., de- 


luxe table radio. 


Provides for Arm- 
strong wide-band FM reception on 
both 45 mc band and on the new 100 
mc band to which FM has been 
assigned; also covers’ standard 
broadcast band from 540 to 1600 ks; 
7 radio tubes plus rectifier includ- 
ing one Zenith developed super-six 
purpose tube; a.c. only; equipped 
with Zenith’s radiorgan tone con- 
trol; 3-watt undistorted power out- 
put; power-line antenna built in; 
5-ply walnut veneer cabinet with 
satin finish. 


Merchandising, November 
15, 1946. 


v 














MANHATTAN Radio 


The Alexander Service Co., 210 Fifth Ave., 


New York City 


Manhattan One-tube radio. 
Uses 224 volt bat- 
tery set; variable condenser; flash- 
light cell; comes complete with 
double earphones and battery; util- 
izes 1S5 miniature tube; plastic 
cabinet in various colors; needs out- 
side aerial and ground. 
Merchandising, November 


v 


15, 1946. 





TALK-A-PHONE Intercom- 
municator 


Talk-A-Phone Co., 1512 S. Pulaski Rd., 


Chicago 23, Ill. 
Special Deluxe 


Device > KR-4010 
tion system. 

Selling Features: Incorporates all 
latest features such as Alnico 5 
speakers, Insta-Action _ selector 
switch; high-gain amplifier which 
delivers maximum output of “Voice 
Range” power; system consists of 
one Master station working with 
up to a total of 10 sub-stations— 
master stations can call any one or 


inter-communica- 


NOVEMBER 15. 


Bendix Radio Div., 


Model: 
Selling Features: 


APPLIANCE 


PRODUCTS 


all sub-stations and receive answer; 
sub-stations can also originate Calls 
to master station by use of “silent 

feature”; sub-stations may be in- 
stalled in any remote spot up to 
2500 ft. from Master station; oper- 


ates on 110-115 volts a.c. or d.c. 
Electrical 
15, 1946. 


Merchandising, Novembe1 





BENDIX Portable Radio 


Bendix Aviation Corp., 
Baltimore, 4, Md. 

No. 687-A 3-way portable 
Operates 3-ways: 
110 volts a.c.-d.c., or self-contain« 
long-life battery; standard broad 
cast band 540- 1620 ke.; 3-gang con 
dencer; 5-in. Alnico V. permanent 
magnet speaker; tuned R-F amplifi 
cation; superhet circuit with 5 tubes 


and rectifier ; russet plastic and 
leatherette with lucite dial and 
speaker grille; 102 in. high, 12% ir 
wide, 64 in. deep. 

Electrical Merchandising, November 
15, 1946. 








AVIOLA Record Players 
Aviola Radio Corp., Phoenix, Arizona 
Models: No. 101, 301 and 302. 
Selling Features: Model 101 automatic 
record changer, plays 12 10-in. or 
10 12-in. records. 

Model 301 equipped with 3-tub: 
amplifier, record player, 4. in. 
speaker, a.c. motor, 50 or 60 cycle 
crystal pickup; Western moder! 
blonde cabinet. ; 

Model 302, 3-tube amplifier, 4 i 
speaker, 50 or 60 cycle crystal pick- 
up; Western modern blonde cabinet 

Electrical Merchandising, November 
15, 1946. 
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BRITISH APEX: Vactric, Ltd., will pro- 
duce this British version of the Apex 
washing machine under the terms of an 
agreement recently signed by the two 


companies. Despite its appearance, it 
is not an automatic washer. The wringer 
stores away behind the louvres. Most 
urban users in England live in tiny flats 
where the washing is done in the kitchen 
and the washer must double as a table. 


Apex Licenses British Firm 
To Manufacture its Washer 


With the engineering assistance, the 
lesigns and patents of the Apex Elec 
trical Mannfacturing Co., a British 
firm, Vactric, Ltd., will produce wash- 
ing machines similar to the present 
Apex models under the terms of an 
agreement recently signed by C. G. 
Frantz, Apex president, and W. C. 
Pegley, head of Vactric. 

The completion of the contract re- 
vives a manufacturing alliance be- 
tween the two firms which was in- 
terrupted by the war. Vactric is well- 
known as a manufacturer of vacuum 
cleaners, some of which are currently 
being marketed in the United States. 

Mr. Frantz said that the agreement 
loes not affect the arrangement be- 
tween his firm and RCA International 
which designates RCA as distributor 
of Apex products in all countries ex- 
cept America. 


Joyce Sees Big 
Video Sales Volume 


A belief that radio dealers in areas 
served by television stations will do 
more dollars and cents business in 
television than in radio during 1947 has 
been expressed by Thomas F. Joyce, 
general manager of Raymond Rosen 
& Co., Philadelphia, Penna., distribu- 
tors. In support of his statement, Mr. 
Joyce cited the fact that some 28 per- 
cent of home radio listeners are now 
within the range of existing television 
stations and will be prospects for tele- 
vision receivers. 


Stromberg-Carlson Leases 
Five-story Building in Erie 


An additional manufacturing center 
for the production of table model 
radios and undisclosed new products 
has been acquired by the Stromberg- 
Carlson Co. with the recent leasing of 
the five-story Mayer block in Erie, 
Pa. According to Dr. Ray H. Man- 
son, president, the move will make 
more space available in the Rochester 
plant for the production of FM radio- 
phonographs and dial exchange tele- 
phones, 
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Scheduled Meetings 


Electrical Merchandising publishes free 
in this column announcements of meet- 
ings, conventions or exhibitions of interest 
to the electrical home appliance industry. 
Information should be addressed to the 
News Editor, Electrical Merchandising, 330 
West 42nd St., New York 18, N. Y. 

HOUSEWARES SHOW 
Auditorium, Atlantic City, N. J. 
January 5-10 
Flo English, Managing Director, Hotel 

Pennsylvania, New York City 


JANUARY MARKETS 
Merchandise and Furniture Marts, 
Chicago, Ill. 
January 6-18 


AMERICAN WASHER & IRONER 
MFRS. ASSN. 

Chicago, Ill. 

January 8 


7th INT. HEATING AND VENTI- 
LATING EXPOSITION 

Lakeside Hall, Cleveland, Ohio 

January 27-31 

Charles F. Roth, Manager 


SAN ANTONIO INT. HOUSE- 
WARES & APPLIANCE SHOW 
Municipal Auditorium, San Antonio, 
Texas 

February 9-12 

Committee, 2200 Alamo Natl. Bldg., 
San Antonio 


SPRING WESTERN GIFT, TOY & 
HOUSEWARES SHOW 

Civic Auditorium, 
Calif. 

February 9-13 

Western Merchandise Exhibitors 
Assn., 323 Geary St., San Francisco 
2 


San Francisco, 


PACIFIC NORTHWEST GIFT 
SHOW 
Olympic and New Washington Hotels 
and Terminal Sales Bldg., Seattle, 


Wash. 
February 23-27 
Western Merchandise Exhibitors 


Assn., 323 Geary St., San Francisco 
2 


ELECTRICAL MFRS. REPRESEN- 
TATIVES ASSN., INC. 

Electrical Trade Show 

Alcazar, Baltimore, Md. 

April 22-24 


NATIONAL HOUSEWARES SHOW 

Convention Hall, Philadelphia, Pa. 

April 27—May 2 

Natl. Housewares Mfrs. Assn., 1402 
Merchandise Mart, Chicago 54, 
Hl. 


NATL. ELECTRONIC EQUIPMENT 
SHOW 


Stevens Hotel, ‘Chicago, Ill. 

May 13-16 

Radio Parts & Electronic, Equipment 
Shows, Inc. 











New Collman Shaver Will 
Reach Christmas Markets 


The Collman Mfg. 
will introduce its new Collman “58” 
electric shaver to the retail trade in 
time for Christmas shoppers, Charles 
G. Collman, president, announced. 

The shaver’s introduction to the 
public will be fortified with an inten- 
sive national advertising campaign 
which will include full-color pages in 
the Saturday Evening Post and Col- 
lier’s. The shaver is fair-traded at 
both wholesale and retail price levels. 
The OPA ceiling price was $15.65. 


Co., Erigg Pa., 


15, 1946 
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Do you have an electrical application requiring 

contacts to operate either at fixed, predetermined 
values of temperature, or as a result of current flow? 
You need Temp-Cop, the tiny, snap-action thermostat 
switch employing the dependable Micro Switch spring 
principle. 
Temp-Cop is a versatile device—it is alert and respon- 
sive to current or temperature changes in a wide range 
of electrical apparatus. Bimetal thermostatic elements 
are mounted on a rigid ceramic block, and can be se- 


lected to fill many different application requirements. 


Temp-Cop is available in either automatic recycling, or 
for manual reset. Although small as your thumb, it is 
rugged and durable, built for long service under various 
operating conditions. Write for full information today. 





























Temp-Cop, mounted atop in- 
dustrial gas-fired space heater, 
opens when fan failure causes 
excessive temperature, shutting 
off gas. 


Temp- Cop, mounted in base 
of industrial glue pot, acts as 
thermostat to control tempera- 
ture of water bath. 


Temp-Cop serves as a low water 
alarm or shutoff; mounted on 
side of compartment, it cuts off 
heater; or closes alarm circuit 


if liquid boils out of container. 
© First Industrial Corporation 


_MICR 


TRADE 


VN 
MARK 
| A DIVISION OF FIRST INDUSTRIAL CORPORATION 


FREEPORT, ILLINOIS, U.S.A 
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Proctor's “Authorized Service” 
Policy Clicking With Dealers 


National network of franchised stations is backbone of 


plan to free dealers for increased merchandising activity 


Proct Elect ( Philadel 
ire ust ~ the 
vi eft t, ec omicel serv 
n a r r this 
ufacture name This new 
Proctor service 1 eeting with 
pre ll t line 
The nation-wide network of author- 
service stations franchised by the 
Proctot pany naturally enthuses 
er the prog: hecause each of these 
lependenth ervice outlets 
tha ep yusiness freely 
hannelled in their direction is highly 
profitable I t listributors, who 
re give e in the selection of 
these 161 s ( ns strategically 
located arketing areas 
throughout t country, endorse the 
new prog vecause it strengthens 
sale presentation m these prod 
+ ] e same 
e make plete stocks of repair 
rts available to the in their own 
ritory o! pick-up basis at satis- 
ry price 
As for the deale1 vhether he is 
incipally interested in obtaining 
irts and instruction for his own serv- 


yn the manufacturer's service back-up, 


he finds this ne et-up both efficient 
1 convenient, there y easing his 
vice problet é oncentrates 
merchandising under expanding 
ppliance pt n. Obviously, the 
program benefits the consumer—and 
this fact, the company contends, will 
crease sales ¢ » products for all 
ed 
Viewpoints 
Reporting n this service picture 
ugh the eve f the trade, here’s 
york 
| tl a large retail 
iles-and-service peration in New 
Ye state € utiet was ap- 
| te iut ed ser tation: 
I’ ’ Their irons and 
isters aut t me in here 
f il difterent routes 
1—1 k | 
re t é e autho 
ze é tion it is area—and 


| ‘ n app e iuils to oper- 
te | | \ Z Next, Proctor ad- 
‘ | I \IERCHAND- 

i ¢ the dealers 
sistance 

i¢ toaster job gets 
em dow 3 Che anutactur- 


er’s own offices also refer repair in- 
quiries originating in this area directly 
to us. Their products, of course, also 
are backed by national advertising in 
which attention is called to the phone 
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service sta 
ll told, this means profit in my 
pocket. If there were five to fifty 
‘ther service stations in this territory, 
yne of us would make a, dime out of 
This it is well 
vorthwhile and we're cooperating to 
e limit. 

“Furthermore, we receive the right 
We are the 
tock source in our trading area for 
both distributors and approved dealers 
vho in our opinion have received ade- 
quate training. The sales profit on 
parts allows us to complete 
stocks at all times without operating 
that phase of the business at a loss. 
[ only wish I had the same deal on 


” 
appliances. 


the business. way, 


argin on repair parts. 


carry 


ilf a dozen other 


A Distributor Says... 


\ nearby distributor sizes it up this 


‘I sat in on the meeting with the 
service head and dis 

‘t manager ’s outfit 
approved as the station for this terri- 
tory. In fact, I nominated him my- 
elf. He has excellent servicing facil- 
ties and is centrally located. He has 
1 good reputation and is financially 
table. His men are experienced and 
ympetent. Jim n solidly with 
i ¢ 1 


around 


anufacturer’s 


when Jim was 


stands 


the other here. | 


, and so can 


dealers 
now I can work with hit 
the other dealers. 

This plan moves standardized re 
lactory, nearer 
customer’s door- 
It also places a complete parts 

ck in this city where I can get at it 
in a hurry without the expense of 


pair service out ot the 
to me, almost to the 


step. 


\fter all, I’m a 
distributor, not a service outlet. My 
business is selling, not repairing. This 
makes my selling easier.” 


carrying it myself. 


And One Dealer Thinks 


Dealer reactions, although mixed, 
liked the Proctor program for varied 
reasons. This one comes from a 
dealer who frankly cares little for the 
He says: 

“T had my bellyful of repairs during 
the war. I had to make money on that 
department—or starve—and it was a 
constant sweat. I’m not dropping my 
service department now but I’m cut- 
ting down fast, farming out all the 
service I can. I see the day coming 
again when it will operate at a loss— 
like it used to. 

“A manufacturer’s service set-up 
which takes part of the service load 
off my back is very welcome. When 
the setup is built around an authorized 
station guaranteeing its work at a 
standardized price, and the station is 
practically next door to me, it’s doubly 
welcome. I’m fed up with shipping 
out-of-order appliances back to factor- 
ies. I like this decentralized service 
plan much better. 

“T take care of all minor service 
jobs right at the counter while the 
customer waits, but if an iron has to 
be torn down, the station gets the job. 
He’s equipped for specialized repair 
work; I’m not. I just have a general 
service ‘department and my two men 
are anxious to get back into selling.” 

Another independent dealer who led 
off by saying that consumer service 
is the foundation of the retail appli- 
ance business commented as follows: 


service business. 





George W. Eastwood, field service engineer for Proctor Electric Co., at the shop of 
the Melgreen Electrical Co., Yonkers, N. Y., instructs a mechanic at this authorized 
service station in factory repair methods, using the new Proctor test panel, while 
Aaron L. Greenberg, owner of the Melgreen retail outlet, follows the demonstration. 
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“SERVICE 
BY 


PROCTOR” 


WE DOING? 


Will you tell us, please? 


This postal card insert is included in each 
repair package so the customer can 
notify the company directly about the 
service received. 


“This proposition suits me. We 
prefer to handle all our own repair 
work, but if the service department is 
jammed with major jobs.we now can 
swing repairs of these appliances 
through the authorized station. If 
we run into a problem we can’t solve 
quickly, especially on older models, 
the service station soon straightens us 
out. The assurance of fast deliveries 
on our parts orders, saves us time 
and money. Their order system is 
very simple.” 


Handle All Repairs 


The service stations are authorized 
to make repairs both within and be- 
yond the guarantee period. On the 
former, there is no charge to the cus- 
tomer. The station bills Proctor Elec- 
tric direct at fixed prices for the labor 
involved and the factory replaces all 
parts so used on a “no charge” billing. 
To assist the station in working out a 
schedule of standardized charges for 
repairs made beyond the guarantee 
period, the manufacturer supplies a 
labor table showing the maximum time 
required for each repair operation. 
The station thus can arrive at a labor 
charge schedule by multiplying these 
maximum repair times by the local 
labor rate. Parts prices are uniform; 
and all replacement parts used in re- 
pairs are guaranteed for one year 
from date of installation. 

Among minimum service standards 
required of stations are the following: 
1—Service and return appliances 
within 24 hours. 2—Check appliances 
for other possible defects, thoroughly 
clean and test for satisfactory opera- 
tion. 3—Repolish, even to filing out 
nicks, and carefully repack—thus re- 
turning it to the customer restored 
“like new”. 4—Appliances returned 
because of unsatisfactory service ini- 
tially are reserviced without cost to 
the customer—who is “always right” 
in doubtful cases. 

Factory supervision of stations is 
maintained by field service engineers 
who visit authorized outlets for a full 
day or two a year. District managers, 
or their sales representatives, al of 
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vhom also have been through the | > ] 
factory school, meanwhile contact each | 
station every month or so. 

Factory training, a free two-week 


yurse, is available to key personnel | 
in all stations. Field training is | 


handled through the factory service + 
upervisors. One set of the special | 
tools required to make low-cost repairs | 
is furnished free and additional vo 


ay be purchased at factory cost. 
special panel for testing repaired ee 
lso is supplied on a nominal return- 
deposit basis. 

The company’s first service manual 


eB 
deals exclusively with irons. A very 
complete volume adapted for loose-leaf : 
idditions, it details the step-by-step 
ictory method for quickly locating 


key complaints and properly recon- 





MODEL 970-971-973-975-975A 


Lyon Kitchen Cabinet production is rolling along. The 


HANDLE 


ADJUSTING KNOB — 







amount of our production, however. depends entirely 


SPRING WASHER —— SCREWS AND 
= -u eae 
covER CLAMP__-Ff 


NUT— 
re HEEL 
BRACKET 


upon our receipts of steel and other raw materials. We are 










—— é.. doing everything possible to secure raw materials including 
CAM STOP WASHER —@ sy: PLATE . 

nem — ? A RUBBER ee 
ew xv, ome a national advertising campaign “You Furnish the Steel 
pons ras TERMINAL CLIP SCREWS 

i ~TERMINAL CLIPS , “« 
— — ren. NST —Lyon Will Make the Product. 
grew nk anes | | , 
— wy S| 
a SOLE PLATE AND 








atin nbeuy ” Thousands of interested purchasers 





Typical of the schematic drawings in the 


. <_ 7 ° 
Proctor service manual. are according Lyon Kitchen Cabinet 
ditioning all models in the line. Sche- ; . : ' 
matic drawings of the various models displays their enthusiastic approval. 
make the process of tearing down and | 


rebuilding an iron practically fool- 
proof. All paper work, such as reports | 
on free service, is reduced to its | 
simplest form. 

Another step in building customer 
good will is the loan of appliances to 
consumers bringing in any appliances, 
regardless of make, to be repaired. 
Such “loan appliances” can be ob- | 
tained through the factory at low cost. 
Among the volume of advertising and 
promotion material also available is a | 
unique return-mailing card for in- | 
clusion in packages of repaired appli- 
ances. This asks the customer “How 
are we doing,” and the response runs 
about 44 percent. 

Proctor’s new service program was 
formulated by James I. Arnett, service 
manager, with the assistance of Robert 
Ml. Oliver, vice-president. 


Eureka Launches Its 
Biggest Ad Campaign 


Space in the Saturday Evening 
Post, McCall’s, Collier's, Good House- 
keeping, Sunset, and Time magazines 
will carry the messages of the Eureka 


division of the Eureka-Williams Corps | K | T C H EF N CA B | N FT . 
biggest advertising campaign in his- | 
tory which began in October and will | 
run through the winter. 

The campaign will feature home METAL PRODUCTS, INCORPORATED 
cleaning systems and cordless electric 
irons in all magazines except Time, General Office: 1121 Monroe Avenue, Aurora, Illinois 
which will carry institutional copy. BRANCHES AND DEALERS IN ALL PRINCIPAL CITIES 
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DISTRIBUTOR NEWS 





ALABAMA 
The Southeastern Distributing 
recently beld a formal opening of its 
manent display room at 404 N 
23rd St. in Birmingham. The firn 
handles appliances, hardware, house 
id specialties, et 
W. F. Dunbar Co., Inc., Birmins 
" listributors, now have 8000 sq 
space available The ne 
located at 312 N. 24th St., « 
tains both showrooms and wa yu 
a t 
ARIZONA 
vy Crosley distribvtor f \ 
na is the Arizona Appliance Mart 
440 W. Washington St, Phoenix 
Rene La " $ manager, announ¢ 
that 1 yuse is under « 
tru it 11 Ave. and Jacl 
“ +} 1 firm ) + 
' tat 
CALIFORNIA 
The Westinghouse Electr 
ply Co. has opened new brancl 
quarters at 14th and R Sts., Sa 


mento, to serve the Sacramento Valle: 
area with Clark Baker, Jr., former! 
Sacramento representative of the 
any, aS manager Charles R. Mat 
ews, northern California manag: 
and Burrel S. Manuel of Los Angeles 
e-president, and Mr. Baker wer: 
hosts to more than 500 people in the 
trical field on the opening night 
Leo J Meyberg Co. of San Frat 
cisco announces that D. F. Courtleig! 
has been made RCA-Victor radio 
division representative in San Fran 
cisco. Allan Pontius, former head of 
the Eureka vacuum cleaner and 
Domestic sewing machine and traffi 
appliance department, has been moved 
into the administrative branch, Herb 
Atwater taking his former position 
J. M. Scales has been appointed ad- 
vertising manager 
Dalco Appliance and Dallman Sup- 
ply, affiliated companies in San Fran- 
cisco, have opened a new display room 
offices and warehouses at Seventh and 
Townsend Sts., in a three-story Dalco- 
Dallman building which 
120,000 sq. ft. of floor space. 
M. B. Skaggs, founder and former 
president of Safeway Stores, Inc., is 


provides 


head of the newly formed Skaggs 


Stone, until recent 


, Oakland, whic! 
| carry a general line of merchan- 
appliances. O. - 
ly vice-president of 
Safeway, is general manager. Gen- 
ral offices and main warehouse are 


located at 1335 S. Flower St., Oak- 


land. No retail outlets will be oper- 


ted by the company. 


GEORGIA 
With capital of $50,000, Domestic 
Distributors, In has been granted 
1 charter to deal in household and 
ectrical appliances in Atlanta. F. D 
Alexander, R. A. Holbrook and J. A 
toze were listed as incorporators. 
IDAHO 
O utior " begun in the Gen- 
tric Supply Corp. wholesal« 
tablishment, 618 S. Eighth St., 
Boise ) vhich construction was re- 
ntly completed Floor space is 
1,000 sq. ft., and plenty of parking 
pace is available. Manager and sales 
inager is R. S. Belnap; service man- 
ver, M M Savill ; pr duct service 
nage F. E. Isbell; lighting and 
ipparat les manager, K. R. Jones. 
INDIANA 
Radio Fort Wayne, Inc., has beet 
med both to operate a radio station 


ind to engage in wholesale and retail 
idio and equipment supply in Fort 
Wayne. Principals are Charles A 
Sprague, Merlin H. Smith and Glenn 
R. Thayer 


IOWA 


Six district sales managers have 
been appointed by Schneiderhahn’s, 
Inc., appliance distributors of 323 
S.W. Fifth St., Des Moines. Accord- 
ing to R. E. McCarthy, vice-president 
and general manager, they are: D. D. 
Molsberry, Clinton; Howard McCoy, 
Indianola; R. D. Magers, Davenport; 
Harvey Elliott, Knoxville; Homer 


jackson, Pleasanton, and W. J. 
Wegand, Belmond. 
MISSOURI 


The Miller-Porter Distributors 
Corp., 3001 Prospect Ave., Kansas 
City, has been incorporated by 


TRU-HEAT PRESENTATION: Both the sales organization and the office staff of 
the H. U. Mann Ca, Inc., Chicago, distributing firm, were present when J. D. Kelly, 
central district manager of appliances for General Mills, introduced the company’s 
Tru-Heat iron. Other General Mills officials present were T. F. Cross, assistant to 
the vice-president, and M: L. Yerigan, order and service manager. 











THEY MEAN BUSINESS: District representatives and distributors of the Viking 
Manufacturing Corp., Cleveland, met recently in a series of five-day product and 
sales schools covering the firm's cooling, heating, and air conditioning equipment. 
The business-like faces in the above picture belong to Viking officials, engineers, and 
members of the sales and service staffs of Viking distributors. 
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Charles E. and Boyd A. Miller, with 
H. E. Porter having $10,000 author- 
ized capital stock “to buy and sell 
all kinds of appliances, building mate- 
rials, furniture and fixtures.” 


NEW YORK 


The Lewyt Distributing Co., Inc., 
has been organized to handle sales and 
distribution for the consumer division 
of the Lewyt Corp., Brooklyn. Alex 
M. Lewyt, president, stated that the 
distributing company could handle 
sales in territories where no distribu- 
tor has been appointed to do so. 

F. Sumner Hall, former chief re- 

cording engineer at Carnegie Hall, 
has opened sales offices at 29 W. 57th 
St., New York City, as national sales 
representative of manufacturers of 
high fidelity audio equipment. 
U. S. Electrical Supply, which has 
been located in part of a five-story 
building extending from 55 Warren 
St. to 55 Murray St., New York City. 
has bought the building, and will 
soon occupy the entire 30,000 sq. ft. 
of floor space. The firm distributes 
electrical supplies. 


NORTH CAROLINA 


Seme 150 Hotpoint dealers of east- 
ern North Carolina attended the first 
post-war General Electric Supply 
Corp. sales training meeting in 
Raleigh recently. G-E Supply offi- 
cials taking part were: Boyd A. Pro- 
pert, district manager; Joe Lewis, 
sales manager: H. B. Zimmerman, 
North Carolina manager. Edison 
G-E Appliance Co. men present were: 
D. H. Rischer, district manager of 
the Hotpoint Division, and H. L. 
Johnson and W. W. Gibbs of the 
Atlanta regional offices. 


OHIO 


Robert C. Hager, president of the 
Arnold Wholesale Corp. of Cleveland, 
has recently announced appointments 
of Wylie C. Coe as a member of 
the sales staff and Emmett L. Carter 
as credit manager. 

John J. Getreu & Son, Inc., recently- 
formed wholesale distributor and 
manufacturers’ representative in the 
hardware field, have opened offices and 
a warehouse at 188-190 E. Gay St., 
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Columbus. The firm will handle sev- 
eral lines, including small appliances. 

The General Electric Supply Cc 
has leased the property at 146-148 N 
Third St., Columbus, for a five-year 
period. 


OREGON 


Pacific Coast Heating & Applianc: 
Co., Portland, has been appointed dis- 
tributor for Presteline electric ranges. 
Oscar Edlund is the local represen- 
tative. The firm has recently opened 
a Spokane, Wash., office and ware- 
house at S. 124 Wall St. Lines 
handled are heating equipment, home 
appliances, hardware and paint. 


PENNSYLVANIA 


Keps Electric Co., Pittsburgh dis- 
tributors, were hosts to 400 dealers at 
a recent meeting. Edward J. Kelsky, 
president of the concern, presided as 
the Admiral Dual Temp refrigerator 
was exhibited. 

The Ludwig Hommel Co. of Pitts- 
burgh, distributors in four states and 
38 counties, have just celebrated their 
40th anniversary. 

According to A. A. Aldridge, sales 
manager, the Pittsburgh Appliance 
Distributing Co. has purchased the 
building it occupies on Penn Avenu 
Prospective remodeling will give over 
the first and second floors to major 
appliances. Jim Marquis, formerly 
with Hamburg Brothers and _ the 
Anchor Distributing Co., has joined 
the firm as special representative on 
sales engineering problems in heati1 


TEXAS 


Robert L. Brown has been named 
general sales manager of the Ra 
Appliance Co., with home offices 
Dallas, to succeed Joseph Donov: 


WASHINGTON 


The wholesale and retail appliai 
store of the R. T. Carr Sales Co. 
Spokane has been sold to Arthur G 
Gruettner, who will continue to oper- 
ate the business at W. 919 First Av 

Harold W. Frederick Co., sales 
engineers and manufacturers’ repre- 
sentatives, have opened enlarged 
offices at N. 213 Division, Spokane. 
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ELECTRIC-HEATER 





DE LUXE MODEL 


with 


HUMIDIFIER 
$20.75 


OPA RETAIL PRICE 
INCLUDING EXCISE TAX 

















MOISTENED WARM AIR OUT 
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COLD AIR IN : ORDER Now! 


The Home Electuiec Heater With a HUMIDIFIER 


Here is something new — something to talk up in promotion: A Heater with 
a Humidifier that keeps home air healthfully moist and comfortable! When 
you heat air, it gets dry and scratchy on nose and throat — but noi when 
you have a ZEPHYR Humidifier. 

ZEPHYR CONVECTION means heating the whole room — not just one 
spot (as a reflector heater would). Cold air is drawn up from floor, heated, 
then propelled up through open grills. 

STEEL CONVECTOR FINS located over the heating element direct the air 


upward. More, they become glowing hot and miniature radiators of their 
own. Thus ZEPHYR Heating Efficiency is doubled. 

TWO HEATS: TWO SWITCHES. 660 watts to take chill out of room, 1320 
watts to heat it. 125 volts, AC-DC. 

IMPROVED DESIGN: No exposed or moving parts to get out of order. 

STURDY ALL STEEL BODY: 612” deep, 18%” high, 22” long. 

DURABLE FINISH in Brown Baked Enamel. 

A long, cold winter ahead! DON’T WAIT! ORDER NOW! ORDER ENOUGH! 





line of electrical appliances. 





ORDER FROM YOUR DISTRIBUTOR TODAY—/f there is no distributor in your territory 
contact us and we will relay your order to your nearest distributor. 


DISTRIBUTORS!! CONTACT US!!—There are territories still available for our complete 








KEN-ROD MANUFACTURING CO. 


288-308 FRELINGHUYSEN AVE. 
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Tel. Bigelow 3-4494 NEWARK, N. J. 
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GB NA i lO EN 
Be ready when they 


ask about Zephyr 
f $24.95 





Portable Electric Heater 


Now national advertising, informative tags, 
illustrated circulars speed your sales. 
Premium price and profit, full value. 
EARLY DELIVERY. Contact ZEPHYR CORP. 
Distributors, Plainfield, New Jersey. 


THE MIDGET THAT 


Zephyr WORKS LIKE A GIANT 


(A Ceram-t-Cast Product) 
a oP Ao oe gg 








DEALER DOINGS 
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WASHING MACHINE PARTS 


“For any and all makes” 
Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 


191 W. 7th St. St. Paul 2, Mina. 











(Classified Advertising) 


Employment Business 
SELLING MERCHANDISE 
OPPORTUNITIES 
UNDISPLAYED RATE 
(Not available for equipment advertising) 

15 Cents a Word, Minimum $3.00. POSITIONS 
WANTED (full or part time salaried employment 

only). % above rates, in advance 
nOX NUMBERS—Care of publication New York, 
Chicago or San Francisco offices count as 10 words 


DISPLAYED RATE 


Rate: $9.00 per inch for all advertising other than 
tract. Contract rates on request. AN ADVER- 

TISING INCH’ %” on one column, 4 columns 

48 inches—to a page EM 


SEARCHLIGHT SECTION 

















LINES WANTED 


Household furnishings, appliances and 
allied lines wanted for sole distribution 
in Western Canada. 


HAMMILL & ROSS LTD. 


1505.10th Ave. W., Calgary, Alberta, Canada. 
Member — Dun ard Bradstreet 
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ARKANSAS 


Economy Radio and Electric, which 
specializes in repair service on radios 
and appliances, has moved to a new 
location at 1221 Main St. in Little 
Rock. The firm is an authorized Phil- 
co service agency. 


CONNECTICUT 


Allyn Appliances of Hartford has 
completed installation of equipment for 
repairing washing machines at 20 
Church St. The company is now pre- 
pared to service all makes of washers, 
and has the help and equipment to 
carry out its three-day service plan. 


FLORIDA 


Sidco Home Appliance has oc- 
cupied its new main store building at 
1317 N. E. Ist Ave., Miami. Sidco 
now has stores in Ft. Lauderdale and 
two in Miami. Sid F. Gitterman is 
owner of the firm, and Joseph Pop- 
pelauer is office manager. 

Butcher-Brorein, Inc., 222 W. La- 
fayette St., Tampa, has been appointed 
an authorized dealer for the Bendix 
home laundry. 


GEORGIA 


Bob Shelley, who recently resigned 
as merchandise manager of major ap- 
pliances and radio for Rich’s, Inc., At- 
lanta, has applied for a charter of in- 
corporation to conduct a major appli- 
ance business under his own name at 
273 Peachtree St. 

The G & M Furniture and Appli- 
ance Co. announces its removal to a 
new building at 303 McFarland Road 
in Rossville. The firm carries a com- 
plete line of Hotpoint and Philco ap- 
pliances. 

Holzman’s, Atlanta, has opened its 
new store on Peachtree St. The 
Farnsworth line will be prominent in 
the store’s line of radios and combina- 
tions, says Bryan Leibel, manager. 


LOUISIANA 


“The first complete used refrigera- 
tion retail store in New Orleans” has 
been opened by the Seacorp Refrig- 
eration Exchange, which is located 
at 807 St. Charles. 


MICHIGAN 


Dwight W. Hostetter has sold the 
Modern Home Appliance Co., Port 
Huron, to Norman M. Gaffney, who 
will operate as the Gaffney Modern 
Home Shop. Electric home appliances 
will continue to be featured. 


MISSOURI 


A new store for the sale of appli- 
ances, furniture, housewares and rec- 
ords has been opened in Independence 
by Davidow’s. Three Davidow broth- 
ers, Isidore, Louis and Morris, and a 
sister, Mrs. Esther Bold, comprise the 
firm, which has other stores in Clin- 
ton, Nevada and Lexington. 

The new building of the Better 
Homes Appliance Co. at 5910 Natural 
Bridge Ave. in St. Louis has been com- 
pleted and the company is operating 
there under the management of Jo- 
seph M. Kelly. The firm’s merchan- 
dise includes appliances, kitchen equip- 
ment, air-conditioning units and record 
players. 

The Bigalte Electric Co., 5400 Gra- 
vois Ave., St. Louis, recently cele- 
brated its 26th anniversary in business. 
The company specializes in the sale 
and servicing of electrical appliances. 


NEVADA 


Savier’s Electric Products, Reno, re- 
cently opened a new record depart- 
ment, Savier’s Record Room, with an 
intensive promotional campaign. The 
firm boasts the largest stock of records 
in the state. 


NEW YORK 


Buffalo's William Hengerer Co. has 
opened a new radio department in tem- 
porary quarters adjoining the main 
store building, until projected expan- 
sion plans can be carried through. 
Emerson, G-E, Zenith, Bendix and 
Fada are among lines carried. 

A. C. Smith & Co., an established 
plumbing concern in Newburgh, has 
branched out with appliance sales and 
service. A full line of Hotpoint appli- 
ances is in the offing. 

Raymond E. Craft of Newburgh has 
moved his appliance store into a three- 
story building at 666 Broadway. He 
plans alterations and redecoration. 








BIGGER AND BETTER: Appliance stores seem to get bigger and better all the 
time, as witness this new home of the Radford Appliance Mart in New Orleans at 
4137 Washington Ave. The Mart has a frontage of 145 feet and seven nine by 12 
foot windows. The firm, owned by Oliver L. Radford, is primarily interested in retail 
sales but also distributes name-brand merchandise on a wholesale basis. 
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TINY SHOP—BIG BUSINESS: This half- 
pint appliance shop belongs to Arthur 
W. Burks, Jr., Decatur, Ill., but he de- 
clares that its unique appearance and 
location pay off in business. The house 
was originally constructed as a restaur- 
ant and has passed through successive 
stages as a golf shop, repair shop and 
tire shop. Mr. Burks obtained it when 
he was released from the Navy last Jan- 
uary. Small as it is, it contains both a 
basement and an attic for storage pur- 
poses. 





NORTH CAROLINA 


Kiser Drug Co., 2400 Wilkinson 
Blvd., Charlotte, held its grand open- 
ing recently. Electric irons, toasters, 
heaters, food mixers, etc., will be fea- 
tured. 


OHIO 


Kirchner Hardware, 2700 Market 
St., Youngstown, has opened its sec- 
ond Youngstown store at 2626 Glen- 
wood Ave. The store, of which C. W. 
Craig is general manager, will carry 
both major and small appliances. 


TENNESSEE 


The Steele Electric Co. recently 
located in a new structure on Union- 
ville Pike, Shelbyville, with an exten- 
sive display of electrical fixtures and 
appliances. 


TEXAS 


T. H. Haynie has purchased from 
Stokes Brothers & Co. the Modern 
Home Appliance Co., including all in- 
terests. Mr. Haynie has been man- 
ager of the Lampasas firm. 

The Wadley Appliance Co. of Ysleta 
recently opened its newly remodeled 
and enlarged quarters on Main High- 
way Center. The owners managed to 
whip up a display of scarce appliances 
for the formal inauguration. 

Completion of a $20,000 one-story 
building at 2331 Wyoming St. El 
Paso, enabled the Kingsbeth Co., an 
appliance concern, to move into new 
quarters a short while back 


VIRGINIA 


R. S. Roadcap and C. H. Lawler 
have opened an electrical equipment 
and appliance store on Main St. in 
Covington. They already operate simi- 
lar stores in Clifton Forge and Hot 
Springs. 


WEST VIRGINIA 


Jack’s, retailer of electric appli- 
ances, auto supplies, etc., has under- 


gone extensive remodeling and en- 


largement at 131 Summers  St., 


Charleston. 
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Rau Appliance Post 
Assigned to Van Dyne 


The Rau Store, Chicago Heights, 
Ill., has appointed George H. Van 
Dyne merchandise manager of major 
appliances, furniture and floor cover- 
ings. Mr. Van Dyne was previously 
a furniture buyer for Marshall Field 
& Co. 


Specialized Buying, Inc., Names 
McGeath to Appliance Post 


The new Specialized Buying Serv- 
ice, Inc., recently organized in New 
York at 101 Fifth Ave. to buy for 
department stores, has appointed 
R. A. McGeath electrical appliance 
buyer. McGeath formerly was em- 
ployed by S. S. Kresge Co. in man- 
agerial and associate buying positions. 
Specialized Buying was organized by 
George L. Ayers, former buyer for 
Consolidated Merchants Syndicate and 
earlier with F. W. Woolworth. 


Washington Store Opens 
New Appliance Annex 


Lansburgh & Co. Washington, 
D.C., has opened a new appliance 
store in an annex to the main build- 
ing. The annex devotes the street 
floor and basement to appliances, thus 
providing more than five times as 
much space as the old department. 


Daniel & Fisher Features 
Model Kitchens, Utility Room 


The new appliance department 
opened by Daniel & Fisher Stores 
Co., Denver, Colo., features three 
model kitchens and a utility room. 
The department has specially designed 
platforms along the walls for the 
display of major appliances. John M. 
Kennedy is home appliance buyer for 
the concern. 


Jordan Marsh Runs Own 
Radio and Electronics Show 


In a- recent newspaper advertise- 
ment, Jordan Marsh Co., Boston, ex- 
horted consumers to see all the post- 
war radios at its radio and electronics 
show. The store advertised the show- 
ing as the “first complete public show- 
ing of post-war radios.” Also in- 
cluded’ were war-developed radio and 
electronic exhibits. 








“DO: YOU WANT IT LIGHT OR DARK?" 





Kuppers, Miami, Opens 
New Record Department 


Kuppers department store, Miami, 
Fla., recently announced the opening 
of its new and enlarged record de- 
partment. The firm provides two 
studios on the mezzanine floor for 
the auditioning of classical works and 
other listening booths are available 
on the ground floor for the selection 
of popular records. 


Adams Takes Buying Post 
for Rich's Appliances 


Rich’s Inc., Atlanta, Ga., has an- 
nounced the appointment of J. W. 
Adams as buyer of major appliances. 
Prior to military service Mr. Adams 
bought housewares for the same firm. 


Allen's Country Store 
Adds Appliances, Radios 


Allen’s Country Store, located on 
the old Boston post road in Sudbury, 
Mass., has added refrigerators, ra- 
dios, and traffic appliances to its mer- 
chandise. Wilfred J. Allen is the 


owner. 


New Orleans Store Names 
Shearer Appliance Manager 


Jack Shearer was recently appointed 
manager of the furniture department 
of Levitan’s, Inc., 1130 Dryades St. 
New Orleans. Mr. Shearer’s duties 
include the managing of appliances. 


Spear and Co. Enlarges 
Major Appliance Dept. 


Spear and Co., Pittsburgh, is en- 
larging its major appliance depart- 
ment which will provide an auditorium 
seating 350 persons which will be 
used for demonstrations. New facili- 
ties will also include model kitchens 
and a large radio section. 


Gold & Co. Moves 
Appliance Department 


Major appliances have been moved 
from the fifth floor to a position ad- 
joining the second floor housewares 
department at Gold & Co. department 
store, Lincoln, Neb., in keeping with 
the relocation plan being followed upon 
completion of a fifth and sixth floor 
addition to the O Street Annex. 


Davison-Paxon Names 


Gallagher Appliance Head 


Roy S. Gallagher has been appointed 
manager of the recently remodeled 
major appliance, radio, phonograph 
and housewares departments of Davi- 
son-Paxon Co. 864 Broad St. 
Augusta, Ga., according to W. S. 
Hayden, general manager. 


Two-Story Annex Will House 
Morehouse-Marten Appliances 


A separate appliance center in a 
two-story annex to the main store 
will be opened by Morehouse-Marten 
of Columbus, Ohio. A radio and 
record shop will occupy a basement 
annex, 
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A symbol of a valuable franchise to hundreds of 
heating equipment dealers, the H. C. Little 
Authorized Dealer sign is in reality a sign of dual 


merit, saying to the public, in effect: 


“Here is a retail organization with the willingness 
and the ability to sell, install and service H.C. Little 
oil burning heating equipment in your home to 


your complete and lasting satisfaction. 


“Here is outstanding oil heating equipment 
especially designed and priced for small homes — 
America’s only complete line of non-mechanical 
(vaporizing) oil burning equipment employing 


electric ignition.” 


No wonder so many pleasant — and profitable — 
transactions have taken place in the last 20 years at 


the sign of the H. C. Little Authorized Dealer! 


‘Direct Factory Representatives in Principal Cities 


OLE 


BURNER CO. 


ji 






SAN RAFAEL, CALIFORNIA 




















PAGE 


25 








Vol. 76 


World News Director. 





ELECTRICAL 
MERCHANDISING 


Including “ELECTRICAL APPLIANCE NEWS" 


Publication Office, 99-129 North Broadway, Albany, N. Y. 
Editorial and Business Office, 330 W. 42nd St., New York 18, N. Y 


H. W. MATEER, Publisher © L. E. MOFFATT, Editor © LAURENCE WRAY, Managing 
Editor © ANNA A. NOONE, Appliance News Editor © LANSDELL ANDERSON, Asso- 
ciate Editor © MARGUERITE COOK, Director of Research © JAMES BOLGER, Assistant 
Editor © ROBERT W. ARMSTRONG, News Editor © HARRY PHILLIPS, Art Director © 
DEXTER KEEZER, Director Economics Dept. © W. W. MacDONALD, Consulting Radio 
Editor @ TOM F. BLACKBURN, Chicago Editor, 520 N, Michigan Ave, || @© MARTHA 
M. ALEXANDER, Editorial Assistant, Chicago @© CLOTILDE GRUNSKY, San Francisco, 
Editor, 68 Post St. © HOWARD J. EMERSON, Assistant Editor, Pacific States, 68 Post 
St., San Francisco @© AMASA 8. WINDHAM, Southern Editor @ JOHN CHAPMAN, 


HARRY C. HAHN, Marketing Director @ R. H. FLYNN, H. D. RANDALL, JR., New 
York & New England @ R. A. WERTH, LOUIS W. ROMIGH, Chicago, II @ J. L. PHIL- 
LIPS, Cleveland, 15 @ E, P. COYLE, Philadelphia, 2 © DONALD O. HANSON, Los 
Angeles, 14 @ RALPH MAULTSBY, Atlanta, 3 © T. H. CARMODY, San Francisco, 4. 


NOVEMBER 15, 1946 


No. 10 








LETTERS 


South Africa Calling 


You may be interested to 


extensive 
use of you wazine in our corre 
pondence with American manufac- 
turers of el trical appliances 


We take this opportunity to express 
r pleasure in the excellent build-up 
Whilst many 
from your 


your magazine 
housan yt miles away 
untry, and with our conditions not 
necessarily the same as are prevalent 
on the North American Continent, we 
yet find the majority of your articles 

significance to ourselves and cer- 
tainly benefit by much of your adver- 


tising section 


Acts as a Link 


Her ity out ve appreciate per- 
ips more than over there the link 
which ELectricAL MERCHANDISING 
tablishe between supplier and 


dealer, respectively agent. If we may 


ake a suggestion with regard to the 


strengthening of this link, it is that 
you add a page or two with special 
news to and from abroad As for 

erican appliances 


South Africa, An 
soall 


enjoy practically a monopoly and its 


ippliance usness is second per- 

ips only to the States. If your manu 
facturers, apart from the big few (like 
Frigidaire, Westinghouse, Kelvinator, 
G.I Norge, Philco, H.M.V., Zenith, 


Thor and Speedqueen), would know 


t the immense potentialities 
which are awaiting them out here, not 
only for the present but for even the 
listant future, they might take added 


interest in the export business 


E. G. Fucus, Managing Director 
Fox Technical Company, 
Johannesburg, South Africa. 
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We Stand Corrected 
To the Editor 
In your last issue (Oct. 1, page 175) 
our assertion that Minsky Bros., Hi 
Major Pittsburgh, Pa., 
obtained a franchise for Temple 
The Hi Major Divi- 
n of Minsky Bros. & Co. are the 
listributors for Temple radios for the 


Division of 


lio is 1n error. 


lri-State territory which includes 
Pennsylvania, Ohio, and West Vir 
ginia his firm also distributes a 


plete line of all types of small 
al . 
pllances 
\Ve will appreciate your kind at 
tion in making this correction, and 
inking you, we remain, 
Louis M. MINSsky 
Minsky Bros. & Co. 


Dealer Doggerel 


Please tell us, sir, why we must wait, 

lo get the things we need? 

Why we must look, and wish and 
yearn, 

When utilities should be freed? 

Why must we gaze through windows 
wide : 

Upon a salesman’s sample? 

When will the things be coming in, 

When will the supply be ample? 

We've worked and slaved and have 
the dough 

For what we want to buy— 

But it’s impossible to get them— 

No matter how hard we try: 

We want refrigerators, ranges, and 
washing machines 

\nd other new shiny appliances 

So why must we keep on doing with- 
out— 

With naught but a 
liance ? 


salesman’s re- 


D. F. Cerone 
1127 S. Broad St. 
Phila., Pa. 





HAVE YOU HEARD... 





MEEHAN AND COMMERCE 


For 14 years prior to the fiasco and 
the funeral of Pearl Harbor, Frank 
K. Meehan was owner of the Meehan 
Electrical Appliance Co., a distribut- 
ing firm operating in eastern Missouri 
and southern Illinois. Then in 1943 
he began to put this business experi- 
ence to work for the Committee for 
Economic Development of St. Louis 
and became regional manager of this 
private business sponsored enterprise. 
In 1945 he became executive director 
of the Greater St. Louis C. E. D. 
Committee. Recently, all of this ex- 
perience, “combined with his latest 





FRANK K. MEEHAN 


Experience does the trick. 


position as regional sales manager of 
the affiliated Lidgerwood interests in 
New Jersey and Illinois, brought him 
an appointment as regional director of 
the Department of Commerce in St. 
Louis. 


POLLY'S FOLLY 


It will no doubt come as some- 
thing of a shock to school children to 
discover from the Oct. 19 issue of 
The New Yorker that Elias Howe 


was not the inventor of the sewing 
machine, but made his model in 1846, 
some 12 years after Walter Hunt had 
put together a cloth-sewing machine. 
Mr. Hunt, who is also credited with 
the invention of the safety pin, the 
fountain pen and paper collars, neg- 
lected to patent his machine because 
his wife, Polly, thought it would de- 
prive seamstresses of their jobs. 


THAT'S THE PITCH 


A. L. McCarthy, Bendix distributor 
in Chicago, whose experience dates 
back to 1910 when he was Fred War- 
dell’s right hand man in launching 
Eureka vacuum cleaners, tells this 
anecdote which is good enough for 
the book. 

The other day he had in his office 
a man from Mexico who was interested 
in selling Bendix machines down 
there. “I can give you some of my 
experience that will help you skip a 
few years,” said Mr. McCarthy. “Al- 
ways remember that the most im- 
portant way to get sales quick is 
through public demonstration.” 

By this time they were walking 
through Commonwealth Edison’s Elec- 
tric Shop in the Chicago Loop. It 
was a dull hour and nobody was 
around, 


Drastic Measures 


“I'll show you,” quotes Mr. Mc- 
Carthy, “I’ll put on a pitch.” 

“A what?” asked the Mexican dis- 
tributor. “There’s nobody around, 
what are you going to do?” 

“You just watch,” replied Mr. Mc- 
Carthy and without another word he 
hopped up to the Bendix and started 
a demonstration. The McCarthy 
voice and the McCarthy manner suc- 
ceeded in stopping everybody going 
through and before the demonstration 
was ended some 50 people stopped 
and Mr. McCarthy had three slips of 
paper with names and addresses on 
them of people who said they were in- 
terested. 








A FEW HOURS WORK: At least that's all that Phil Willman claims it took to paint 
the picture behind him. Mr. Willman, who does the routine daily duties which pay 
his bills for the Clark water heater division of McGraw Electric, paints for a hobby. 
He has even been known to illustrate many of the brochures on Clark water heaters. 
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| with FIREBED 
that BREATHES’ 


This Combustioneer Bin-Feed feeds coal 
direct from the bin to the fire-bed. The 
Combustioneer line of hopper-type and 
bin-feed models is complete for serving 
residences, apartments, public build- 
ings, institutions, and industrial plants. 


mi | 


If you want to handle a stoker 
with exclusive features which 
makes sales easier—not only now 
but in the competitive days ahead 
—your answer is Combustioneer, 
the advanced, modern stoker 
with Fire-Bed that “Breathes.” 

It is simple for prospects to 
understand how Combustioneer’s 
“Pulsating” Transmission feeds 
coal by “impulses”—a stop-and- 
go action. This “impulse” feed- 
ing “agitates” the fire-bed, keep- 
ing it loose, free-burning, so that 
every particle of coal is sur- 
rounded by air. 

And they like the new, ex- 
clusive way Combustioneer’s 
Automatic Respirator forces the 
correct amount of metered air 
around every particle of burning 
coal to produce efficient combus- 


tion. They see instantly how this 
“agitation and aeration” make a 
FIRE-BED that “BREATHES” 
and thus extracts EXTRA heat- 
energy from every pound of coal. 
This exclusive, convincing sell- 
ing story enthuses dealers every- 
where. They also report great 
satisfaction with Combustion- 
eer’s national advertising and the 
way the factory helps them by 
supplying a wide array of tested 
promotional and sales helps. 
Choice dealerships are still 
open in some areas. Wire or write 
for complete details of Combus- 
tioneer’s profit-protected Dealer 
Franchise. Act now while these 
dealerships are still available. 
THE STELL PRODUCTS ENGINELRING CO. 
1287 W. Columbia St. Springfield, Ohio 


Designers, Engineers and Manufacturers 
of Precision Products Equipment 


AUTOMATIC COAL STOKER 
FOR HOMES, APARTMENTS AND FACTORIES 






































A COMPLETE LINE - - - -- - 


PLUS THESE BIG FEATURES - 


ASSURES YOU PROFITS WITH 


MULLINS MANUFACTURING CORPORATION 
WARREN, OHIO 








Porcelain Enameled Products, Large Pressed Metal Parts, 


Design Engineering Service 











A Full Selection of enameled steel cabinet sinks, cabinets, and 
accessories, made to highest quality standards in every detail. 
Youngstown styles and sizes fit kitchens of every type, from 
compact arrangements in moderately priced homes to the most 
expensive custom installations. The finest equipment ever 
offered to meet the tremendous demand for attractive, work- 
saving kitchens. 


Expanded Production dedicated 100% to supplying the needs 
of Youngstown dealers and distributors. 


Evolutionary Styling that keeps pace with public acceptance; 
new Youngstown models can be added to thousands of pre- 
war installations. 


Continuous Mass Market Promotion featuring low-cost Youngs- 
town units that have the greatest appeal for the largest 
number of buyers. 


Promotional Profit Margins maintained to make Youngstown 
Kitchens the best-paying line of merchandise you've ever sold. 


BY MULLINS 


Selected Franchised Dealers are set to make substantial profits selling 
Youngstown cabinet sinks and cabinets, according to the proved Youngs- 
town merchandising plan. 


A few territories are still open. If you are interested please let us know. 
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